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IS4/ ROGERS BROS. 


ORIGINAL ROGERS SILVERPLATE 


THE BIGGER THE SAVING THE BIGGER THE SALE 


under the Quantity Purchase Plan 


--- FEATURED IN NATIONAL ADVERTISING THIS FALL 
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These savings to your customers begin 
at $6.25 on a 26-piece set, and amount 
to as much as $23.25 on the larger 
services. Not only will these savings 
be an aid to increased sales, but the 
retail prices on 1847 Rogers Bros. sets 
are as irresistible as the silverware 
itself{—26-piece set at $29.75 (less than 
$30.00); 34-piece set at $38.75 (less 
than $40.00). 


CONTROLLED DISTRIBUTION 


on 1847 Rogers Bros. is the factor that 
is restoring the silver business to the 
legitimate merchant today. 


The quality mark of the International Silver Company, 
Meriden, Conn., only makers of Original Rogers Silverplate. 





NEW YORK, 9-19 MAIDEN LANE - CHICAGO, MERCHANDISE MART - SAN FRANCISCO, 150 POST STREET - ST. LOUIS, AMBASSADOR BUILDING 





NEW FALL PROFIT ITEMS 


for the Jewelry Retailer .. . 


With the Benj. Allen Catalog as their buying 
COCKTAIL RINGS guide, many hundreds of retailers assure them- 
selves of sizable profits and lasting friendships in 
properly serving their customers. 





Illustrated are a representative few of the smart- 


est, fastest selling, quality line the Benj. Allen 
Catalog has ever offered the retailer. 





Why not use this most comprehensive guide to 


anticipate your customers’ needs for the Fall 
K122-—Sterling silver artificial onyx Season? 
and white stone settings. $3.50 ea. 


list. 
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K1i2I—Sterling silver artificial pear! 
and onyx setting. $3.30 ea. list. 
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No. K6300!I—Yellow gold plate black 
enamel Compact and comb set in gift 
box. $6.70 per set list. 


(Illustration % Size) 


No. K63005 — Black enameled white 
* stone settings cigarette case and Ejecto 
—— _— wae = cigarette holder set in gift box. $6.50 


Thee aan men snemene” on me - os 
: . . Y per set list. 
Be ais a Nae ae " ee 
CSOT REL LE | 


(Tilustration % Size) 


BENJ. ALLEN & CO., inc. 


' The Silversmiths Building 
10 SO. WABASH AVE. | CHICAGO, ILLINOIS 
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—A matter of pride, skill and 























good, plain business sense 


In the making of the finest jewelry, no 
substitute has ever been found for the 
magic effect either of time (experi- 
ence) or of painstaking skill. Since 
1921, K & O have tried no substitute 
for man-hours in producing the highest 
form of jewelry craftsmanship. It is no 
mere chance that many of America's 
finest jewelers prefer the product that 
embodies the most effort and the long- 
est hours of skilled endeavor. 


CONFIDENCE OF ? es INDUSTRY 


—_ fl Karz & QGUSH :correrares 








33 WEST 60 ST., NEW YORK 

























...and EIGHTY-FIVE YEARS 


The House of J. R. Wood & Sons is proud of its eighty-five year record. From 


a tiny beginning in August, 1850, it has grown to be the outstanding leader 
in its field. Its ring factory is the finest and most modern in the United States— 
if not in the entire world. Its financial position is unquestioned. In design, 
craftsmanship and styling, it sets the standards of the whole industry. And its 
rigid adherence to the policy of absolute protection of the 100% retail jeweler 


has earned and held the respect, confidence and cooperation of the trade. 
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OF KEEPING FAITH 


1935 marks the Eighty-fifth Anniversary of J.R. Wood & Sons—eighty-five years 


of progress under the Founder, his immediate successors and the members of 
his family who today own and manage the business he established. In com- 
memoration, J. R. Wood & Sons presents its EIGHTY-FIFTH ANNIVERSARY LINE 
...@ line surpassing in sheer value, as in beauty and customer. 
appeal, any ring line ever shown and giving the retailer an 


unparalleled opportunity for profitable Fall and Holiday sales. 
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BERNARD RICE’S SONS, INC. 
APOLLO STUDIOS 


Present... 












SMOKERS ARTICLES 





CANDY BOXES 





COVERS FOR FLAT FIFTIES 
Patents Re 19427-1987795 





NEWSPAPER RACKS 





PEWTER BY RICE 
















ENGLISH REPRODUCTIONS 





WATCH FOR 
SILVER PLATE 


— SMOKSTAK 


SHOWROOMS: 325 FIFTH AVE., NEW YORK WORKS: 139 N. TENTH ST., BROOKLYN, N. Y. 
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BAKER SETTINGS 
ARE MADE WITH CARE 
AND PRECISION 


AKER settings are made with such precision and care- 
ful attention to detail that they are worthy of being 
considered as pieces of jewelry in themselves. Perfectly 


proportioned and always uniform, they fit the ring in 


























a manner that leaves nothing to be desired. Likewise, 
and for the same reason, the other ring parts are easily 


assembled with a result of which you may justly feel 





proud. Naturally, such accuracy tends to lessen the 
amount of labor you must expend upon each piece and 
so, in addition to securing the highest possible quality, 
when you use Baker settings, you actually lower your 


cost of production. 


The latest numbers we have added to our line are 
Series 570, 571 and 573. Although the design of these 
is apparently delicate, neither strength nor the neces- 


sary metal have been sacrificed. You should see them. 


We manufacture everything needed to make up the 
finished ring such as shanks, ornamental side-pieces, 
tops and bezels. Our line of wedding ring blanks com- 
prises more than four hundred styles. All these, as 
well as our settings, may be had in platinum, all colors 
and karats of gold and in our patented rhothenio- 


palladium. 


Dur conveniently located branch offices in New York, 
Chicago and San Francisco, with their large stocks, 


make delivery very rapid. 


& BAKER & CO., INC. 


54 Austin Street, Newark, N. J. 





CHICAGO 
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FEATURING THE NEWEST AND SMARTEST IN| 


a leader in its class. Our 10% Iridio Platinum is 10% Iridio 
Platinum-the very finest available. As refiners and workers in 
precious metals for a quarter of a century (operating our own 
complete plant), you can be assured that the quality is depend- 
able and the prices most 
favorable. In fact, our 


platinum ring creations 





are priced astoundingly 
low,as a careful compar- 


ison of market values 














will conclusively show. 


An ample selection of substantial, solidly A wide variety of beautiful hand engraved 
constructed mountings noted for their wedding rings in 10% Iridio Platinum. 
smart designs, from $8.50 up. (Keystone). Priced from $5.50 and up. (Keystone). 
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FROM COAST 
TO COAST- 


NQUESTIONED quality, superb styling, and 
matchless designing tell a mighty story, for 
now, even more than ever, B/R circle-quality 
watch attachments are “getting the nationwide 
call” from jewelers as well as manufacturers and 
importers. The demand is for attachments that dis- 
arm sales resistance, and B/R is supplying it in a 
most convincing fashion. Seeing is believing . . . 
you owe it to yourself to be convinced. ... 
B/R Watch Attachments are sold only through 


leading wholesalers and are stamped in accord- 
ance with Federal Trade Commission Rulings. 





















New Chain Bracelets by QOD 7 
and 2 Sales-Producing Displays — 


ASSORTMENT No. 310 consists of the following; 1 HOLYOKE Bracelet, 7/16”, White; 1 SHELBY 
Bracelet, 7/16”, Natural; 1 NORMANDIE Bracelet, 7/16”, White; 1 Black Velvet easel Display Pad 


with outer bands of Mirror Glass. (No charge for the Display Pad.) 





ASSORTMENT No. 315 consists of the following; 1 WINTHROP Men’s Bracelet, White; 1 WALCOTT 
Men's Bracelet, Natural; (These have End Hooks adjustable to 5/8” or 3/4”); also 1 Black Velvet 
easel Display Pad with outer bands of Mirror Glass. (No charge for the Display Pad.) 


OMPLYING with numerous requests for a group of Chain Bracelets — 

made in the true Hadley manner — we offer the styles illustrated above. 
In Styling, Construction and Finish, every part of these bracelets has been 
made specifically for Wrist Watch use. By taking into consideration both 
Beauty and Sound Construction these Attachments have been made most 
adaptable for Wrist Watch wear. 
Complete details as to Qualities, Prices, etc. are in your August issue of 
“The Hadley Oval’, mailed to all Retail Jewelers on August 20th. If you 
did not receive your copy, write at once to the Service Department, Hadley 
Company, Inc., Providence, R. I. 


The * HADLEY * COMPANY « Iuc. 


HOME OFFICE & FACTORY + PROVIDENCE - R. 1. 
New York + Chicago - Los Angeles - Toronto - London, England 








WHEN LOOKING 
for BETTER 
WRIST WATCH 
BRACELETS 
LOOK for THE 
HADLEY OVAL 
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ULL Patent Rights have been granted on the 
illustrated rings. Though presented only a short 
time ago, these new original creations have been 

widely acclaimed by the trade and are marking up new 
sales records. If you have neglected to include these un- 
usually clever wedding rings in your stock, you are passing 
up an opportunity of realizing handsome profits. Ask 
your wholesaler to send you a selection of these rings, 
examine the fine work- 
manship, superior de- 
signing and new sales 
features and you will see 
that they are well deserv- 
ing of the wide popu- 
larity. 


MONA cP 











The appearance of being set with 
twice as many diamonds is created 
by our exclusive patented feature. 
The ring shown is set with 24 se- 
lected 24%, point diamonds. The same 
ring is also supplied set 20 well 
matched 3% point diamonds and 
identified by No. 641. 





No. 640/7 
This ring is set with 7 fine selected 
diamonds weighing 2%4 points each. 
The shank is enhanced with smart 
fleur-de-lis ornaments and delicate 
beading. 
* 


TO THE 


NOTICE zeae 








J . 
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UNITED 
STATES 
PATENT 
RIGHTS 


——_ [¢ RANTED 


These Designs Protected by Patent Rights Nos. 96610 and 96611 





No. 641/7 
This ring is set with 7 well matched 
diamonds weighing 3% points each. 
The clever ornaments add grace to 


the shank. These new designs give 
the diamonds more brilliancy. 


These original creations are 
fully protected by Patent 
Rights, No. 96610 and No. a 


96611. We issue warning that 
our Patent Rights will be 
strictly enforced. Any one 


Manufacturers of Distinctive Wedding and Engagement Rings 


eae sae Main Office and Factory: 71 Nassau St., New York 


rings will be prosecuted to the 
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full extent of the Patent Law, 

as well as for unfair competi- 

tion. When in doubt whether BRISTOL REPRESENTATIVES 

you are being offered the genu- 

ine Patented Bristol Rings, it New York Traveling 

will be greatly appreciated if B. D. Lessner.. A. D. Weinberg Eastern States. S. C. Steinmann 

you notify us immediately. Midwest...........E. M. Bond Pacific Coast......... Nat Post 
29 E. Madison St., Chicago 315 W. 5th St., Los Angeles, Cal. 
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tobe & 
C 
STAGE COACH 





No wider choice of trans- 
portation methods and compa- 
nies is available to one planning 
a trip than the number of refiners 
a jeweler may patronize. No 
greater progress has been made 
in the efficiency, equipment and 
speed of road, rail and air travel 
than in the means and methods 
of the refiners of precious metals. 






Though the refining business of 
Pease & Curren has been estab- 
lished over twenty years, the re- 
fining processes employed by 
them are the most modern in the 
industry. The plant is a model of 
efficiency—kept so by constant 
scientific laboratory check-ups. 


To get a return based upon the 
full value of all the precious 
metal in your next shipment, 
send it to Pease & Curren. You'll 
agree that it pays. 


PEASE aac’ CURREN 


Specialists tn the Kofining of Precious Metals 


780 ALLENS AVENUE 
PROVIDENCE, R. lI. 


i emeneeneemteanaeiill pe 3 ae oe — 


12 THE JEWELERS’ CIRCULAR—KEYSTONE 
for September. 1935 






















































ACTIVE LINES ... 


e WATCH ATTACHMENTS 
e DRESS SETS | 
e SPORT JEWELRY | 

| 








Watch Attachments 
of the finest quality in original designs at popular prices. 
Made in gold filled, 10k and 14k gold. Sold through i | 


vour wholesaler. 


Dress Sets 
A large variety in original patterns to | 
fulfill the desires of the most fastidious | 
... gold filled .. . 10k and 14k... 
Platinum Top . . . attractively boxed. 





Sport Jewelry .. 


Unique and pleasing crea- 
tions in tie clips, brooches, 
bracelets and bill clips . . . 
10k and 14k gold, in wide 
assortment, mounted with 
genuine or French crystals; 
also with gold initials or 





BLISS-SCOFIELD CORP. 


special designs to your 
| order. 
414 So. 14th Street 
NEWARK, N. J. . 


New York Office: 9 Maiden Lane San Francisco Office: 701 Pine St. 
MANUFACTURERS OF “BLISCO” CREATIONS 








a. 
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NATIONAL 


VE el o> Gali 344 


SEPTEMBER 14 to 2l 


Perfectly timed ...a proved 
sure-fire stimulus to clock sales! 


ET READY for what dealers everywhere know is the 
biggest clock-selling event of the year — National 
Westclox Week! It means greater profits for every Westclox 
dealer who joins the big drive. 

Eight days of powerful sales promotion that always stim- 
ulates Westclox sales for months to come. . . focused in 
September, the beginning of the richest alarm clock selling 
season of the year, when days are getting shorter, when day- 
light saving tim.e is changing, schools are opening. It’s the 
natural clock season. Westclox Week is a proved success 
with dealers everywhere. 


National Magazine... Radio... 
Farm Papers... Store Promotion 


Millions of clock prospects will get the story of Westclox 
Week. The Saturday Evening Post—leading farm magazines 
—and radio over the NBC red network will bring customers 
to Westclox stores for this big event. 

To secure the special Westclox Week display simply order 
12 Westclox from your wholesaler, assorted any way you 
wish. Also make your request for the display. Clocks and 
watches come from wholesalers’ stocks and the special dis- 






_WESTCLOX (ium 
BIG BEN © 






LOUD ALARM 


fue the Extra Heovy Sleeper Swat 
Divorce Alero #4 Quret Tick Intermittent Alarm Extrw Loud 






30 inches wide, 27 inches high, lithographed in four beautiful 
colors. Displays eight members of the Westclox family. Accom- 
panied by streamers, counter cards and other material that 
will quickly identify your store with Westclox Week promotion. 


play, along with streamers, counter cards, hangers, etc., will 
be sent from the factory—in ample time for the big week. 

Everything is set to make Westclox Week a bigger success than 
ever. Don’t miss it! Remember the dates—September 14 to 21. 
WESTERN CLOCK COMPANY, LA SALLE, ILLINOIS 





LOOK! $500 IN CASH PRIZES 


for the 44 best window displays during Westclox Week 


Every Westclox dealer is eligible. Participants may use either the West- 
clox Week display or their own material: To enter the contest simply 
send in a picture of your Westclox window taken during Westclox 


= Ist prize @oeeeeeee#ee# $50 
(MMP 2nd prize ...... $25 
WMP Srd prize ...... S10 






Week. There are four divisions. Here are the prizes in your division: a Next 8 prizes, each $5 
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WHAT EVERY MERCHANT 
SHOULD KNOW 


ve have to take your hat off to The 
American Weekly. It’s the king of 
magazines, and it rules the field from a 
triple throne . . . SIZE . . . CIRCULATION 
...- SELLING POWER. This mighty mag- 
azine is the biggest in size . . . biggest in 
circulation of any national periodical . . . 
its selling power magnificently doubles that 
of any rival. Its vividly interesting pages 
are read by more than 5,500,000 families 
every week. The American Weekly con- 
centrates on the richest areas where most 
of the buying is done. You're a lucky man 
when the goods you stock are advertised 
in The American Weekly. It means in- 
creased sales . . . more profits for you if you 
feature them in your window, on your 
counter, in your advertising. 











The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed through 17 
great Hearst Sunday Newspapers. In 614 of America’s 995 towns and cities of 10,000 popula- 
tion and over, The American Weekly concentrates 67% of its circulation. 

In each of 158 cities, it reaches one out of every two families 

In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 
-.. and, in addition, more than 1,982,000 families in thousands of other communities, large 
and small, regularly buy and read The American Weekly. 


TH ENN ERICAN 
= WV EEKLY 


“The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 
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these RONSON Ads 

will bring YOU customers for 
‘What's New in RONSON” 



















































During August, millions of RONSON 
advertisements appeared in leading 
national consumer magazines, pre- 
senting to the public the latest 
RONSON Products, and exploiting 
them for personal use and gift pur- 
poses 


Still larger RONSON Consumer 
advertisements will appeor 
this month September, fol- 
lowed by increasingly larger 
ones in October, November 
and December. 


Every one of these ad- 
vertisements invites the 
public to visit their local 
RONSON dealers to in- 
spect the many exquisite 
RONSON products on 
display. 


Remember, every reader 
of a RONSON ad has oc- 
casion to choose gifts 
long before Christmas 
Birthdays, weddings, an- 
niversaries, bridge par- 
ties, showers iand pre- 
sentation events are 
only a few of the many 
gift-giving occasions for 
which RONSON Product 
are so. much in demand 
and so ideally appre 
priate. 


Get your share of this EXTRA business right 
now. Arrange immediately to carry and dis- 
play a comprehensive selection of| exquisite 


RONSON Products. 


The following three pages present typ 
ical examples of the wide variety of 
rich and intriguing RONSON models. 








Lights the Smokes of the Nation One Finger, One Motion. 


at RONSON 22 gph? 





REGISTERED wo. 291,695 


WORLD’S GREATEST LIGHTER 








RELEASE—it’s out! 





Two New and Outstanding RONSON Models 
in Cigarette Case—Lighter—Combinations 
Woafer-thin—Streamlined— Modern! 


These new Combinations fill the most exact- 
ting requirements of fastidious smokers. 
Large capacity, yet inconspicuous in pocket. 


RONSON TEN-A-CASE 


An unusually thin model no larger 
than a standard size cigarette case, 
despite the fact that it includes a 
built-in RONSON Lighter. Fashioned 
in genuine Chromium plate, richly 
enameled and “Engine-Turned” with 
polished Chromium monogram shield. 
Just one of several exquisite designs. 









































RONSON MAGNACASE 


Extraordinarily thin, slender and 
graceful for its large capacity. Slides 
into the pocket smoothly and without 
bulge. Chromium plated with rich 
enameling in a variety of designs 
and colors. 





MAGNACASE 











Other popular selling types of RONSON Cigarette Case—Lighter—Combinations designed 
to meet the many definite and varying requirements of discriminating consumers. 





RONSON RONSON RONSON RONSON RONSON 
MASTERCASE SMART-SET SUPERCASE TUXEDO TWENTYCASE 


A wide and interesting \ variety of handsome designs available in each of these types. 


mat a Meese aaa 




















Lights the Smokes of the Nation One Finger, One Motio 


U.S. PAT. RE. CAMADIAN PAT. OS. 


“NO.19023 280,148 28°.88°0 
308,844 331 040 
TRADE MARK Satis Par. 


REGISTERED Oo. 291.605 


. WORLD’S GREATEST LIGHTER 
FLIP—it’s lit! RELEASE—it’s out ! 


NEW-—and exclusively for the Ladies 


Opening up for you, a vast additional outlet! 


Three new Lighter, Cigarette Case and Compact Combinations 
that will substantially add to your RONSON volume. These 
smart cases ingeniously combine many functions in one grace- 
ful, condensed unit. For powder-puffing the nose while puff- 
puffing a cigarette, these new RONSON models will irresistibly 
appeal to the fair sex, for their unusual compactness, con- 
venience, beauty and charm. 


RONSON SUPERPACT 


An ingenious combination RONSON Lighter, Cigar- 
ette Case, Mirror and Powder Compartment (with puff 
and sifter), which takes surprisingly little space in mi- 
lady’s bag and renders surprisingly big service. Every 
refinement and protective device is incorporated in this 
superb model. Genuine polished Chromium plate, 
“Engine-Turned”’ and richly enameled. Polished 
monogram shield. Other handsome designs and 
finishes available. 




















RONSON MASTERPACT 


An exquisitely modeled combination of slightly dif- 
ferent contour from Superpact (above), but equally 
compact and convenient, combining 
Lighter, Cigarette Case, Powder Compartment and 
Mirror in one ‘ingenious unit. Genuine polished 
Chromium plate, “Engine-Turned” and richly enam- 
eled, with polished Chromium monogram shield. Other 
beautiful designs and finishes available. 




















RONSON SLYDAPACT 


A smart and clever Cigarette Case, 
which slides open on thumb pressure. 
Top of case equipped with Mirror and 
Powder Compartment, including sifter 
and puff pad. The intriguing slide-open 
action, the ease with which mirror and 
powder puff may be used and the com- 
pactness of the entire unit are really 
amazing. Genuine polished Chromium 
plate,’’ Engine-Turned’’ and richly 4 
enameled. Polished monogram shield. 
Other attractive designs and finishes 
available. 


But, that’s not all! 


On the next page you'll find a re- 
view of other fast selling RONSON 
favorites that will build profit for 
you every month from now until 
Christmas, if you tie-up properly 
with the RONSON merchandising 
and advertising campaign. 




















aaa 


Lights the Smokes of the Nation One Finger, One Motioa 


aap (> N S O N eye Te 








TRADE MARK BRitisH Pat. 
REGISTERED NO. 291,693 


WORLD’S GREATEST LIGHTER 
RELEASE—it’s out! 











TOUCH.TIP 
SMOKER’S SET 


Comprising tray with handles, 
mounted cedar lined cigar- 
ette boxes and removable 
TOUCH.-TIP Chromium 
plated thruout ond richly 
enameled. 





Mysterious RONSON 
RONSON TOUCH-TIP PENCILITER 


For Home and Office Use. Featuring a genuine built- Light with one end— 
New, clever, original— in RONSON Lighter. Write with the other— 
Already an_ exceedingly PRESS — and it’s lit! £ Right throughout! Fills a 
big seller. To try it is to buy it! RELEASE. — and it's out! crying need fora popular- 
Automatic—Self-Resetting Lighter takes no extra / ly priced gift item that is 


Touch Tip — and it’s lit! room. Pencil costs no new, ingenious, efficient 
extra money. and impressive. 





RONSON Pocket Lighter sales increase yearly. These typical models are suggestive of 
) the many other exquisite designs planned to suit every taste, purse and purpose. 


———_ —> 
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RONSON RONSON RONSON RONSON RONSON RONSON RONSON RONSON 
JR. SPORT PRINCESS STANDARD FINE LINE PET REGENT JR. RONDETTE JR. RONDETTE 


Take time to go over the RONSON 
lines immediately. A prompt and 
proper selection of these exquisite, 
fast selling products will form an im- 
portant department of your business, 
and will build volume and profits for 
you,, when backed by the many sales 
helps supplied by RONSON, including: 


FREE RONSON Window Displays 
FREE RONSON Counter Displays 
RONSON 


FREE RONSON Literature RON DETTE 
(imprinted with your name) TABLELIGHTER 


RONSON Matched FREE RONSON Advertising Mats One of many 


SETS in a wide vari- — s unique models 
co al Gaile. and FREE Merchandising Bulletins, setae 


sizes. etc. office use. 








Be the first in your community to show What's New in RONSON 
See the complete new RONSON lines through your jobber or at these permanent display rooms: 
NEW YORK (347 Fifth Ave.) CHICAGO (36 S. State St.) LOS ANGELES (728 S. Flower St.) 
Visit the RONSON Exhibit at BOSTON Gift Show, Hotel Statler, Room 526, Sept. 9 - 13 


Send for FREE Catalog of Complete RONSON Lines 


Art Meta WorKS, INC., ARONSON SQUARE, NEWARK, N, J. 
CANADA: DOMINION ART METAL WORKS. Ltd. ENGLAND: RONSON PRODUCTS. Ltd. 























“We know everything about our accounts 
each day at the close of business” 


\\ 


That's how Mr. A. O. Jenkins, President 
of the Duval Jewelry Co., Jacksonville, 
Fla., sums up the advantages of his National 
Posting Machines. 

His accounts are always posted up-to- 
the-minute. At the end of each day he gets a 
complete, itemized, machine-printed sum- 
mary of that day’s business. His ledger 
postings always agree with customers’ 
records. 

In addition, Mr. Jenkins’ National equip- 
ment makes possible faster cashier- 
service to customers, as well as quicker 
balancing of cash at the end of the.day. 

These—and many more advantages of 
National Posting Machines—are positive 
profit-makers for any jewelry business with 
deferred payment accounts. May we show 
you just what these advantages can mean 
in dollars and cents to you? Our local 
representative will be glad to give you the 
facts. Or write us direct. 


Attend the Chicago Convention of Your 
National Association of Credit Jewelers, 
Sherman Hotel, September 9th to 12th 


THE Vil 4 Ch Ly ’ Te C. 


DAYTON, O 


CASH REGISTERS « TYPEWRITING-BOOKKEEPING MACHINES * POSTING MACHINES « ANALYSIS MACHINES « BANK-BOOK- 
KEEPING MACHINES ¢ CHECK-WRITING AND SIGNING MACHINES ¢ POSTAGE METER MACHINES * CORRECT POSTURE CHAIRS 
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Why are 
Collar Button Sales Increasing? 


Because fashion is changing the style of men’s shirts! Today, 
fashion says “Detachable collars.” They look better anyway, 
and these are times when appearances count. This new 
fashion note calls for collar buttons. 

Incidentally, the French cuffs on these new shirts forecast a 
return to style prominence of cuff links. 

Today, more and more men are buying Krementz Collar But- 
tons. Sales are steadily increasing. Are you getting your 
share of this extra business? 

Krementz & Company are meeting the demand with new and 
improved lines. Here they are: 


Krementz Plate $39.00 gross* . . 25¢ (retail) 
Krementz Kremaloy (White metal) . . 18.00 gross* . . 15¢(2 for 25¢) retail 
Krementz Heraldic Plate 18.00 gross* . . 15¢(2 for 25¢) retail 


* Subject to Keystone Discount 


Retailers, how is your stock? Order direct, or from your wholesaler. 
Jobbers, this new fashion trend means more sales—and Krementz 
Collar Buttons have the call, as you know. 


Have you our new, illustrated price list? Write for it! 


KREMENTZ & CO. p a NEWARE, N. J. 
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This Kreisler Display Introduces a New 


STOCK 
CONTROL 


System in Watch 
Band Merchandising 


/ 


Ready now! To make this 
Fall the biggest watch band 
season in years for Kreisler 
Dealers! In this attractive, 
compact Fixture is a compre- 
hensive line showing the most 
salable Kreisler models ef- 
fectively featured on individ- 
ual placques . . . Tied up with 
a plan 


@ that eliminates “deadwood de- 


© that assures the dealer of the 
‘maximum volume out of a 
minimum stock 


© that permits easy reordering 


© that simplifies the whole prob- 
lem of making watch bands 


pay! 





Above: 


The Display as a counter unit— 
smart, dignified and beautifully 
finished in antique gold. The 
bands are mounted on _ black 
velvet placques. 


To Right: 


The display as a complete win- 
dow arrangement. The placques 
are spread out showing the full 
line. Ideal for night use. 


@ This merchandising plan supports the 
new Fall line of Kreisler bands featuring 
many new, advanced styles. 


JACQUES KREISLER SALES CORPORATION 


The one major Watch line distributed solely through the retailer 
136 West 52nd Street, New York 
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START 
YOUR CHRISTMAS CAMPAIGN 


nov | 


We once heard a story about Christmas business that just walked 















into a store..... it happens now and then. The retailer who 
wants a profitable holiday trade has to go after it. Take the first 
step toward bigger and better Christmas sales ..... develop a 


comprehensive promotional plan and supplement it with local 
newspaper advertising and direct mail. Read the Jewelers’ 
Circular-Keystone for new, salable Christmas merchandise and 
place your orders early to insure delivery. 


Manufacturers and Wholesalers— 


The most important three months of your business year are right 
ahead of you..... the months in which you must contact the 
retail jeweler to sell your Christmas lines. Here in the pages of 
The Jewelers’ Circular-Keystone, where the retailer turns for dis- 
play, promotion and merchandising guidance, is your most effec- 
tive medium. Use it consistently, forcefully and profitably. And 
start using it NOW, to reach the leaders—the ones you want 
to sell. 




















OF 
THE JEWELERS’ CIRCULAR-KEYSTONE 


239 W. 39th St., New York 
The only ABC publication in the jewelry field, having a “Sterling Fine” 
paid circulation that covers 925/1000 of the industry’s purchasing power. 
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ART KASSEL 


KASSELS 











“The Elgin Campus Revue”’. . . big half- 
hour program selling 70th Anniversary Elgins 


for you . . . begins October 4 . . . runs to the 


end of the year! Every Friday night . . . 9:30- 
10:00 Central Time... over 54. NBC stations! 


@ Brilliant entertainment . . . and brilliant sell- 
ing! “The Elgin Campus Revue” brings to the 
microphone a galaxy of famous stars . . . in an 
extremely interesting program . . . to make thou- 
sands of buyers for the beautiful new 70th 
Anniversary Elgins! 

The sensational harmonies of the Mills Brothers 
. . . Art Kassel and his ‘“‘Kassels in the Air” 
Orchestra . . . Hal Totten, Ace N. B. C.. Sports 
Commentator . . . famous guest stars and foot- 
ball coaches! And, to close the show, the thrill of 
time signals direct from the stars through the 
Elgin Observatory! 

“The Elgin Campus Revue” will reach out 
to 63,562,000 listeners . . . more than four out 
of every five families in the United States! 

It’s the profit opportunity of a lifetime! Tie 
in! And be sure your stocks of the new 70th 
Anniversary Elgins are complete! 


-ELGIN- 


FOR 70 YEARS THE MARK OF 
AMERICAN LEADERSHIP 





... with ALL-STAR 





SHOW OVER COAST 
TO COAST HOOK-UP! 





MIAMI TO SEATTLE... BOSTON TO SAN 
FRANCISCO... THESE POWERFUL STATIONS 
CARRY “THE ELGIN CAMPUS REVUE” 
INTO THE HOMES OF YOUR PROSPECTS! 


Asheville 
Atlanta 
Baltimore 
Bismarck 
Boston 
Buffalo 
Charlotte 
Chicago 
Cincinnati 
Cleveland 
Columbia 
Dayton 
Denver 
Detroit 
Duluth-Superior 
Fargo 

Fort Worth 
Hartford 
Hot Springs 
Houston 
Jackson 
Jacksonville 
Kansas City 
Los Angeles 
Louisville 
Madison 
Memphis 


WWNC 
WSB 
WFBR 
KFYR 
WEEI 
WBEN 
Wsoc 
WMAQ 
WSAI 
WTAM 
WIS 
WHIO 
KOA 
wwj 
WEBC 
WDAY 
WBAP 
WTIC 
KTHS 
KPRC 
WJDXx 
WJAX 
WDAF 
KFI 
WAVE 
WIBA 
WMC 


Miami WIOD 
Milwaukee WTMJ 
Minneapolis-St. Paul KSTP 
New 8 WSMB 
New York WEAF 
Norfolk WTAR 
Oklahoma City WKY 
Omaha wow 
Philadelphia KYW 
Pi WCAE 
Portland, Me WCsH 
Portland, Ore KGW 
Providence WJAR 
Raleigh. WPTF 
Richmond WRVA 
St. Louis KSD 
Salt Lake City KDYL 
San Antonio WOAI 
San Francisco KPO 
Schenectady WGY 
Seattle KOMO 
Shreveport KTBS 
ane KHQ 
ampa WFLA 
Tulsa KVOO 
Washington WRC 
Worcester WTAG 


LISTEN IN! TELL YOUR CUSTOMERS THE 


STARTING DATE— OCTOBER 4th! 
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Px otecto-Pan 4 


PATENT APPLIED FOR 


--e- FO SAFEGUARD YOUR DISPLAY 
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T last, an end to display deterioration—a transparent, unbreakable barrier 
that seals out dust and tarnish—and yet actually improves the appearance 

of the silver. That’s what Protecto-Panes do for you. Sheets of sheer, extra- 
heavy super-Cellophane . . . mounted in sturdy frames .. . fitted snugly to 
the inside of the chest and the coyer . . . easy to remove or replace . . . as good 
as glass without the breakage. *Community has created this newest, most im- 
portant advance in the science of practical, effective selling display expressly for 
the dominant new Community Plate and Tudor Plate display units . . . to give 
*Community dealers the greater sales-appeal of close-up display. Protecto-Panes 
are one more conclusive proof of *Community leadership in meeting the problems 


of the retail jeweler. 
FOR FURTHER DETAILS, WRITE ONEIDA LTD., ONEIDA, NEW YORK 


* Trade Mark Reg. U. S. Pat. Off. 
PERRIER ERE 8 8 Gg a aa ea A A eS, 
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cree with 62-Piece Services for a 





also the 
HONEYMOON CHEST 


in 


TUDOR PLATE 


ONEIDA COMMUNITY 


Fitted to cover and base of th 
vividly effective 62 piece display 
unit, Protecto-Panes safeguard the 
rich appeal of the flashing Silve 
ware in its setting of lustrous Royal 
Blue and White 
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the 


ROYAL MAHOGANY 
and the 


CRESCENT CHESTS 
in 


COMMUNITY PLATE 


Fitted to the new Royal Mahogany 
Chest, Protecto-Panes preserve the 
bright gleam of the Silverware for 
the extraordinarily effective selling 
job which will make these chests 
most successful displays and resale 
units in Silverware History. 






















Harman 


“Speak for Themselves” 


For many years Harman Watches 
have enjoyed an enviable reputa- 
tion for beauty and simplicity of 
style, dependability, and accuracy. 
Individually designed cases are re- 
sponsible for the attractiveness that 
creates sales -- Harman master 
workmanship guarantees enduring 
quality. The watches illustrated 
are the latest Fall creations and 
have already met with popular de- 
mand. 



















94 


“MISS AVIATRIX’ 


ae: ee ; 1611 10K R.G.P. Natural 7J........ - ....$27.50 

ee the noite White, steel back 7J.... Saracen A eee tea ie thr 

— . n unusua win 142] Two-tone, two-Dia. 7J.. “ = .. 27.50 

creation. 15 Jewel, guaran BE ee a 39.50 
tee-bilt movement, 10K 10K R.G.P. Natural 7] 

R.G.P. case, Yellow filled 661 White, Steel back 7].. ae m .. 16.50 

ratchet with genuine English 663 10K R.G.P. Natural 7J.. = RRR 

2 strand leather cord, to re- White, Steel back 7). F ti ace a : ee 16.50 

tail for $32.50. 2200 22 Dia. Platinum ...... iri as sel as Selene oN a oe 75.00 

i Ns a. oeibeNesnccevsrwees. dkenas 60.00 

22 Dia. Chrome, Steel back ........... re 39.50 

ED) Be .. 22.50 

I I ed OEM ea a adew ds oben . 19.50 

94 10K R.G.P. Natural, Sweep second 7J.................... 27.50 

White, steel back, Sweep second 7J.................... 19.50 

ER Ce MEE TTT 22.50 

EDD, 65's. eroisi nv Fewlow Se nésioas VaR epee eew een 16.50 


Movements can be had in 15J and 17] 


BRYANT 9-7439 Harman WatcH Co. 
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WATCHES 


“Time Will Tell’ 


Our policy of controlled merchan- 
dising, plus consumer advertising, 
offer greater sales possibilities and 
larger profits. For immediate sales 
promotion, we have several un- 
usually attractive display cards fea- 
turing our latest models. The first 
of this series illustrates prominent 
personalities constantly in the pub- 
lic eye. In addition, we have a 
special display stand featuring our 
three most popular watches, “Miss 
Aviatrix,” “Celebrity” and “Petit.” 





1602 10K R.G.P. Natural 7J.. 
White, Steel back 7J.. 


10 10K R.G.P. Natural 7) ...... 
White, steel back 7]J.... 


1000 “Miss Petit’ 10K R.G.P, 1/20 G.P. Chain 15] 


Dainty and Modernistic 


834 10K R.G.P. Natural 7J_ ...... 
White, steel back 7J.... 


770 10K R.G.P. Natural 7] 
10K R.G.P. Natural 15J 


250 10K R.G.P. Natural 7J 


10K R.G.P. Natural 7J 
1107 White, steel back 7] 


pp Ret A” ys rece ree 
1106 i) ae eee 


Retail Price 
. .§27.50 
. 19.50 


. 27.50 


me 22.50, 


29.50 


Movements can be had im 15J and 17J 


2 West 46TH STREET nerves 





1602 








“CELEBRITY” 


A Distinguished Design. 
15 Jewel, guarantee-bilt 
movement, 10K R.G.P. case, 
Yellow filled fancy chain 
ratchet bracelet. Attractive 
window and counter display 
cards furnished on request. 
To retail for $32.50. 
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STYLE DECREES THAT VESTS BE DRAPED WITH CHAIN 


Simmons Chains are acknowledged the Best 


Keystone Discount 








Cd a LO a 7 * laf 4a” ¥ 7 md a a 
bb. BL BL BL) be BL bY OL BL Bb, By he Bs Br Br Bs Be ® 
. - — . 


% 
he 


“17438 5) 


simmons —THE MARK OF SUPERIOR QUALITY — . Qvaly «1673 
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SIMMONS CHAINS AS GIFTS FOR SMART DRESSER 


Worn by young men—with or without a Pocket Watch 


Keystone Discount 
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Ne. BI07E—Pen- 
dant and match- 
ing bracelet set. 
To retail at 
$12.50. 
























Bracelet and compact combination in black or white enamel, 
hand engraved design. To retail at $12.50 (illustration about % 
actual size) 





Ne. BI87E '” 
tubing, combined 
with woven wire 
inset. with ap- 
plied ornamenta- 
tion. Hand paint- 


no = and they’re 


HAYWARD Quality 








Our 84th year selling quality 


Ne. BS¥E 


tubing. ha nd ™ ‘ 
enamel. Tet jewelry, designed to meet the 
tail at $9.00 * 


exacting requirements of bet- 
ter retailers. Hayward jewelry 
is distributed exclusively 
through a limited group of 
No. PIBsE — i” leading wholesale jewelers. 


tubing. adjust- 
able style. To 


tase Look for the new Hayward 
items in your wholesaler’s 
stock — they’re ready sellers, 
and are standard Hayward 
Quality, assuring long cus- 


tomer-satisfaction. 
No. B262E—1%” 
channel, Hand 
painted black 
enamel. To re- 


tail at $10.75. & 





The bracelets are 12K 1/20th natural gold filled. 
Each is put up in an attractive display box. 


WALTER E. HAYWARD CO. (2£biborce lakes. 


a Ss TT ~ B Z 8 Ss Hi E D I 8 5 i 
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We've such a grand variety of new Telechron models 
this fall that we're taking time off to tell you about them in advance. 
They’re probably the smartest, most salable designs that we've ever put 


into production. We can’t go into details here—pbut see your distributor 





as soon as possible. He'll give you all the dope — and tell you about our — 





new promotional plan. What's more—every one of these new models is 
moderately priced—every one is made to sell! 

Were not only telling you— but were also telling the world about 
these new Telechrons. A national advertising campaign is under way 


now—primed to catch the attention of millions of readers. Find out 


about the new Telechron models now | 


Telechw WARREN TELECHRON COMPANY 
V2 395 MAIN ST. ASHLAND, MASSACHUSETTS 
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THERE can be little 
doubt but that every legit- 
imate retailer is a strong 
Hamilton booster today,” 
says Henry W. Rank of 
Rank & Motteram Co., 
Milwaukee, Wisconsin. 
“You can thank the New 
Hamilton Plan for this. 
With the adoption of the 
New Plan, you began the 
elimination of those chiselers whose unscrupulous practices were 
making a shambles of the watch business. You richly deserve 
the success which has come to you through this courageous step.” 


Henry W. Rank of Rank & Motteram Co., 
Milwaukee, Wis. 


The New Hamilton Plan has been in operation well over a 
year now, and still retailers sing its praises—because the promise 
of the Hamilton Watch Company to put an end to those unfair trade 
practices which have sapped the profits of the legitimate retailers 
has been kept. That is why retailers are reporting sales of Hamiltons 
double, even triple, those of the ‘‘old days.”” The New Hamilton 
Plan is entirely a Hamilton idea, backed by Hamilton and 
Hamilton’s zone distributors for the benefit of Hamilton retail 
jewelers. Don’t forget to see the new late ’35 Hamilton models. 
Hamilton Watch Company, Lancaster, Penna. 
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NEW CAMPAIGN 
WILL BOOST 
RETAILERS’ PROFITS 


Hamiltons for women 
featured in special 
magazine advertising 


The new Hamilton line of women’s 
wrist models contains some of the 
most beautiful small watches being 
sold today. To tell this story to 
women, to make women want 
Hamilton--in short, to help you 
sell these lovely watches--we are 
planning a special, EXTRA adver- 
tising campaign to appear during 
the last three months of the year in 
such style-leading magazines as 
Vogue and Harper’s Bazaar. These 
advertisements sell beauty plus 
accuracy. In this campaign we are 
featuring and offering to women a 
new little book prepared especially 
for us by the world’s leading au- 
thority on etiquette, Emily Post. 
In this book, entitled “Time Eti- 
quette,”” Mrs. Post points out with 
authority the importance of an 
accurate timekeeper for women. 
Through our advertisements and 
other means, these books will be 
distributed to your customers, sell- 
ing them on Hamilton. Watch for 
these advertisements. Tie in with 
them to produce more Hamilton 
sales of women’s watches. 


SEE THE NEW LATE ’35 MOD- 
ELS, SAID TO BE “THE SMARTEST 
STYLES EVER TURNED OUT BY 
AN AMERICAN WATCHMAKER.” 








HAMILTON “Yc Ciihih of KRaubsea 


ACCURACY 
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watch STRAPS ror M 








KESTENMADE 


gusot? 
so geeessS* "55 
ae eass® 


 neaseee™ 


A Sixteen-Page 
SUPER- 
SALESMAN 


This New Catalog shows a comprehensive 





selection of Kestenmade and Peerless Watch 


Straps. 


It is a real salesman—and it will work for 
you for nothing . . . bringing you profit results 





cs ; 
in proportion to the amount you use it. Let 
KESTENMADE it sell for you! 
If you have not yet receiv our co 
Sold only a y ceived y PY> 
through wholesalers write today. 


KESTENMAN BROS. MFG. CO. 


150 Chestnut St., Providence, R. I. 


New York San Francisco 








THE JEWELERS’ CIRCULAR—KEYSTONE 35 
for September, 1935 





é~¢ _ * 
bn Pon 


af, 


airs, ‘ ee ee 4 is ey 
ae OS ee \ 24 2 


AMAnG 


SEPTEMBER 16" to 28" 


There never will be a more effective time than Sep- 
tember 16 to 28 for you to display and feature the new 
Toastmaster merchandise. 

Into those two weeks Toastmaster is crowding four- 
teen million individual consumer advertisements—the 
greatest concentration of advertising ever put behind 
Toastmaster. 

Featured in this advertising will be the new Toast- 
master Hospitality Tray with all its sparkling new fea- 
tures, and you may be sure many of your customers 
will be interested by it. 


TOASTMASTE 


Plan your department and window displays and store 
advertising to tie in with this event—September 16 to 
28. Display Toastmaster Hospitality Tray in a number 
of departments to take advantage of traffic throughout the 
store and increase sales. We 
will gladly furnish, on request, 
display and advertising ma- 
terial in quantities sufficient 
for each department showing. 


McGRAW ELECTRIC COMPANY 
Waters-Genter Division 
Minneapolis Minnesota 
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WALDEMAR GHAIN: 7 
lao agsin-- nf magypallithaiiaal 


ON'T take our word for it. You have it on good authority 

of leading men’s style publications, such as “Esquire,” 
“Men's Wear,” “Apparel Arts” and others. The chances are 
that your own increasing sale of watch chains indicates 
which way the wind is blowing... Well, keep ahead of it. 
Be sure to have a fresh, new stock of hand- 
some Forstner Waldemars and be certain 
to display them prominently for sales and & 
profits! © DISTRIBUTED BY WHOLESALERS 





Ob hat the Forst 
FORSTNER CHAIN CORPORATION twats mart issoldered on 


r to the chain, your assurance 
IRVINGTON, NEW JERSEY of dependaile, known 


NEW YORE: 320 FIFTH AVENUE * CHICAGO: 29 E. MADISON STREET quality. 


is ogee bh 


\ 








YOUR CHOICE OF 


3 
FINE QUALITIES 


FORSTNER 
1/10-14K gold filled 


UNION 
1/20-12K gold filled 
wr 
1/40-12K rolled gold 
plate 





- 
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Valuable Optical Books 


The prices quoted are net. 


No books sent on approval. 


Prices subject to change without notice. 


IntReDeer ee TO THE THEORY OF 
SP ACLES. By Prof. Otto Henker. 38386 
nov ie 339 illustrations. Price $2.60. 


coves 4 AND HETEROPHORIAS, by R. 
kham. Volume 1 on Squints, now ready; 506 
or 19 diagrams; Price $5. Two other vol- 
umes are in preparation. 


MODERN murinosoer ys. 
ciples and Practice of V 
I. Pascal, Opt. D., M.D., 
with a number of ‘aes Price, 


Including the Prin- 

a Ym ee By Joseph 
» M. A. 280 pages, 

$5.00. 


meee! me MODEL of the Eye, Ear, Nose and 
Throat Pils. Over 270 Anatomical parts named 
and teeamelh in the folding layers, reproducing in 
natural form and color each anatomical structure of 
the eye, ear, nose and throat. Price, $2.00. 


OCULISTS’ VADE MECUM. Describing methods 
of testing the eyes besides many tables on the 
properties of lenses and methods of procedure in 
the examination of the eye. Price, $1.25. 


see > Ris USE te BOUIVALMNTS. 
a Polen “a0. ustrations, 18 


SQUINT: ITS CAUSES, PATHOLOGY AND 
TREATMENT. By Olaud Worth, F.R.C.8. 
Fifth Edition. 242 pages, illustrated. Price, 


SPECTACLES AND EYEGLASSES. by R. J. 
eir prescri 
61 illustrations. Price, $1 150. and adjustment. 


DYNAMIC ape secure. By Margaret Dobson, 


oo ; illustrated; 1 
linen cover. "wetes, e260" ames imp 


— REFRACTION AND DIAGNOSIS. 
L. Lester Beacher O.D. Price 84.50. 


y James Thorington, M.D. 4 
ax with 822 iHastrations, 28 of which are in 
colors. Price, $3.00. 


OPTOMETRY—STATE poaRnD 5 epg 4 
AND ANSWERS. By James 3 Lew 
pages with diagrams. Price, $1.50. 


AN pat ig oy ol TO APPLIED OPTICS, 
two volumes, by L. O. Martin, assistant Professor 
in Technical Optics, Imperial College of Science and 
Sen, London, Eng. Price, $6.00, each 


meet 5 Mg 1g OPTICAL DICTIONARY. 
By Jas. J. Lewis, Oph.D. A dictionary of the terms 
used in a" Ei ane Ophthalmometry. 
edition. fice, $2.00. 





DISEASES OF THE EYE, MANUAL OF. By 
Charles H. May, M.D., New York. 800 text illus- 
trations, including 25 plates with 78 colored figures. 
Fourteenth edition, revised. Cloth, 478 pages. 
Price, $4.00. 


VISUAL OPTICS AND SIGHT TESTING. 
By Lionel Laurance. Third edition. 502 pages, 
many diagrams and tables. Price, $6.00. 


THE RECOGNITION OF OCULAR DISEASE. 
By James Forrest. Fourth edition, revised and en- 
ys'60 A treatise for optometrists. ee, 


e' 'e 


The Optical Journal 


Seventh. 


and Review 


MODERN OPHTHALMIC LENSES AND OP- 
TICAL GLASS. By Theo. E. Obrig, A.B. 345 
rar with 180 plates, charts and tables. Price 


eee 5 oy CAUSES AND CORRECTION. 
. Henry R. Higley. Price $4.50. 


DISEASES OF THE EYE. 696 pa Be 
Schweinits. Illustrated. Price, Plath, $12.00. 


LENSES AND MIRRORS. By George A. 
68 20 diagrams and a comp ~- SM. oe 
Si00 ve “quiz at the end. Price, cloth binding, 


MATHEMATICS FOR THE PRACTICAL 
MAN. By Geo. Howe, M.E. 8 pages; illus- 
trated. Explaining simply the — of Al bra, 
Geometry, igonom — hms. Co-ordinate 

Geometry and Gane. rice, $1.50. 


OPTICIANS’ DISPENSING MANUAL. By EB. T. 
—~iee 192 , 92 illustrations. Oloth cov- 
ered. rice, $3.50. 


GENERAL AND PRACTICAL OPTICS. By 
Lionel Laurance. Fourth edition; a standard work. 
836 pages; many diagrams and mathematical tables. 


Price, $6.00. 
MEDICAL OPHTHALMOLOGY. By Arnold 
Knapp, M.D. 610 pages, with 82 illustrations. 


Chapter I, comprising pages, is devoted to the 
anatomy of the eye and especially the ocular nervous 
system. Price, 


NEW OPTOMETRY. By T. J. Arneson. Ohapters 
treat exophoria, esophoria, hyperphoria, m “ = 


we. amblyopia, presbyopia, etc. 


INJURIES TO THE a toa an Harry Vanderbilt 


Wirdemann, M.D., Sc. A.C.8. Second edition. 
pu) rages, 335 | Bs Le 8 colot plates. Price 


VISION AND COLOR VISION. 
Sison” 238 pages, numerous diagrams. 


By R. A. Hous- 
Price 


PRINCIPLES OF OPTICS. Ps ae aoe ©. Hardy, 
M.A., and Fred H. Perrin, 8 2 pages, pro- 
fusely illustrated with plates and m3. 


OCULAR a pe ge ee By Sanford R. Gif- 
rd, M.D. pages, with 386 illustrations. 


fo 
Price $3.25 


aie LAME MICROSCOPY of the Living Eyes. 
r. Ed. Koby. Second edition. 860 pages, with 
1 A illustrations. Price $4.50. 
ORS, PRISMS AND LENSES. By James 
cee a ecathall. Third edition, revieed and enlarged. 
500 pages. Price $4.50. 


ORTHOPTIC TRAINING with the Stereo Orthop- 
ter. 74 pages. Illustrated by — and dia- 
grams. Cloth binding. Price $ 


eee do LIGHT. By Charles Sheard, Ph.D., 
174 pages, with frontispiece and 23 illustra- 
os Clot 


BIneoTLsAR VISION and the Modern Treatment 
uint. By Margaret Dobson, M.D. Price 


IC LENSES. By H. H. Emsley, B.Sc., 
wate yt B.8c., F.S.M.C. Second edition. 
338 pages. Many diagrams and cuts. Price $4.50. 


cover. Price $1.00. 


239 W. 39th St. 
New York 
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err en eso UPPERS for FALL SALE 


. _ PS ith » j 
There is a world of character to a, § fo 
every smart leather bracelet in 


your wholesaler's selection of 


WRISTACRAT attachments. 








Lustern quality 1/20 12K Gold 
Filled combined with genuine 
leather in a wide variety of 


styles. 


You'll want these to take care . 
of the Fall demand for better 


bracelets. 


LooooooS 
360L Ip metal link bracelets 


too, the WRISTACRAT line 


. os oe offers smart, new styles 


for watches of all types. 


When the WRISTACRAT 
trays are opened for 
you, take ample time to 
fill up your stock 


the busy season ahead. 


WRISTACRAT —sold only 


thru selected wholesalers. 


LOUIS STERNE@OINIIN SD, 


NEW YORK PHILADELPHIA’ PROVIDE NIQSSSR EE 
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When you select 
WATCH ATTACHMENTS 
consider the ENDS 


The ends of a watch attachment determine much of its useful- 
ness and value. For that reason we have given considerable 
attention to them. In the Pontiac line you find ends of every 

o" () design, so that there is never a problem in attaching them to 
i, tS any type of watch, including the most modern and unusual 
RING Type styles. The variety of ends on these lovely Pontiac bracelets 


assures a pleasant harmony between watch and attachment. 


_—-) 
Te ete = 


SPR eeitee 


S\ SSeseseepe (SERCH 
ee 


— 
— 
_ 


BAGUETTE Typé 


SEOOLF. 
SALAMAA C 


ae 


IID AE De 







ra 
cand 









A 


_— 


STIRRUP Type 


CONSUMER PRICES INDICATED 
DISTRIBUTED 


WHOLESALERS 
140 THOMAS STREET e 











THE JEWELERS’ CIRCULAR—KEYSTONE 
for September, 1935 








PRECIOUS 


METALS 


SINCE t@ae 





the tortoise... A PARABLE 





rs 





G - 4 
4 , OG a 


Be how anil 


ON PRECIOUS METALS 


You doubtless remember this famous old fable. The tortoise, one day, 
challenged the noisy, boastful hare to a race. The challenge accepted, 
the hare, after the first burst of speed which carried him far ahead, laid 
himself down to nap and rest. But the tortoise, slower of foot, kept going 
steadily without interruption and finally won the race. Thus Aesop 
stresses the fact that sureness and persistence are the foundation of 
real success. 


Surely and persistently for nearly 70 years, Handy & Harman have 
been building a business as dealers, manufacturers and refiners of gold 
and silver and their alloys. We know well that nothing can replace 
long experience and an intimate knowledge of trade requirements. We 
offer dependable compositions of proved working qualities that are 
uniform and assure economy... . . Precious metal safety. .... Estab- 
lished through persistent research and technical control of production 
over a long period of years.“From the very beginning our aim has been 


. to make the best precious metals 
and alloys possible, 


. to make no compromise with qual- 





4 






























999 "PLUS" Fine Silver Anodes 
"Special Refined" Grain Silver 
.... Gold and Silver Wire .... 
Karat Golds and Gold Solders 
| .... Gold Bars—Silver Bars 

. Platinum Metals .... 
.... "Handy" Silver Solders .... 
And other Silver Brazing Alloys 





ity, 
PRODUCTS . to cooperate fully—serve well and 
. Rolled Sterling Silver .... ethically. 








HANDY AND 
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REFINING SERVICE 


HARMAN 22 fhulton St.New York 
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QUALITY 
WATCH ATTACHMENTS 


Dew 
Fall. Es 
Y, LZlog 


Te New Bugbee & Niles catalogue out this 
week is a quality text book. Only such items 


as are worthy of association with the finest Above 


A GEM FROM OUR 
watches are shown. NEW CATALOGUE 


No. B 99 1/10-14K Gold Filled 














Use this catalogue to assist customers in incehie dation tor Gk an emet 
° e e ° round watches so much in vogue this Fall. 
making their selections. Extra copies promptly The’ end rings can be instantly assembled 
supplied upon request. so various round watches 

NORTH 

é> ATTLEBORO, 

@ MASS., U.S.A. 
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The Cosham Company 


announces 


A CO-OPERATIVE RETAIL 
SELLING CONTEST 


Beginning September me. i3 Ending December 7, 1935 





Planned to Reward INDIVIDUAL MEMBERS of the 
Sales Staffs of AUTHORIZED GORHAM DEALERS 
During the Pre-~Christmas Season 


Four Hundred Major Awards 


A Useful Souvenir for Everyone Entering 


As the guardians of tradition — the 
jewelers of America have often been the vic- 
tims of the past. They have been repressed. 
They have been over-reticent. But, after all, 
business is business. Just as it is our busi- 
ness to make fine silverware, so it is the 
jewelers’ business to sell. This Gorham com- 
petition has been designed to reward the 
jewelers’ sales efforts. Detailed information is 
being sent to all jewelers on the Gorham list. 


The n= Company 


Providence, Rhode Island—SINCE 1831 
AMERICA'S LEADING SILVERSMITHS. MAKERS OF EVERYTHING IN STERLING SILVER, BRONZE & GOLD 
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STONE SET 


A COMPLETE LINE OF SUCCESSFUL STYLES 


IN BRIGGS 


Success breeds success—The Briggs Carmen Bracelets 
were the big hit of the past season—reechoing the phe- 
nomenal run of a few years ago. And now, Briggs Car- 
mens presented in many new styles, step into the Fall 
picture confident that they will win increased acclaim. 


= 
SIGNET pase nr or 






Leading wholesalers are showing the new styles. 
Briggs Chains—Waldemar—Vest—Pony—Key i 


—Dickens, etc., have been long and favorably 
known as representing a high standard of 
walue. It pays today, as it has for years, to 
SPECIFY BRIGGS CHAINS. 


THE D+ F* BRIGGS CO: // 


ATTLEBORO, MASS. 


BRACELETS 










TUBULAR 


tad 


Carmen is now pre- 
in Bed. 





tion sets with match- 
ing vanity cases. 








Their distinctive expanding construction assures com- 
fortable fitting on any wrist—their sparkle and beauty 
put them in the forefront of bracelet styles. All Carmens 
are original Briggs quality which assures satisfaction. 
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No. C-45——Salt and Pepper 


Mfrs. of 
“BLUE RIBBON” 
TROPHIES 


ee 


No. 7103/2—-BABY SET 


200 FIFTH AVE. 












SEE THE COMPLETE W B LINE OF EARLY ENGLISH DESIGNS 


==, 


NEW FALL STYLES BY WEIDLICH 
SILVERWARE AND NOVELTIES 


STFRUING AND SILVERPLATE 


No. 6—Console or Centerpiece Set 
MANY BEAUTIFUL DESIGNS IN TABLE ORNAMENTS 
THE MOST POPULAR OF ALL VOGUES 


No. 3777——Covered Dish 
IN HIGH GRADE SILVER PLATE 


NINE 
BEAUTIFUL STERLING FLATWARE 
PATTERNS 


ALSO 


TABLE HOLLOW-WARE—NOVELTIES 
SALTS AND PEPPERS—BABY WARE 


WRITE FOR COMPLETE INFORMATION 
SALESMEN 
NOW IN ALL TERRITORIES 


N. ¥. SALESROOMS ‘THE WEIDLICH BROS. MFG. CO. 


WEIDLICH STERLING SPOON CO. 





SILVER PLATE 


HOLLOW-WARE 
SALT AND PEPPERS 
CANDLESTICKS 
NOVELTIES 
LAMPS 


No. 7311/3—Mayonnaise Set 


FACTORY 
BRIDGEPORT, CONN. 
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ERY Day... 


ANNOUNCEMENTS ARE 


Bulova all year ’round advertising helps 





not only one season... but throughout 


BULOVA WATCHES ARE 


There is no guessing about BULOVA advertising! It has 
been thoroughly tested over a period of years and has 
proven profitable to retail jewelers throughout the year. 


BULOVA announcements are broadcast over powerful 
radio stations, all carefully selected, members of the Colum- 





bia or of the National Broadcasting systems. Every home 
in America is within range of one or more Radio Stations 
broadcasting BULOVA announcements! 


In addition, BULOVA full page color advertising appears 
in the SATURDAY EVENING POST. 


BULOVA ADVERTISING CARRIED ON THROUGHOUT 


CARRY ON DURING JANUARY, FEBRUARY, MARCH... 
AND IT WILL CONTINUE 





BULOVA WATCH COMPANY 
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EVERY Week FEVERY 


BROADCAST FROM CO 


the jeweler when he needs/it most 




















the year . . . and year after year! 


EASIEST TO SELL... 


Bulova Watches are easiest to sell! BULOVA is the biggest- 
selling fine watch in America . . . the most profitable, the 


most popular of all watches. Today, YOUR BULOVA fran- 


chise is more valuable than ever! 


Cash in on BULOVA'S overwhelming publicity. Direct those 
millions of daily listeners and readers to YOUR store . . . by 
your window displays and by your advertising. 


To be sure of a complete stock of BULOVA WATCHES, 
place your order NOW! 


THE DEPRESSION .. . IT WILL CONTINUE TO 


when the jeweler needs advertising most .. . 


365 DAYS A YEAR! 


580 FIFTH AVENUE, NEW YORK 
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BIGGEST 

















IN 4 YEARS / 


This September Issue 
of The Jewelers’ Circular- 
Keystone 


Pardon our swelling chest! But isn’t this an issue 
to be proud of . . . the biggest in four years! 

True, it means the leadership of The Jewelers’ 
Circular-Keystone as an advertising medium is 
steadily increasing. But we’re confident it means 
something else, too . . . that business conditions 
throughout the country are vastly improved .. . 
and that Fall and Christmas jewelry sales are go- 
ing to bring greater profit and satisfaction to every 
one in the trade. 

Let The Jewelers’ Circular-Keystone help you 
make it so. Read our advertising pages for what 
to buy . . . our editorial pages for how to sell. 
Present your product where it is assured of inter- 
ested, active attention. We’re going to try to make 


it your biggest season, too! 


The 
JEWELERS’ CIRCULAR-KEYSTONE 


239 WEST 39TH STREET, NEW YORK, N. Y. 


“A Chilton Publication” 


© 
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A MODERN | at |) STORE FRONT 


; Y, ines, 


> 


‘ 


- ame =a fm, 
sul ER Bry Sy Tox i tk BRusy, 
COMPANY —_- COMPANY 


a 








BEFORE: 
Here is how the site of the present Bar- 
nett’s Jewelry Store in Dallas, Tex., looked 
before it was modernized. 











AFTER: 
The Barnett’s Store 
today, modern, at- 
tractive, eye-appeal- 
ing ... given by a 
new Pittco Store 
Front that essential 
“buy here’’ look 
which means bigger 
and better business. 








HAT’S been the experience of hundreds of institution for a loan (up to $50,000) to assist you 
merchants who have “Modernized Main Street” in remodeling. Our representative will gladly help 
by remodeling their stores with new Pittco Store you negotiate such a loan. 
Fronts. Pittco Fronts bring the people in, widen But first you'll need complete facts on Pittco 
your circle of patronage, and usually pay for them- Fronts, illustrations of how they have helped the 
selves quickly by the extra business they produce. appearance and the business of other stores, and 


Today, because of the National Housing Act, it’s an idea of what they cost. Our Pittco Store Front 
relatively easy for you to modernize your store. If booklet, profusely illustrated, contains all this in- 


necessary, you need merely apply to a local lending teresting material. Send the coupon for free copy. 


? Pittsburgh Plate Glass Company, ; 
1 2259A Grant Building, Pittsburgh, Pa. 

1 Please send me, without obligation, your new book 

entitled “How Modern Store Fronts Work Profit 

Magic”. 





' Name nies eeiciesiiiaigummasalaaataaal 





Street 
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PROCLAMATION 


>» » » The 
M American 













Seven-Jewel 
Watch ... of 


Real Precision 
for which All America 


has been waiting » » 
$5 $6°° dae 


WRIST MODELS FOR 
MEN AND WOMEN 


THE NEW HAVEN: 
“Watch Division » » 
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by the Jone hes of the: / thus 


A triumphant development 
of American planning and 
American craftsmanship by 
an all-American organization 
with a background of the 
highest responsibility. 


The most important news of 
generations in the American 


watch industry. 


Answering the call of a na- 
tional demand for a jeweled 
watch of real quality at an 


exceptionally moderate price. 


CLOCK COMPANY 
Nov Hareny Contin Us Sic 
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ANNOUNCING 


HOLMES « 


IT’S STERLING INLAID, BUT COSTS NO MORE 


Each piece of Holmes & Edwards 
Inlaid is stamped with the quality 
mark of the International Silver Co. 


#REG. U. S. PAT. OFF. 
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ANOTHER OUTSTANDING PATTERN SUCCESS 


aN ; P ‘ a 
FOR AUTHORIZED DEALERS ONLY 


This outstanding new pattern in Sterling Inlaid—distinguished 
enough to be the “Guest-of-Honor” in any home—is being 
presented this fall in another big advertising campaign. “Guest- 
of-Honor” pattern is, of course, reserved for Authorized 
Dealers only—and they will find it backed by two outstand- 


ing merchandising events : 


1. INTRODUCTORY OFFER 


To introduce “Guest-of-Honor” to the public—a beautiful 
and useful Dessert and Buffet Server, retailing at 69c! Regular 


retail value $2.25. Here’s an offer that will attract every woman. 


2. QUANTITY PURCHASE PLAN 


Makes appreciable savings possible on every set. $32.75 
for the 26-piece set (regular open stock price $37.25). 


Proportionate savings on larger services. ‘ 


Write for descriptive literature and details of selling plans. 


FDWARDS INLAID 


THAN YOU WOULD EXPECT TO PAY FOR “SOMETHING MORE THAN PLATE” 


THE DIRECT-TO-RETAILER LINE . . . SOLD THROUGH AUTHORIZED DEALERS ONLY 


HOLMES & EDWARDS DIVISION 
INTERNATIONAL SELVER COMPANY + Meriden, Conn. 


New York. 9-19 Maiden Lane - Chicage., Merchandise Mart 


Sen Francisco. 130 Pest Street «+ $t. Louis, Ambassador Building 
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Tuis simple statement of the Gruen story—of Gruen history—of 
integrity and vision—is the forerunner of a powerful advertising 
campaign, planned to help Gruen and Gruen dealers stay at the head 
of the parade. Appearing in the Saturday Evening Post, September 
21, it will be followed by equally powerful product advertising. 


GRUEN 


“THE PRECISION WATCH” 
TIME HILL, CINCINNATI, U.S.A. 
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NPEAKING OF 
THE _Jewery [RADE 


A prevailing misconception 
regarding the origin of blue zircons 
is brought to light by C. A. Allen, 
large scale producer of these gems of 
growing popularity, with cutting 
plant in Bangkok, Siam. “The blue 
stones,” says Mr. Allen, “have been 





thought by many authorities to have 
originated in mines in Ceylon. Deal- 
ers of Colombo convey the impres- 
sion that the blue zircon is obtained 
from sources similar to the brown 
and white variety mined in the vi- 
cinity of Kandy. The truth of the 
matter, however, is, says Mr. Allen, 
that most, if not all, of the blue stones 
are imported to Ceylon from Bang- 
kok, and their true source is the zircon 
mines of Siam.” This quaint native 
tradition established by popular con- 
sent among the Colombo dealers, he 
points out, was discovered by an agent 
for Mr. Allen, who, he relates, after 
experiencing an unusual delay in the 
filling of a large order, did a little 
investigating himself which finally 
led to an admission of the true source 
of the stones. Most zircons, of course, 
are treated with heat and in other 
ways to bring out their color, the nat- 
ural state of the stone being a dull 
brown or yellow. 


Miitady is going 
to have to pay more for her diamonds 
in the immediate future, according 
to prominent jewelry jobbers and 
importers of Pittsburgh. David 
Davis of the House of Barnett Davis, 
who returned early in August from 
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a buying trip to Antwerp, told “THE 
JeweLers’ CirRCULAR-KEYSTONE 
representative that he found the dia- 
mond market firm, that the merchan- 
dise is on an upward trend and more- 
over, cutters were given a 20 per 
cent increase in wages on July 20th 
in that city. “Everyone is anticipat- 
ing price advances,” said Mr. Davis, 
“and also anticipating an increase in 
the cost of the rough. Diamonds are 
not too plentiful and imports are 
showing a healthy increase.” 

J. O. Colker of Colker Bros., says 
that sales always increase when the 
price advances . . . sort of like the 
stock market, nobody wants ’em when 
prices are low but everyone reaches 
for them when prices go up. 

Emanuel Grafner of Grafner 
Bros., said six months ago that he saw 
a perceptible increase in diamond 
sales, pointing out that banks and 
other institutions in this country had 
liquidated and that large, good stones 
were being purchased for investments. 


A recent issue 
of the Gruen Sales Digest issued by 
the Gruen Watch Co., Cincinnati, 
Ohio, contains some excellent sug- 
gestions on retail selling. It is 
pointed out that women influence 
probably 85 per cent of the sales you 
make today—the history of the world 
proves women love flattery, so, in a 
judicious way, be sure you flatter her 
—her exquisite taste, how smart she 
is looking today, etc., but do this 
judiciously. 

The experienced automobile sales- 
man invariably insists on the woman 
seeing the car—‘‘Let me give you and 
your wife a demonstration.” During 
the demonstration he speaks of the 
riding qualities of the car—the safety 
glass—easy and safe brakes—the com- 
fortable interior and the beautiful ex- 
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terior—the ease of operation and the 
pleasure you will get from driving. 
He doesn’t talk about carburetor, 
cylinders, spark plugs, transmissions, 


differential, valves, etc. He doesn’t 
become technical unless he has some 
unusual man who asks him technical 
questions. 

So, to briefly sum up the most im- 





\ just \t 
ce 





portant points in retail selling, here 
are the “don'ts”: 


Don’t become technical. / 

Don’t infer you know more than 
your customer. 

Don’t belittle his knowledge. 

Here are the “do’s”: 

Appeal to the customer’s pride 
of possession. Emphasize the pleas- 
ure the article will give. 

Speak of the admiration and 
favorable comments it will cause 
among friends and acquaintances. 

Flatter judiciously. 

Let the customer do the talking, 
he will tell you what he wants to 
know. 

Always be attentive when a cus- 
tomer is talking. 



















Don’t forget that if you expect 
people to buy jewelry-—you should 
wear it yourself. Especially a smart 
ring, a new watch and a tie pin or 
tie holder of good jewelry store qual- 
ity. 

BS 8 


De Lord’s Prayer pin 
made by George Le Vind, an en- 
graver for Black, Starr & Frost-Gor- 
ham, Inc., 594 Fifth Ave., New 
York, is a prominent exhibit in the 
collection of tiny objects which be- 
gan August 3 in the lounge of the 
Radio City Music Hall. The col- 





@ 
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x 
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lection is owned by Jules Charbneau, 
retired Seattle, Wash., insurance man. 
Mr. Le Vind’s work is unusual in 
that the engraving is done directly on 
a piece of metal the size of a pin- 
head, and under the microscope it 
actually is legible. Mr. Le Vind, 
who is in his fifties, has spent 20 years 
working on this and similar pins in 
his spare time. This is the first really 
successful one he has turned out. 

Mr. Le Vind came to Black, Starr 
& Frost, as the firm was formerly 
known, on November 12, 1899, he 
says. He is an engraver, and the 
work was done in his laboratory 
through magnifying glasses. There 
are 130 letters on the pin. He has 
made five attempts to get the Lord’s 
Prayer on a pinhead and this is the 
first successful one. He doesn’t know 
just why he did it; it satisfies him to 
do something so extremely difficult 
that it surpasses all similar efforts 
made in the past. 

“Just a hobby,” he says. “I know 
people think it odd I’d want to do this 
after working with fine tools all day. 
But it fascinates me; it always has. 
It just takes a certain odd kind of 
patience.” 


a times of depression, 
big inventories are bad business and 
frequently lead to bankruptcy in the 
opinion of one of America’s leading 
jewelers. It is much better, accord- 
ing to this member of the trade, to 
move high-quality, expensive mer- 
chandise at a loss rather than to per- 





mit it to accumulate on the shelves 
and eventually become the millstone 
around the neck of the merchant. 
His point was forcefully illustrated 
by the following example: The ap- 
praisers of a recent bankrupt stock 





came across an imported vase that 
had an $800 price tag on it, moldy 
with age. Had the jeweler been of- 
fered $775 for the vase, he would 
have refused it for the selling price 
was set at $800 and nothing could 
change it. 

The vase in question had un- 
doubtedly been carried in stock for 
at least ten years. At 6 per cent in- 
terest, the “inventory” had already 
eaten up more than half of the sell- 
ing price, and all possible profit. 

Outside of diamonds and pearls, 


- and a few other items not affected by 


styles and other considerations, this 
jeweler’s advice is “move stocks 
promptly.” 

S 8 


According to a report 
by President William D. McNeil of 
the American National Retail Jewel- 
ers Association a total of between 
$14,000 and $15,000 has already been 
subscribed to carry on the publicity 
campaign being sponsored by the as- 
sociation. President McNeil points 
out that it is desirable to start the 
campaign not later than September 
15 if possible and that at least $25,- 
000 should be subscribed in order to 
start the work. ‘We believe,” he 
says, “the necessary amount can be 
raised, despite the fact that condi- 
tions are not the most favorable at 
the present time, and that once the 
project is under way its benefits 
will be so obvious that it will be much 
easier to obtain subscriptions for the 
following year. We are endeavoring 
to interest all branches of the jewelry 
trade. Retail jewelers in many sec- 
tions of the country have already 
responded and we also have generous 
subscriptions from manufacturers, 
wholesalers and importers. We will 
make a special drive for subscriptions 
during the week of August 26 when 
the A.N.R.J.A. convention meets in 
New York City. 
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a his address 


before the recent convention of the 
National Wholesale Jewelers’ Asso- 
ciation at Chicago, A. L. Ellbogen, of 
Stein & Ellbogen Co., ex-president of 
the association, said: 

“Much can be gained if we will 
sit around the conference table with 
each other and iron out our difficul- 
ties in a fair-spirited, amicable man- 
ner. Experience conclusively proves 
that hating a competitor and adopt- 








ing vindictive methods do not pro- 
mote the profitable conduct of a busi- 
ness. Instead they breed misunder- 
standing and malcontent, and at the 
same time foster the adoption of un- 
fair tactics which may become so in- 
tensely keen that all hope of profit 
is lost. If we will keep this thought 
constantly before us it will be of in- 
estimable value in solving our future 
problems. 

“Tt is a recognized fact that where 
manufacturers adopt sound policies 
and insist that they be observed, con- 
ditions surrounding the distribution 
of their lines are much more satis- 
factory to the wholesaler. Coopera- 
tion, therefore, should extend beyond 
the relations of wholesalers with each 
other. An effort should be made to 
demonstrate to manufacturers whose 
policies are fair and who recognize 
the functional service of the whole- 
salers that we do appreciate their as- 
sistance and in turn are ready to give 
them our loyal support. . . .” 


[, a letter to members, 
Howard L. Carpenter, president of 
the National Wholesale Jewelers’ As- 
sociation, says in part: 

“Quoting the words of that genius 
of common sense, Benjamin Franklin 
—‘We must all hang together, or 
assuredly we shall all hang sep- 
arately.’ 

“It seems to me that we can do al- 
most anything if we really ‘hang 
together.’ I am _ convinced that 
wholesale jewelry troubles are not 
troubles with methods, but with 
morals. We agree very well about 
what should be done, and how. That 
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Then we dare not trust 


is methods. 
each other to do the things about 


which we have agreed. That is 
morals, or the lack of morals. That 
is where we most often fail to ‘hang 
together.’ 

“We had a Code and lost it, but 


while we had it we learned some 
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useful facts. We learned that cash 
discounts could be established and 
maintained at 2 per cent. That 
consignments could be done away 
with. That transportation costs 
could be properly distributed. ‘That 
memorandum accommodations do not 
necessarily run through all eternity. 
We learned that much good may be 
accomplished by the use of a dif- 
ferential questionnaire, and that there 
is great virtue in controlled distribu- 
tion and maintained resale prices. 
“And our friends, the retailers, 
learned that a cash discount was 
earned only by payment at a specified 
time, that there was a definite time 
limit for the payment of bills, and 
that wholesalers could demand in- 
terest on overdue accounts, and col- 
lect it if they were sufficiently de- 
termined and heartless, or sufficiently 
businesslike, if you prefer. .. .” 


A steadily increasing 
and insistent consumer demand for 
truthful advertising generally is re- 
ported by Harold A. Frey, of the 
College of Business Administration, 
University of Toledo, in giving a 
summary of the conclusions of “A 
Study of Consumer Attitude Toward 
Retail Advertising,” in an August 
issue of Domestic Commerce. “Books 
on advertising to the consumer,” he 
comments, “are influencing the more 
intelligent readers to look at all ad- 
vertising with a critical attitude. 
Those classes which do little serious 
reading in some instances read the 
burlesqued advertisements in Bally- 
hoo, and are indirectly influenced by 
the word of mouth propaganda of 
the active and militant minority 
which is sponsoring the consumer 
movement. 

“Advertising has an important part 
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in restoring business pros- 
perity. Properly used, it benefits the 
manufacturer, the retailer, and the 
consumer. Nevertheless, far too 
many advertisements are insincere, 
unreliable, and written with the 
technique used so successfully by the 
late P. T. Barnum. Other adver- 
tisements are so sticky with commer- 
cialized sentiment and utter ‘hooey’ 
that even a dull-witted reader gets 
a laugh out of them. 

“Retail and national advertisers 
are faced with further governmental 
regulations of a perhaps undesirable 
type unless they put their house in 
order. The thousand or more con- 
sumers interviewed in the survey 
made by the Market Research Corp. 
of America were strongly in favor 
of ‘Government control of the trust- 
worthiness of advertising.’ Eighty 
per cent of the people of all classes 
interviewed in this survey favored 
stricter regulation of advertising by 
the Government.” 


to play 
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Contrary to popular belief, 
cultivated pearls do not become in- 
creasingly better in quality if allowed 
to remain in the oyster for an in- 





DO UNTO OTHERS 


ie 


—kKiplinger of Washington says: 
ployers are fair.” 

—And Kiplinger ought to know because he is 
in the closest sort of touch with American 
business men. 

—Any safe, sane business man knows that 
nobody profits by buying an article sold at 
a low price at the expense of somebody else. 

—The injured party may be the manufac- 
turer, the distributor, or the wage-earner. 

—The ideal state is one where everyone, all 
along the line, from wage-earner to con- 
sumer, gets a square deal. 

—That ideal state hasn’t arrived yet—be- 
cause we’re all human and humans are 
fallible. 

—But | do believe we are developing a more 
practical and humane attitude toward the 
other fellow’s rights—and that’s real 
progress. 


Zace 6TtR oe 


President. 








“Most em- 








definite period,” says Jack Felsenfeld, 
importer, 15 Maiden Lane, New 
York. “Experience has shown that 
the best results are obtained when the 
pearls are removed from the shells 
after a period of from five to seven 





years, and that when this time is ex- 
ceeded any blemishes which may have 
developed tend to become exag- 
gerated. It has also been determined 
that the percentage of loss which re- 
sults from removing the pearls before 
the five years are complete makes it 
impractical to gather them in any 
shorter time.” 

During the past several months 
Mr. Felsenfeld has been speaking be- 
fore business men’s clubs in the en- 
virons of New York City, on the sub- 
ject of cultivated pearls. Arrange- 
ments are always made, he says, by 
a retail jeweler, and his addresses are 
announced as being sponsored by the 
dealer. Many such interesting facts 
as the above are included in his talks, 
which are illustrated by 15 minutes 
of motion pictures showing scenes in 
a Japanese pearl fishery. When asked 
by one of his audience as to the ef- 
fect of the cultivated pearl on the 
pearl market as a whole, his answer 
is that he believes that ultimately 
there will result a stimulation of the 
sale of natural pearls. “The moder- 
ate price of the cultivated article,” 
he says, “brings an understanding and 
appreciation of the beauty of pearls.” 


Reiaii Jewelers 


in the Southwest are much interested 
in the Southwestern Art and Gift- 
ware Show to be held at the Baker 
Hotel, Dallas, Texas, September 15 
to 20. I. J. C. Holland of the Hol- 
land Jewelry Co., San Angelo, Texas, 
has sent out a letter to merchants 
in that section calling attention to the 
fact that this is the first show of its 
kind to be held in that part of the 
country and that the exhibits are 
being brought to Dallas at great ex- 
pense. The display is being ar- 
ranged by the Southwestern Art and 
Giftware Association of Dallas of 
which Mr. Holland is a director. 
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TO THE 
BRIDE 


* By HENRY HOLLAND a 
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The store-wide promotion 


which is not a sale, in which the idea of price appeal does 
not appear, is a merchandising method peculiarly adapt- 
able to the jewelry business. Therefore, it is surprising to 
find that few jewelers take aggressive advantage of this 
principle in their efforts toward greater volume. In stores 
where it has been employed, however, the results have 
been reported as particularly gratifying, not only in im- 
mediate returns, but also in the many new friends and 
prospective customers created for the future. 

In one of these cases, the plans for the promotion were 
so carefully laid, and effectively carried out, that a full 
description of the event should be of real value to other 
jewelers willing to give their thoughts to working along 
similar lines with a view to similar results. While it was 
essentially a “bride” promotion, with weddings in Septem- 
ber and October now but 2 per cent less than in June, 
these months take on new merchandising importance. If 
marriages continue to spread throughout the year, sales 
efforts to the bride must follow. 

In May of this year the Michaels store in New Haven, 
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Michaels, distinguished installment 
3 jewelers of New England, have done a 
—— job of prestige merchandising which wise- 
oe Picks acres in the trade would have claimed to 
be impossible . . . but the proof of the 
idea is in its application. A few days 
after Michaels dedicated the New Haven 
store to the Bride, such sales as a plated 
ware tea set for $195 began to happen 
. and are still happening. 



















Conn., one of a number operated in New England by this 
family of cash and credit jewelers, blossomed forth in a 
gracious gesture “To the Bride,” and with this as an 
underlying theme proceeded to exploit dramatically 
almost every department in the store, in terms of gifts to 
«the bride and her needs. 

Howard I. Michaels, in charge of advertising and pro- 
motion for the store, began thinking along these lines 
about a year ago. “It occurred to me,” he said, “that 
there is enough business of various types, due directly or 
indirectly to weddings, to support a retail establishment 
specializing in this field. Then I thought over what type 
of window display would be used in a store of this kind, 
what kind of advertising. Gradually the thing took form, 
and on May 19 we led off with a large ad headed: “To 
the Bride of 1935 Michaels Dedicates Its Entire Store.’ 

“Our window displays showed merchandise fulfilling 
the different obligations occasioned by weddings, and were 
named as follows: (1) The Ring for the Ceremony, (2) 
Sterling Flatware from the Bride’s Parents, (3) Sterling 
Dinnerware to the Bride from the Family of the Groom, 
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(4) China and Stemware from the Members of the Fam- 
ily, (5) Appropriate Gifts from Friends Near and Dear, 
(6) Gifts to the Bride from the Groom, (7) Gifts from 
the Bride to the Groom, (8) Not to Mention the Best 
Man and the Ushers, (9) Gifts Combining Usefulness 
with Beauty, (10) Table Set-up as Seen in House and 
Garden.” 

A smaller window carried institutional copy “dedi- 
cating the store to the bride” and conveying to the public 
the thought that the displays were “designed to show you 
how we, as jewelers, can aid you with the important de- 
tails of the wedding. We hope that you will avail your- 
self of our many services, and consult us whenever the 
occasion arises wherein we may be helpful.” 

During the two weeks of the promotion advertising 
copy called attention to the different displays. The ads 
were headed by the same titles as the displays and de- 
veloped the same ideas. For example, one of them read: 
“The Rings for the Ceremony . . . as seen in the Window 


Windows shown on this page 
were planned by Howard I. 
Michaels and executed by 
Harold Lasher. Fixtures for the 
11 displays, of which two are 
illustrated, were built in the 
‘store. Backgrounds are painted 
prestwood, and the letters nam- 
ing each display are hand-cut. 
The color scheme is light jade 
green and white. 
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No. | of Michaels’ Dedication to the Bride.” Follows a 
description of the wedding ring, the solitaire, and then a 
bridal ensemble, “for those who wish complete harmony 
in the two rings for the ceremony.” 

The dignified manner in which Michaels advertises the 
installment character of its business is worthy of note: 

“Michaels maintains a three-way payment system for 
the convenience of its patrons. There is the cash sale, the 
customary 30-day charge account, and the budget account, 
in which payments may be spread over a year’s period. 
The price is the same on all three. Michaels never di- 
verges from this policy. 

“A Michaels Account Is a Distinguished Credit Refer- 
ence in New Haven.” 

Within the store three tables were set—including a for- 
mal dinner, and two luncheon settings. 

It is interesting that Michaels, a cash and credit 
jeweler, is successfully stocking and selling some 15 pat- 
terns of sterling silverware. 


4d 
W. felt,” said Howard Michaels, 


“that after doing a splendid business last year from a pro- 
gram of sterling window displays, that this year an ex- 
pansion along the lines of the bride promotion would be 
even more effective. Our aim was to make Michaels and 
wedding gifts synonymous, and, from the response that 
we have received during these two weeks, it seems we are 
making progress toward that end. First, people who have 
never before been inside our doors have come to ask our 
advice on wedding gifts. This is a new experience for 
us, on the scale that it is now happening. During May 
there were at least five times-as many sterling flatware 
“‘lookers”’ as there were last year at this time, and our sales 
have shown unusual activity, especially in important 
sterling sets. 

“Out of curiosity to learn what people thought of the 
windows, I listened to the comments of passersby. One 
woman said to another: 

‘**There’s the window Mary raved about.’ 

“Another: “That’s the watch he said he liked.’ 

“T found that it is possible to be located on the most 
prominent corner of the business section of a community 
for three and a half years and still have people not realize 
you are there. I watched a woman walk down the street, 
glance at the window, then stop and, after looking for a 
while, peer around. I wondered what she was looking 

(Turn to page 111) 

















Looking Ahead 


SURVEY of the retail jewelry 

trade in various sections of the 
country indicates that on the whole 
conditions are showing improvement 
and that with the starting of the fall 
season jewelers can look ahead with 
renewed confidence to a better fall 
and holiday trade than has been ex- 
perienced in some years. 

This confidence is based on the fact 
that fewer people are out of work 
and that general business conditions 
show an upward trend. There is 
* encouragement enough in this situa- 
tion to prompt alert retail jewelers 
to bring into use every effort to in- 
crease their business. 

Now is the time when the jeweler 
must buy his stock to meet the needs, 
the tastes and the purse strings of 
his patrons. A careful selection of 
your new stock based on your knowl- 
edge of conditions in your trading 
area and backed up by consistent ad- 
vertising and carefully arranged win- 
dow displays should result in a good 
showing later on. 

Start now to make your plans to 
develop increased trade. Buy the 
merchandise you know will appeal 
to your trade. Don’t let salesmen 
sell it to you, but select it yourself, 
and make every penny count in get- 
ting a stock that will meet your re- 
quirements. 


Study Fashion Trends 


N these days of sharp competition 
for the purchasers’ dollars the re- 
tail jeweler who neglects to keep in- 
formed regarding fashion trends is 
placing a handicap on himself which 
makes his task a difficult one. 

Today in order to be successful 
he must not only be a first class mer- 
chant who knows all about the pre- 
vailing vogue in jewelry and dress 
styles but must go a step farther and 
be in a position to study coming 
trends in fashion that may influence 
jewelry. 

New styles in gowns create the de- 


mand for new jewelry. Fashionable 
fabric colors for the fall and winter 
season have their influence on what 
jewelry will be worn. All these 
things are essential. They create the 
demand for the new goods he must 
offer his customers and he must know 
what to buy in‘order to buy cor- 
rectly. Retail jewelers will do well 
to attend gatherings where fashion 
authorities present the fall and winter 
trends. 

Present conditions do not bring 
about the need for style trend knowl- 
edge. That has always existed in 
the jewelry trade but many jewelers 
have failed in the past to profit by 
the knowledge they might otherwise 
have gained. 


A.N.R.J.A. Convention 


RETAIL jeweler who devotes 

time, money and effort to at- 
tending a national convention of his 
association returns to his home city or 
town after the convention and quite 
logically asks himself the question— 
Did it pay me to attend? 

There can be only one answer to 
that question if he attended the 30th 
annual convention of the American 
National Retail Jewelers’ Association 
at the Waldorf-Astoria Hotel in New 
York the week of August 26, and 
that answer is—Yes/ 

This year’s program of instructive 
and interesting addresses was one of 
the best ever presented by the asso- 
ciation. The subjects discussed were 
carefully selected and presented in 
such a way as to be of unusual prac- 
tical value. In other words they 
were right ‘“‘down the alley” of every 
retail jeweler who attended the con- 
vention and gave him a fund of sug- 
gestions and helpful information that 
he could take back to his store and 
put to work to help him sell more 
merchandise. 

It has often been said that a mem- 
ber of an association gets out of his 
association in proportion to what he 
puts into it in effort to make it a suc- 
cess. This, of course, is true in a 
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broad sense, but the jeweler who 
attended this year’s gathering with- 
out giving of his own efforts to make 
it a success was indeed asleep if he 
did not profit by his attendance. 

The addresses and discussions cov- 
ered a wide scope with particular em- 
phasis placed on how to make the 
retail jewelry business better. 

The exhibits by manufacturers, 
wholesalers and importers were of 
unusual merit and the entertainment 
provided for the visiting jewelers and 
their wives excellent, but the 
things that the jewelers learned of 
practical value in their every-day 
business will be remembered long 
after other convention features have 
been forgotten. 

Congratulations 
convention. 


on a_ successful 


Platinum in 1934 
CCORDING to the advance 


summary on the “Platinum and 
Allied Metals” now being compiled 
by the U. S. Bureau of Mines the 
sales of platinum metals by refiners 
in the United States decreased from 
107,821 ounces in 1933 to 95,904 
ounces in 1934. Of this amount the 
sales of platinum to the jewelry in- 
dustry decreased substantially—from 
41,263 ounces in 1933 to 32,959 
ounces in 1934. 

Platinum refiners in the United 
States reported purchases of domestic 
crude platinum from the following 
sources in 1934: Alaska, 2190 
ounces; California, 361 ounces; 
Oregon, 132 ounces; Washington, 1 
ounce, and unspecified, 137 ounces— 
a total of 2821 ounces (508 ounces 
in 1933). Refiners in the United 
States also reported purchases of 51,- 
810 ounces (58,897 ounces in 1933) 
of foreign crude platinum—12 ounces 
from Canada, 47,871 ounces from 
Colombia, 3,595 ounces from South 
Africa, and 332 ounces unspecified. 

Next to the jewelry industry the 
chemical lines were the second con- 
sumers of platinum with a total of 
14,699 ounces as compared with 14,- 
085 ounces in 1933. 
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Dissemination of Publicity 
DISSEMINATION of accurate publicity and press reports 


which will mean the protection of the trade against false and 


harmful newspaper and magazine stories. 
From the platform of THE JEWELERS’ CIRCULAR-KEYSTONE 


THis plank in our platform has a direct bearing on the welfare of the jewelry trade because 

of the fact that misleading and erroneous articles which appear from time to time in the 
daily press and in magazines have a strong detrimental effect upon the industry. Sometimes 
these articles go so far as to cause direct loss of sales. 

It has always been the endeavor of THE JEWELERS’ CIRCULAR-KEYSTONE, in so far as 
possible to fight this menace and to insist on the correction of articles of this type and now that a 
movement is on foot under the auspices of the American National Retail Jewelers’ Association 
to raise a fund to make the public more jewelry-conscious, it is to be expected that this 
important work will not be overlooked or minimized. 

The jewelry trade has a right to expect and demand that articles published about any of 
its various branches bear the stamp of authenticity and all members of’ the trade should be 
willing to cooperate in giving accurate information. Retail jewelers can do their part by 
furnishing facts to their local papers and by correcting any mis-statements that may appear. 

The new publicity campaign deserves united support. Let us all lend our assistance. 
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BROADCASTING THE TIME 





Before you can broadcast, 
you must determine the time accurately. That determi- 
nation must be made with the greatest possible accuracy 
in order to insure that your broadcast will be accurate. 

The most accurate measure of time is the revolution 
of the earth on its axis. If you were at the equator and 
noted the exact instant when some distant star was over- 
head—in your meridian—and if you remained in the 
same point until the next transit of the same star over 
your meridian, you would then have the exact measure 
of one revolution of the earth on its axis. That measure 
is one sidereal day. The point you used to measure must 
be sufficiently far out in space so that the travel of the 
earth along its path does not affect the accuracy of the 
reading. 

If you do the same thing with the sun, your answer 
will be one solar day. But this is not uniform as in the 
case of the sidereal day because of the movement of the 
earth along its path and the resulting apparent movement 
of the sun. In other words, because of this relative move- 
ment between the sun and the earth, it requires more 
than a complete revolution to bring the sun again on the 
meridian. Because of this irregular movement, scientists 
have been compelled to adopt a fictitious sun which is 
hypothecated to be absolutely uniform in its apparent 
motion. ‘This mean sun is in the meridian at noon, in 
the western horizon at 6 p. m., at the nadir under foot 
at midnight, and in the eastern horizon at 6 a. m. In 
other words, this mean sun travels through an arc of 
15 deg. each hour, completing the 360 deg. in exactly 24 
hours. 

The difference between this mean sun time and the 
apparent sun time is called “the equation of time” and 
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Photograph of the 
Zenith Tube being 
operated by J. E. 
Willis, scientist (As- 

tronomer). 


Captain 
J. F. Hellweg, U. S. 
Navy, superintendent, 
U. S. Naval Observ- 
atory. 


varies from plus sixteen minutes to minus fourteen 
minutes. With such a wide range of variation between 
the mean time and the apparent time, it is apparent, par- 
ticularly to you gentlemen, that no mechanic could build 
a time-keeping device which would travel through a cer- 
tain distance during one period of time and through one- 
third of that distance in the same period of time, without 
tremendous complications in the gearing. For that reason, 
in order to make it possible to make mechanical time- 
keepers, it is necessary to have a measure so that for equal 
increments of time the movements shall pass through 
equal increments of space. 

This, then, is the origin of mean solar time, which is 
the time that everybody is familiar with. However, the 
scientists and astronomers use sidereal time entirely in 
all of their work. 

For many years, astronomers have been: observing 
visually the transit of stars, recording the times of transit 
by chronographs. I have always maintained that the 
accuracy of these observations is questionable, inasmuch 
as there is a variable depending upon the personal equation 
of each observer, and this personal equation of each 
observer may in itself vary, introducing an unknown 
variable which may or may not affect the final determi- 
nation of time very materially. For instance, today one 
astronomer observes the time and applies his personal 
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Time Signals are broadcast from 
the government station at 
Arlington, Va., at frequencies 
ranging from 690 to 16,820 
kilocycles; also on a short wave 
frequency of 113 kilocycles. 


By 
CAPTAIN J. F. HELLWEG 


oe 


Picture of Shortt and Riefler 
clocks inside the clock vault at 
the Naval Observatory. 


error. [he time for the day is therefore dependent upon 
the accuracy of that personal error and the exact physical 
condition of the observer at the instant he is taking the 
sight. “Tomorrow, an entirely different astronomer does 
this work. This introduces a possibility of a variation. 
But the time is reported as the standard time. Up to the 
present this has been the practice all over the world, and 
although it is not questioned that the errors of the 
astronomers are very minute, yet the variation in each 
astronomer’s error can not be determined as it is so in- 
timately affected by many personal, physical and social 
influences. 


The chronograph in the time service, being ob- 
served by Gerald Clemence, Jr., scientist (As- 
tronomer). 
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Not being satisfied with this method, or the results 
which showed some unexplained variations over a period 
of time, the Naval Observatory cut loose from the ortho- 
dox methods and stepped out in an entirely new direction 
in order to eliminate these unknown variables which were 
impossible of measurement. 

The first step in this direction was the elimination of 
all springs from instruments, inasmuch as all spring 
makers will tell you that springs eventually take a set. 
All springs were replaced by frictionless bearings, non- 
stretchable cords, and definite weights acted upon by 
gravity. This then standardized the pull on moving parts 
instead of having them acted upon by the operation of 
a spring. 

The next step then was the entire elimination of the 
personal error of the observer and this was done by the 
introduction of a photographic method so that the instant 
of transit of each star over our meridian is now determined 
photographically. 

Without going into minute details, the photographic 
plate, which contzins a number of exposures, as the star 
approaches and leaves the meridian can be measured 
mechanically and with very great accuracy. 

The instrument which is now used for the photographic 
determination of time was designed for an entirely dif- 
ferent purpose. With its present modification, it now 
serves a double purpose so that besides giving much more 
accurate time, it also represents a large increase in both 
efficiency and economy, as each plate now is used for two 
entirely different purposes where before the same plate 
was used for only one purpose. 

Whenever visibility conditions permit, many stars as 
they cross the meridian are photographed and from these 
we not only determine the exact time but we also deter- 
mine the variations in latitude as the earth wabbles on its 
axis. "These time determinations are compared with our 
sidereal clocks in our vault and the differences represent 
the errors of the clocks on sidereal time. 

The next step after determining the time is to keep the 
time accurately, and it is very important to have clocks or 
precision timepieces good enough to keep the time with the 

(Turn to page 113) 








































“Really, Don,” 
the Old Veteran 
said, “Il don’t 


expect you to re- 
member all these 
processes. That is 
why charts are 
made.” 
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2 7 Old Veteran heard 


peculiar noises as he sauntered into Don Patty’s jewelry 
stone one bright September morning. That up-and-com- 
ing young jeweler stood behind a show case littered with 
scratch paper. 

He was muttering to himself. ‘Five months to pay. 
Twenty per cent down. No, six months and 15 per cent. 
Or maybe——” 

He glanced up. “Heaven help me, Old Vet! I’m in 
a mess.” 

The Old Veteran put on his spectacles. “Hm, hm! 
The least I can say is, you look it. Nothing wrong, is 
there?” 

“Credit terms, credit terms! I simply can’t figure 
the damn things!’’ He scooped his papers into the waste 
basket in disgust. 

“Tt all began this morning when a good friend of mine, 
Norman Buss, picked out a watch for his wife. He’s 
first-class credit, at least not much slower than the aver- 
age. 
“The sale was $100 and he said if I made a straight 
charge he couldn’t pay in less than three months. That 
was okay with me. Then he said I would get my money 
sooner if he paid 20 per cent down and the balance in 
five monthly payments. 

“T can’t see how that could be true. But he went on 
to say I would get my money just as soon if he paid 40 
per cent down and the balance in nine months. Anybody 
knows that’s not so—or is it? 

“Well, Old Vet, the argument ended with his taking 
the watch and telling me to make any terms I wished 
just so the average payment would be in not less than 
three months. And the more I figure the less I know.” 
“Cheer up, my boy,” smiled the Old Veteran, taking 



















FAST INSTALMENTS 
BEAT SLOW OPEN CREDIT 











By 
MURRAY C. FRENCH 


a paper from his inside pocket. “Your friend was right 
both times, so my private chart tells me. And this same 
chart will tell me what investment is required to finance 
any set of terms you can think up. That is what you 
want to know, eh?” 

Patty nodded in a rather dazed fashion. 

“Let’s start right at the beginning, Don. Suppose a 
business has enough capital to finance itself on a cash 
basis. How much additional investment will credit busi- 
ness necessitate to keep the stock replenished as sales are 
made?” 

“Whatever the average accounts receivable amount to,” 
Patty answered promptly. 

“Right you are, Don! So what we want to discover is 
how much the accounts receivable will amount to under 
various terms. You know, of course, that if every debtor 
paid his account in one month the accounts receivable 
would average one-twelfth, or 8 1/3 per cent, of the an- 
nual credit business. 

“And in that case the collection percentage would be 
100 per cent, for we always find the collection percentage 
by dividing the collections during the month by the ac- 
counts receivable at the beginning of that month. 

“But if our open credit ran two months instead of one, 
then the collection percentage would average only 50 per 
cent (nothing the first month and 100 per cent the sec- 
ond), and the investment in accounts receivable would be 
16.7 per cent of the annual credit sales (2 times 8 1/3 
per cent). 

“If our open credit sales are outstanding three months, 






























it means a 33.3 collection percentage and an investment cent to find what percentage of the annual credit 


of 25 per cent of the annual credit sales (3 times 8 1/3 sales will be required as an investment to carry those 
per cent), and so on down the line. All this is shown on sales—when there is no down payment. ‘This is 
the second, third and fourth columns of my chart.” shown in Column 4. 

“It appears then,” Patty said, “that the necessary in- “3. But suppose there is a down payment of 10 
vestment can be figured from the collection percentage.” per cent. Obviously the investment will be only 
“Exactly!” agreed the Old Veteran. “And here is the 90 per cent of the amount required with no down 
payment. These figures are shown in Column 5. If 
“1. To find the average number of months credit 15 per cent is paid down, only 85 per cent of the 
sales are outstanding, divide the average collection no-down-payment investment is needed. A 20 per 
percentage into 100 per cent. cent down payment reduces the necessary investment 

“2. Multiply this number of months by 8 1/3 per (Turn to page 108) 








— The Master Installment Chart |} 








Investment required to 
finance credit business. 












































8 ee columns . 
Sdip te San Sie OMI, Stated as 8 percentage of ‘the 
ee otal annual cre sales, 
not including down pavments.) including down payments.. 

(1) (2) (3) (4) |(5) |(6) [C7) [(8) [(9) |(20) 
Number of | Average number | Collection || No down/10% |15% |20% |25% |335% |40% 
months to} months money Percentage ||| payment | down /down |down | down | down jdown 
vay out is outstanding 

1 1 100.0% 8.3% 7-5 7.1% . 6.3% 5.6 5.0 
2 1.5 66.7 12.5 |11.3|10.6 |10.0/] 9.4) 8.3] 7.5 
5 2 50.0 16.7 |15.0 /14.2/13.3/12.5/|11.1 110.0 
- 2.5 40.0 20.8 |18.8 |17.7 |16.7 |15.6 |13.9 /12.5 
5 3 33-3 25-0 | 22.5 |21.3 |20.0 /18.8 |16.7 |15.0 
6 3.5 28.6 29.2 | 26.3 |24.8 |23.3 /21.9 /19.4 117.5 
7 a 25.0 33-3 |30.9 |28.3 |26.7 |25.0 |22.2 |20.9 
8 4.5 22.2 37-5 [33-8 |31-9 |30.0 |28.1 |25.0 |22.5 
9 5 20.0 41.7 [37-5 ah 3 31.3 |27-8 |25.0 | 
10 5.5 13.2 45.8 |41.3 [39.0 [36.7 |34.4 |30.6 [27.5 
ll 6 16.7 50.0 |45.0 42.5 |40.0 |37.5 |33-3 50.0 
12 6.5 15.4 54.2 148.8 |46.0 |43.3 [40.6 [36.1 32 
13 7 14.3 58.3 [52.5 49.6 |46.7 43.8 [38.9 [55.0 
14 7-5 13.3 62.5 |56.3 [53-1 |50.0 |46.9 [41.7 [37.5 
15 8 12.5 66.7 |60.0 [56.7 |53-3 |50.0 |44.4 49.0 
16 8.5 11.8 70.8 |63.8 60.2 |56.7 [53.1 [47.2 42.5 
17 9 11.1 75.0 |67-.5 63-8 |60.0 |56.3 |50.0 45.0 
18 9.5 10.5 79.2 |71.3 [67-3 |63-3 [59.4 (52.8 A7. 
19 10 10.0 83.3 [75-0 [70-8 [66.7 [62-5 [55.6 [50.0 
20 10.5 9.5 87.5 |78.8 [74.4 |70.0 (65.6 |58.3 [52.5 
21 11 9.1 91.7 |82.5 77-9 |73-3 |68-8 |61.1 [55.0 
22 11.5 8.7 95.3 |86.3 |81.5 |76.7 |71-9 163-9 [57-5 
23 12 8.3 100.0 {90.0 |85.0 |80.0 |75.0 |66.7 60.0 
4 12.5 8.0 104.2 |93.8 |88.5 |83.3 |78.1 |69.4 62.5 






































FORMULA FOR CHART 
Column 1 shows number of equal monthly vayments to be made. 
To find Column 2, add one (1) to figures in Column l, then 
divide by 2. To find Collection Percentage, Column 3, divide 
figures in Column 2 into 100%. 
To find Column 4, multiply figures in Column 2 by 8 1/34. 
The figures in Column 5 are 90% of those in Column 4; those in 
Column 6 are 85% of those in Column 4; Column 7, 80%; Column 8, 
75%; Column 9, 66.7%; Column 10, 60% of Column 4. The investment 
figures for any other down vayment may be found by multiplying 
the percentages, in Column 4 by the difference between the down 


pavment and 100%. 














+ All Rights Reserved. wurray C. French } 
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SPINNING silver dollar in the window of the H. 

H. Frumess store, Denver, Colo., stops passersby 
when they see the display for the first time. In endeavor- 
ing to find out what makes the dollar spin he reads three 
small placards which surround it and which advertise 
Frumess’ as the place to make purchases. The dollar, 
brightly polished, is made to stand upright between two 
foot-square horizontal plates of glass. In this way per- 
fect visibility is assured and passersby are more than 
ever puzzled in trying to determine what makes the dol- 
lar spin. A hidden electric fan furnished an air current 
which keeps the coin rotating permanently. The center 
placard reads: ““What Makes The Dollar Turn?” The 
two lateral placards advise the observer to invest in 
Frumess-sold jewels. 











ALLOWE’EN may be Harvest-Time for the jeweler 

specializing in costume jewelry, or simply October 
31, depending on whether he slants his sales in that direc- 
tion, or neglects this merchandising opportunity. Hostesses 
everywhere are paying more attention to Hallowe’en than 
ever before, and Hallowe’en costume parties galore are 
held with increasing social excitement offering extra op- 
portunities for sales of costume jewelry. As a result, a 
Seattle, Wash., jeweler handling costume jewelry capi- 
talizes on this event and ties-in to the Hallowe’en enter- 
tainments, where witches and fortune tellers in gypsy 
garb gather, and The Ghost Walks—for the jeweler. 





HE offer of free insurance is a service pushed by Birk’s. 

Diamond Co., Los Angeles, Calif., as an item that at- 
tracts attention to merchandise. Free insurance is men- 
tioned as a selling point when merchandise is being shown, 
and will oftentimes convert a shopper into a buyer. The 
offer is also featured in the store’s busy window, where 
a card points out that diamonds, watches, and silverware 
will be insured free of charge against fire, theft, holdup 
and loss of stones. It is reported that this offer has at- 
tracted considerable trade to the store. 

















MID-WESTERN jeweler makes a successful bid 

for fall trophy sales by contacting coaches and play- 
ers of local high school football teams. Each year he 
obtains a photograph of the team and uses this as a part 
of his window display when he features articles which 
are particularly suitable as football trophies. By offering 
to sell tickets for the games he has gained the good-will 
of the students and thus built trade. On special occa- 
sions when the team is playing a home game the jeweler 
displays banners of thé opposing schools. He uses the 
same general plan during the baseball season. 





Many jewelers are concentrating on 


ideas on these pages we offer 
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OOKING ahead to the Christmas trade, a Northwest- 
ern jeweler has already selected his Christmas Gift 
Certificates and will use this merchandising idea to help 
increase his holiday trade. These gift certificates are 
given out by the jeweler to customers who wish to present 
relatives or friends with Christmas presents. The certifi- 
cate indicates the value of the gift to be chosen and in- 
forms the recipient that the jeweler has reserved a present 
that may be selected on presentation of the card. The 
gift card or certificate is prepared, enveloped and wrapped 
as a real Christmas gift and is dainty and exclusive. 











OT every jeweler can employ the services of a “Baby 
Blimp,” but when such an opportunity did present 
itself to LeRoy’s, Los Angeles, Calif., that progressive 
jewelry firm was not long in taking advantage of it. The 
promotion used was on the occasion of the store’s Spring 
sale. The message announcing this event was flung 
across the Los Angeles sky by means of the Goodyear 
“Baby Blimp” which traveled over the entire city draw- 
ing a huge banner after it bearing the words: “LeRoy’s 
Spring Sale.” The letters were cut out of huge pieces 
of red cloth and held together by white strips. 














AX STRASSBURG, Hollywood, Calif., jeweler 

obtained some favorable publicity a while ago by 
using a kind and complimentary letter to the Southern 
California Telephone Co. as an advertisement. Em- 
ployees of the telephone company staged a successful play 
which the jeweler attended. The letter praised the play 
and congratulated the district manager. The next issue 
of the telephone company’s magazine, with a 5000 cir- 
culation, published a copy of the letter and in a short 
time a considerable number of telephone employees made 
purchases at the store. Although the letter was sent some 
time ago the store is still enjoying direct results in sales. 








INKLING bells announce your arrival at the Everitt 

Jewelers, Inc., Albuquerque, N. Mex., the oldest 
jewelry store in the state—it was established in 1883. 
Made possible by a novel mechanical contrivance, the 
“music” has proved one of the store’s best advertisements, 
according to manager George E. Everitt. In the first 
place, it always “gets a laugh.” Even though they know 
the contrivance is there, patrons almost invariably turn 
around to examine it and then come on into the store with 
a broad smile on their faces. In this frame of mind, they 
are easily served. The arrangement also makes people 
remember the store and talk about it to others. When 
the door is opened a cluster of small bells is dragged 
across two protruding arms and when closed the process 
is repeated. 











the problem—How can | increase September Sales? In presenting the” 
suggestions that have been found profitable. Try some of them in your store. 


an 
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Mey rickKeE |o, RETAIL 


The Four Horsemen 


of the Apocalypse of Business have thundered across the 
horizon, leaving in their wake the stricken figures of 
friends and neighbors of long years standing. Their 
evil leader, Depression, has the destruction of more than 
500 retail jewelry establishments to his credit since the 
year 1929, during the “world war” of industry and trade. 

As the hoofbeats of these dread riders grow dim in the 
distance, even as we sigh relief, many more are suffering 
the back thrusts of the second Horseman, Price Cutting, 
who mocks out attempts to recover from the shocks of 
the major encounter. 

Two more horsemen ride in deadly foray, sabotaging 
the efforts of the weakened merchant to recover from 
the passing storm. ‘These are Increased Competition and 
Timid Advertising, which complete the quartet of greed 
and destruction. 

Many institutions, that have not gone under, have 
sacrificed their leaders to worry and fear, and while the 
average jeweler struggles to hold his head out of the 
muck and regain his foothold on the more solid soil of 
increased business and actual profits, he finds on every 
side of him the evidence of other interests expanding 
their jewelry, watch, silverware and clock departments, 


with the use of the greater operating capital at their 
disposal. 

While the average jeweler continues to drive his old 
car and wonders why his business does not respond as 
rapidly to the invigorating upswing he knows the figures 
show the general retail business to be undergoing he 
naturally sets about to discover the cause and _ possible 
remedy for this condition. 

One quite natural reason is the fact that the wage 
earner must pay off his accumulated debts, and replenish 
the depleted necessities of life before he will begin to 
spend his money on the so-called luxuries. Many of the 
fine stores that serve the dividend and bond clipping 
clientele did not begin to experience the effects of the col- 
lapse until from 18 months to two years after the major 
industries were forced to retrench by reducing their num- 
ber of employees and retarding all forms of expansion. In 
the same fashion, many of these clients will not again be 
in the market for the more expensive and exclusive pieces 
until they have begun to liquidate their private loans 
and have begun to receive returns on their investments. 

When the fear and inhibitions against that great nat- 
ural buying impulse of the public has disappeared will 
the jeweler still get his same proportionate share of the 
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JEWELERS? 


American retail dollar or is he going to be complacent 
over the fact that instead of the $1.09 he received orig- 
inally out of each $100 spent in 1929 he is now receiving 
but 70 cents? These important figures are not easily 
ignored for they point out the alarming fact that irre- 
spective of the total amount of retail goods sold, the 
jeweler has actually had over 35 per cent of his business 
in some way diverted into other channels of retail trade. 
This has nothing to do with the additional fact that the 
average graduate of today now receives a high-power 
motor car instead of a fine watch or diamond ring as a 
remembrance of the occasion from his parents. Will we 
jewelers bring this pro rata share back to its original 
level, or higher, or are we going to sit back in the face 
of this revelation and worry about it? There is an answer 
to this problem, just as there have been answers to hun- 
dreds of similar problems in the past that have been 
handed business men in the classrooms of progression and 
financial revolution. 

What are the reasons for this decline in comparative 
volume? We venture the following answers: 


(1) The retail jewelry trade has actually lost 5685 
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Our patient has been a sick jewelry business. 

. .We know the causes and have observed the 
symptoms. In a forthcoming article will appear 
the suggestion of possible cures, for only by 
the cooperative thinking and the great power 
of the united effort of the Jewelers of Amer- 
ica can a threatening danger be sidetracked 
and our profession again lifted to its position 
of prominence in the dollars - and - cents 

business of the land. 


By 
WILLIAM THEIS 


Manager of the Shaker Branch of the 
Webb C. Ball Co., Cleveland, Ohio 


stores in America in the years between 1929 and 1933 

. think of that—nearly 6000 stores, or 28 per cent of 
the total of close to 20,000 have been forced out by the 
combined evil forces of capitalistic competition, and the 
drastic drop in their potential markets. Frankly, this 
fact alone would effect the proportionate amount of total 
retail business done by the remaining stores as com- 
pared to the entire retail trade of all kinds, since the 
mortality rate of the jewelry store has been alarmingly 
high. 

What kind of a tale will these figures of flame have to 
record at the end of another depression, which we might 
as well expect even though we trust and hope that it will 
never visit us? Will the retail jewelry business be com- 
pletely wiped out, or are the jewelers of America, by vir- 
tue of their fighting spirit and indomitable will, going 
to be in a stronger position than ever by then? 

(2) Another possible reason for the great decrease in 
the average business for all stores, from $26,817 in 1929 
to $12,231 in 1933, was the tendency for the consumer 
to be attracted by the unethical comparative price adver- 
tising and price-cutting methods of the dry goods stores 

(Turn to page 128) 








WM. GIBSON 
President of the 


NATIONAL ASSOCIATION 
OF CREDIT JEWELERS 


A. MESSAGE 


FROM PRESIDENT GIBSON EXTENDING 
AN INVITATION TO THE 


NINTH ANNUAL CONVENTION 


OF THE 


BA C.J AL CHAGOO 


| wish | could impress 


the importance of this convention on the average jew- 
eler’s mind. 

At no time or place can he see to better advantage the 
immense variety of merchandise that he is used to buying. 
Nor do I recall when as fine a program has been offered. 

There will be outstanding speakers in different depart- 
ments, from whom he can really learn something, and yet 
will not be bored by highly technical talks. What jew- 
elers want, at their conventions, is something they can 
take home and use, not just a lot of high finance and eco- 
nomic talks in the abstract. 

You will hear excellent addresses on newspaper adver- 
tising—direct mail advertising—window trimming—sales- 
manship—jewelers’ problems as seen by the president of 
our largest trade paper—diamonds—silver and cultured 
pearls. Their will also be a round table discussion, 


Thursday morning, at which time we expect you all to 
help out and go over mutual problems. 





The style show, entertainment and afternoon tea for 
the ladies, and the final banquet will be something you 
will remember. 

Every jeweler is welcome, regardless of membership. 
Hoping to see you all at the Ninth Annual Convention 
and Jewelry Exhibit at the Hotel Sherman, September 
9-12, I am, 

Cordially, 


President of the National Association of Credit Jewelers. 
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N. A.C. J. Convention Program 





Ninth Annual Gathering to be Held at the Hotel Sherman, September 


9 to 12, Inclusive, Presents Many Fine Features 


Cuicaco, Aug. 15.—With everything in readiness for 
the ninth annual convention of the National Association 
of Credit Jewelers, to be held at the Hotel Sherman, Sept. 
9 to 12, inclusive, officers of the association are looking 
ahead to the greatest convention held by the association 
in years. 

Every indication points to a big attendance, and a re- 
view of the excellent program given herewith assures in- 
teresting and instructive convention sessions. 


The exhibitors are preparing to make displays of mer- 
chandise which will rival all previous efforts of the manu- 
facturers, wholesalers and importers at conventions of this 
association. Exhibit space was sold out 90 days ahead of 
the convention dates. Over 80 concerns will participate 
in the display of their latest products. 


The convention program is as follows: 
MONDAY, SEPTEMBER 9TH 


9:00 A.M.—Registration—Inspection of Exhibits. 


2:15 P.M.—Meeting, Grand Ballroom (Members, Ex- 
hibitors, Guests). 


Address of Welcome, William Gibson, President, Na- 
tional Association of Credit Jewelers. 


Speaker: Elmer Wheeler, Chief of Staff of Tested 
Selling Institute of Cleveland. 


3:30 P.M. to 6:00 P.M.—Inspection of Exhibits. 


TUESDAY, SEPTEMBER 10TH 
9:00 A.M.—Inspection of Exhibits. 


10:30 A.M.——Meeting, Grand Ballroom (Members, Ex: 
hibitors, Guests). 


“Jewelry Advertising by Direct Mail.” Speaker: Ho- 
mer J. Buckley, Buckley-Dement Company, Chicago. 


11:30 A.M. to 2:30 P.M.—Inspection of Exhibits. 


2:30 P.M.—Meeting, Grand Ballroom (Members, Ex- 
hibitors, Guests). 


“Jewelry Advertising in the Daily Newspapers.” 


Speaker: William M. McNamee, Advertising Director of 
the Chicago Evening American. 


4:00 P.M. to 6:00 P.M.—Inspection of Exhibits. 


WEDNESDAY, SEPTEMBER 11TH 


9:00 A.M.—Inspection of Exhibits. 


10:30 A.M.—Meeting, Grand Ballroom (Members, Ex- 
hibitors, Guests). 
“The Jewelry Business of the Future from a Publish- 
er’s Viewpoint.” Speaker: Everit B. Terhune, President 
of THE JEWELERS’ CIRCULAR-KEYSTONE. 


Demonstration of Window Trimming, Mr. Holmes 
of Square Deal Miller, Detroit. 


11:30 A.M. to 2:30 P.M.—Inspection of Exhibits. 
2:30 P.M.—Meeting, Grand Ballroom (Members, Ex- 
hibitors, Guests). 
Speaker: E. St. Elmo Lewis, Counsellor in Merchan- 
dising and Consumers’ Relations. 


4:00 P.M. to 6:00 P.M.—Inspection of Exhibits. 


THURSDAY, SEPTEMBER 12TH 
9:00 A.M.—Inspection of Exhibits. 


10:30 A.M.—Meeting, Grand Ballroom (Members, Ex- 
hititors, Guests). 
Roundtable session. Chairman: William Gibson, Cole 
& Young Co., Chicago. 
Speaker: R. E. Huesgen, St. Louis, Mo. Subject: 
“Are Diamonds Worth What You Pay for Them?” 


11:30 A.M. to 2:30 P.M.—Inspection of Exhibits. 


2:30 P.M.—Annual Business Meeting, Grand Ball- 
room. MEMBERS ONLY. 


3:30 P.M. to 5:00 P.M.—Inspection of Exhibits. 


7:00 P.M.—Annual Banquet, Grand Ballroom. For- 
mal. Ladies and Gentlemen, Members, Exhibitors 
and Guests. 





THE JEWELERS’ CIRCULAR—KEYSTONE 
for September, 1935 








What the Association Means to 
the Industry anc 
Deserves Support 





Why It 





By 
J. Frank Newman 
Executive Secretary 











J. Frank 
Newman 





a asking me to write 


an article on the above mentioned subject, THE JEWELERS’ 
CircULAR-KEyYSTONE has, to use the vernacular, “asked 
for a mouthful.” 

To attempt to discuss in detail what any trade associa- 
tion means to any industry would take hundreds of pages 
because, in spite of the fact that many members of the 
industry believe their trade association is a necessary evil 
and pet charity, nevertheless the association is extremely 
valuable. 

During the course of a year I always receive at least 
a dozen letters from members who have been asked to pay 
their dues, or ex-members whom we are trying to get 
back in the organization, expressing an opinion that they 
have never received any benefit from the association and 
that they consider the money contributed as dues as 
being “money thrown away.” 

There can be no greater misconception than this. The 
best illustration that I know to show the value of a trade 
association is that it is like a fire department. As the 
tax payers contribute to the upkeep of a fire department, 
knowing that it will respond instantly and efficiently in 
case of fire, so the members of an industry should feel 
about the dues they pay to a trade association, because 
when an emergency arises which threatens the industry, 
there is no greater nor more efficient rescuing agency than 
a well organized, well equipped trade association. 

It is very queer and very amusing, however, to know 
that while a tax payer never kicks about supporting a fire 
department, and because he is supporting it does not ex- 
pect the department to come clanging up to his front door 
every few hours just to prove that it is on the job 
protecting him, nevertheless many individual members 
of a trade association feel that they should receive some- 
thing tangible over the counter in return for the money 
they send in as dues. 

The National Association of Credit Jewelers has meant 
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a great deal to the retail jewelry trade and will continue 
to mean more in the future. To cite several specific ex- 
amples, it was the National Association of Credit Jew- 
elers that attempted in 1931 to form a tax committee of 
representatives of the various branches of the retail jew- 
elry industry to prevent the industry from being saddled 
with an unnecessary and unfair excise tax. ‘This effort 
failed, and the industry knows now exactly what has hap- 
pened to it with reference to the Jewelry Excise Tax. 
The retail jewelry trade is not only saddled with an un- 
fair tax, but is faced now with the necessity of paying 
an additional tax under a new ruling of the Department 
of Internal Revenue. This association has already hired 
counsel to fight this matter and will take it to the Su- 
preme Court if necessary. This, I believe, is doing some- 
thing tangible for the members of the association and 
non-members alike. 

When the National Recovery Act became a law, the 
National Association of Credit Jewelers was on the job 
and we believe that without its protection and assistance, 
the retail credit jewelers would have fared very badly 
under the provisions of the code. In addition to having 
a hand in writing the Retail Jewelry Code, the associa- 
tion did its best to eliminate clauses in other jewelry 
codes which would have worked a hardship on the retail 
jeweler. 

During the past few years the National Association of 
Credit Jewelers has been in the thick of the fight in 
various states where attempts have been made to pass 
more stringent wage assignment and garnishee laws and 
to pass conditional sales recording bills which would have 
cost the installment jeweler thousands of dollars addi- 
tional each year. 

Every trade association is limited in what it can do 
for its members by the number of members belonging to 
it and it is sad, indeed, to know that approximately only 
25 per cent of the members of each industry are members 
of their trade associations, and that they are carrying 
the financial burden to benefit the other 75 per cent of 
the members of the industry who are getting themselves 
a free ride and obtaining all the benefits which are paid 
for by the 25 per cent. 

I cannot now and never have been able to see why busi- 
ness men who look after their interests in every other 
branch of their businesses, who carry insurance of every 
type, guard their stores inside and out, feel that a small 

(Turn to page 75) 
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Open-Credit .. 


he report on retail credit 
conditions during 1934, issued recently by the Bureau 
of Foreign and Domestic Commerce continues these 
studies, formerly published semi-annually, on an annual 


Retail Credit Conditions in 1934 









TABLE 4 — JEWELRY STORES GROUPED BY SIZE OF CREDIT Loss 
(Bap-DestT Losses COMPUTED AS PERCENTAGES OF CREDIT SALEs) 


Open-Credit | Installment-Credit 





, . Percentage of loss 1933 1934 1933 1934 
basis. The scope of the report has been widened to re een 9 6 3 3 
include twelve kinds of retail trade, including the jewelry PETALS PIAS 0 2 0 0 
trade,;-and for 79 cities. Oe sear cae eas 3 3 1 0 

‘ " : - WE aicet cmwliegn eae ep 0 8 0 0 
A total of 103 jewelry stores supplied material for this Be Ase ak. 2 , 1 2 
report. Together these stores did total net sales of SR 2 1 0 0 
$15,386,394 in 1933, and $19,425,364 in 1934. Speak- — — _ —_ 
ing of these stores, the report states that “the cash and Cumulative total... 16 21 5 5 
open-credit and cash and installment-credit types both 7 ea 2 ; : : 
registered decreases in proportion of cash business during ee 1 0 0 
1934, but the decrease was about three times greater for * pee a 1 z 0 1 
the latter than for the former. The effect of the corre- — — _ — 
sponding increases in the proportions of credit business oe total. . . = /" : : 
for either group on the change in total dollar volume is 18 re a 3 2 : ; 
striking: total sales of cash and open-credit stores were ——s : 6 3 - 
14 per cent greater for 1934 than for 1933; total sales Se ee 6 2 7 7 
of cash and installment stores, 50 per cent greater. 4.0to4.9 ........... 1 3 2 3 
2 A 5.0 andover ....... 4 : 23 15 
“Hardware, jewelry, and furniture stores showed the a on! a ae 
greatest increases in installment-account collection per- Grand total....... 44 44 42 42 
Table 1 
KIND AND EXTENT OF CREDIT JEWELRY BUSINESS, 1933 AND 1934 
(Percentages based on net sales) 
Cash 
Open-credit Installment Total sales 
Per cent of Number Per cent of Number Per cent of Per cent 
Number sales; weighted at sales; weighted f sales; weighted Number increase, 
: of averages averages averages of 1934 over 
Type of credit extended stores* 1933 1934 stores 1933 1934 stores 1933 1934 stores 1933 
a ee ee Rh bk 6 nici ve 103 3.01 27.2 61 42.0 39.0 48 27.9 33.8 103 26.3 
Cash and open-credit only ............ 55 37.0 35.5 55 63.0 64.5 Ks a Ag mS 55 14.6 
Cash and installment only ............ a 17.1 15.2 Ss ae es 42 82.9 84.8 42 50.0 
Cash, open-credit, and installment ..... 6 29.9 26.2 6 61.4 64.9 6 8.7 8.9 6 11.3 





centages. The collection ratios, converted to the length 
of time accounts receivable were outstanding on the aver- 
age, revealed that a reduction ranging around 50 days 
was made between 1933 and 1934 for each of these three 
kinds of stores. 


TaBLeE 2—Per CenT COLLECTED MONTHLY ON CREDIT ACCOUNTS 
AND AVERAGE LENGTH OF TIME ACCOUNTS WERE OUTSTANDING, 
1933 AND 1934 


Average number 


‘TOTAL SALES 


“The total net sales of 103 jewelry stores in 79 cities for the 
year 1934 increased 26 per cent over the sales for the year 
1933. This percentage increase compares very favorably with 
that for the 12 kinds of stores combined. 

“The data for jewelry stores are presented by cities (Table 
5) where the cities are represented by five or more stores. Of 
the cities thus represented in 1934 the jewelry stores in New 
York City made the best showing, with a total sales increase of 
46 per cent over sales in 1933. Seattle also had a high increase, 
42 per cent. The total sales of Boston stores (7 reporting) 
compared least favorably with those of 1933, showing an in- 





Median of days accounts crease of only 5 per cent. 
Jewelry percentages were outstanding 
; Stores . 1933 1934 1933 1934 KIND AND EXTENT OF CREDIT 
Open Credit.... 46 31.2 36.3 96 83 “The proportion of cash, open-credit, and installment-credit 
Installment ....° 42 12.0 15.0 250 200 sales of all jewelry stores for the year 1934 reflected distinct 
Table 3 
PERCENT COLLECTED MONTHLY, 1933 anv 1934, By 
Median percentages 
Jan. Feb. March April May June July Aug. Sept. Oct. Nov. Dec. 


Jewelry Stores 


1933 1934 1933 1934 1933 1934 1933 1934 1933 1934 1933 1934 1933 1934 1933 1934 1933 1934 1933 1934 1933 1934 1933 1934 
46 36.8 45.1 28.1 33.1 23.7 30.7 24.0 29.1 28.7 36.1 31.4 37.1 30.1 36.4 25.7 30.7 24.5 31.4 30.1 33.4 28.9 36.1 45.1 48.1 


Installment-Credit 41 11.6 14.4 10.4 13.7 10.5 16.0 10.0 14.2 30.9 15.1 11.4 15.4 11.5 14.2 12.7 14.8 12.7 15.3 12.6 15.5 13.0 15.0 15.2 17.6 
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changes as compared with 1933. Cash sales were 27.2 per cent 
of total sales in 1934 and 30.1 per cent in 1933. Open-credit 
-gsales were 39 per cent of total sales in 1934, as compared with 42 
per cent in 1933. Installment sales were 33.8 per cent of total 
sales in 1934, as compared with 27.9 per cent in 1933. There was 
thus a marked increase in the percentage of installment business 
and a proportionate decrease in cash and open-credit business. 

“Considering all jewelry stores reporting (Table 6), the one 
with the highest percentage of cash sales in 1934 did 81 per 
cent on a cash basis. The jewelry store with the highest per- 
centage of open-credit sales did 98 per cent of its business on an 
open-credit basis, while one store did all of its business on the 
installment plan. The stores with the highest open-credit and 
installment business were located in New York City. 

“Proportions of total business on a cash basis for jewelry 
stores varied inversely with the size of store; that is to say, the 
smaller the store, the larger the proportion of business on a 
cash basis. Table 7 shows that the range for 1934 was from 
52.2 per cent for the smallest-size group (annual sales of $25,- 
000 or less) to 18.4 per cent for the largest-size group (annual 
sales of $500,001 to $5,000,000). The largest-size group also 
had the greatest increase in proportion of total business on an 
installment basis, 37.7 per cent in 1934, as compared with 28.2 
per cent in 1933. 

T\BLE 5-—KIND AND EXTENT OF CREDIT BUSINESS OF JEWELRY STORES, 

1933 AND 1934, BY CITIES, 


(Percentages based on net sales) 
Total sales, 


Per cent (weighted averages) per cent in- 


Cas Open-credit Installment crease, 1934 
City Stores 1933 1934 1933 1934 1933 1934 over 1933 
MOON occ 7 40.7 41.4 57.4 56.9 1.9 1.7 4.5 
Cleveland ... 5 19.1 17.5 44.5 21.3 36.4 61.2 34.3 
New York .. 7 16.3 12.7 50.3 43.3 33.4 44.0 46.1 
Beattle ..... 5 34.4 31.4 34.3 26.9 31.3 41.7 42.0 


All stores — — posi ies. Smolen 
(79 cities) .103 30.1 27.2 42.0 39.0 27.9 33.8 26.3 


TABLE 6.—PROPORTION OF JEWELRY STORE BUSINESS ON CREDIT, 1934, 
SHOWING HIGHEST AVERAGE, AND LOWEST PERCENTAGES, 


BY CITIES 

Cash Open-credit Installment 
High- Aver- Low- High- Aver- Low- High- Aver- Low- 
City est age est est age est est age est 
Eee 60.8 41.4 12.9 87.1 569 0.0 860 1.7 0.0 
Cleveland ...... 66.5 17.5 6.4 77.6 21.3 0.0 93.6 61.2 0.0 
New York ..... 57.0 12.7. 0.0 97.9 39.0 0.0 100.0 44.0 0.0 
ae 42.4 31.4 28.1 71.9 269 0.0 71.2 41.7 0.0 
All stores —S= ——— —-—_— — _— 
(79 cities).... 81.0 27.2 0.0 97.9 39.0 0.0 100.0 33.8 0.0 


TABLE 7.—-KIND AND EXTENT OF CREDIT BUSINESS OF JEWELRY STORES, 
BY TOTAL VOLUME OF SALES, 1933 anv 1934 
(Percentages based on net sales) 

Total sales 

Per cent 

(Per cent (weighted averages) increase, 

Size of business Cash Open-credit Installment 1934 

(annual sales volume) 1933 1934 1933 1934 1933 1934 Stores over 1933 
$25,000 or less ..... 46.7 52.2 17.7 16.2 35.6 31.6 9 21.2 
$25,001 to $50,000 .. 46.2 41.6 22.4 24.6 31.4 33.8 19 29.1 
$50.001 to $100.000 .. 32.0 31.2 32.3 30.0 35.7 38.8 24 23.1 
$100,001 to $250,000 . 35.1 30.1 38.3 38.1 26.6 31.8 27 25.0 
$250,001 to $500,000 . 32.9 30.6 41.3 39.5 25.8 29.9 18 20.4 
$500,001 to $5,000,000 20.2 18.4 51.6 43.9 28.2 37.7 6 34.5 


ON Kiketscawee 30.1 27.2 42.0 39.0 27.9 33.8 103 26.3 





RETURNS AND ALLOWANCES 


“The returns and allowances on gross sales of jewelry stores 
in 1934 decreased slightly, from 5.8 per cent in 1933 to 5.4 per 
cent in 1934. On installment credit sales they were 10.2 per 
cent in 1934 and 12.7 per cent in 1933; on open-credit sales 3.2 
per cent in 1934 and 4.5 per cent in 1933. There was a 50- 
per cent reduction in the percentage of returns and allowances 
on cash sales, .6 per cent in 1934 from 1.2 per cent in the 
previous year. 

“An interesting fact brought out by Table 8 is that the returns 
and allowances percentages on installment sales tended to vary 
directly with the size of store; that is, the larger the stores, the 
higher the percentages of returns and allowances. The range 
for 1934 was 5.5 per cent for the smallest-size group to 11.9 
per cent for the group having sales of $250,001 to $500,000. 


TABLE 8.—-RETURNS AND ALLOWANCES OF JEWELRY STORES, BY TOTAL SALES 
VOLUME, 1933 anv 1934 
(Percentages based on gross sales) 


, : Median percentages 
Size of business Cash Open., _ Installment Total 
(annual sales volume) Stores 1933 1934 1933 1934 1933 1934 1933 1934 


$25,000 or less ........ 8 0.0 0.0 26 1.5 40 5.5 2.5 3.0 
$25,001 to $50,000...... 1? 23. 2 £818 8S - Re a SP 
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$50,001 to $100,000..... 7. 4 2 35 43 106 98 59 &S 
$100,001 to $250,000.... 17 1.6 13 61 48 205 162 54 60 
$250,001 to $500,000.... 11 3.3 38 86 66 150 119 82 60 
$500,001 to $5,000,000.. 4 3.9 35 64 70 .... .... §1 §3 
ie 74=«1.2 «6 45 3.2 127 10.2 $8 5.4 


COLLECTION PERCENTAGES 


“The open-account collection percentage of jewelry stores for 
1934 was 36.3 per cent, as contrasted with 31.2 per cent in 1933. 
Open accounts receivable were outstanding, on the average, 83 
days in 1934 and 96 days in 1933, revealing that jewelry mer- 
chants collected their open accounts in a much shorter period of 
time during 1934. 

“Installment-account collection percentages for jewelry stores 
also were higher for 1934 than for 1933. The figures for the 
42 stores reporting were 15 per cent in 1934 and 12 per cent in 
1933. The showing made by this group in reducing the average 
time during which accounts receivable were outstanding was 
very favorable—200 days in 1934, as compared with 250 days 
in 1933. 


TABLE 9.—PER CENT COLLECTED MONTHLY ON CREDIT ACCOUNTS OF JEWELRY 
STORES, BY TOTAL SALES VOLUME, 1933 AND 1934 


Median percentages 


Size of business oe fan * Installment 


(annual sales volume) Stores 19 1934 Stores 1933 1934 
Perr errr se 4 13.3 20.0 4 10.2 14.9 
$25,001 to $50,000 ....... 9 18.7 27.0 7 13.0 15.0 
$50,001 to $100.000 ...... 9 33,3 36.5 12 12.9 17.1 
$100,001 to $250,000 ..... 10 30.7 43.6 10 12.3 14.3 
$250,001 to $500,000 ..... 10 39.5 42.0 7 11.4 12.9 
$500,001 to $5,000,000 ... 4 35.6 39.2 2 12.6 14.7 

RO ce nks ku wewd wed 46 31. 36.3 42 12.0 15.0 


Bap-Dest Losses 


“The average loss on open-credit accounts of jewelry stores 
was .9 per cent in 1934 and 1.1 per cent in 1933. The stores 
with sales of $25,000 or less had the high average of 2.2 per 
cent for the year 1934 and the stores with sales of $500,001 to 
$5,000,000 had a relatively low ratio of .3 per cent. In other 
words, the credit loss percentage of the stores in the smallest- 
size group averaged seven times as large, relatively, as that of 
the largest stores. 

“Installment-credit loss ratios were much higher than the 
open-credit loss figures, the installment ratios being 3.8 per cent 
and 7.6 per cent for the years 1934 and 1933, respectively. The 
50-per cent decline in the 1934 ratio is noteworthy, however.” 
TABLE 10.—BAD DEBT LOSSES ON OPEN-CREDIT AND INSTALLMENT-CREDIT 


ACCOUNTS OF JEWELRY STORES, BY TOTAL SALES VOLUME, 
1933 anv 1934 


Percent bad debts to credit sales 
Open-credit Installment-credit 


Stores 1933 1934 Stores 1933 1934 
4 2. 5 8.0 6 


Size of business 
(annual sales volume) 


OE) ee 7 2.2 8 
$25,001 to $50,000 ........... 7 3.1 2.1 7 7.6 4.7 
$50,001 to $100,000 .......... 11 1.2 1.2 12 5.4 3.4 
$100,001 to $250,000 ......... 11 2.5 1.8 9 8.0 4.8 
$250,001 to $500,000 ......... 9 7 an 7 8.2 ° 4.3 
$500,001 to $5,000,000 ....... 2 3 od 2 7.4 2.9 

"WOR 6 ibe ik ese sa vownsisax 44 1.1 9 42 7.6 3.8 


What the Association Means to the Industry 
(From page 72) 

sum which they will pay in dues to a trade association is 

a necessary evil. ; 

It seems difficult for them to understand that if they 
would all belong to a trade association and pay their dues 
regularly, there would never be any necessity for special 
assessments for fighting funds to combat some particularly 
pernicious piece of legislation. 

I know definitely that if 80 per cent of the credit 
jewelers in the United States were. to become members 
of this association and were to pay their dues regularly, 
the association could afford to finance every sort of tax 
and legislative fight and could win the majority of them 
because first, it would have the money to spend and sec- 
ondly, it would be truly representative of the great major- 
ity of this particular industry. 

To increase our membership to this point is the par- 
ticular aim of this association and we have pledged our- 


selves to attain this.geal. 




















































B.J.D. 


I agree with him. A short time ago I was inclined to number the price-cutter among 
the things that crawl—but I guess I’ve changed. In other words, I am now “fer” it. 

Why? you ask; well, just about two blocks from this office there was a rum war on. It 
started, of course, in the good old-fashioned way. One, Mine Host, thought out a brand new 
idea all his own. Sez he, “I’ll cut the price of beer from 15 cents to 10 cents a glass.” The 
idea, he said to himself (no one else, of course, knew the secret), was to put the other five 
“lousey” competitors out of business and, besides, “I will sell more beer.” This second was also 
a secret. 

Again, he said, “I will also sell more food and I can add the extra nickel to the luncheon.” 

Well, big streamers and window cards announced the launching of the good Samaritan’s 
intentions. 

He was, of course, first and above all, working for the dear “peepul.” 

Now for the net of the carefully thought out plan. 

For two days you could not get near the bar with gas bombs or an army tank. Yes—for two 
days—but they bought beer and less food. The third day beer sales fell off 25 per cent and 
food sales were no better. How come? Why, don’t you know, those other damphools cut their 
prices to 10 cents and gave a bigger glass. 

Mine Host said, “What do ya’ tink of doze rats? I'll fix ’em.” 

Fourth day—Mine Host cut the price of whiskey (best in the world—it always is) from 
25 cents to 20 cents, and that did “fix ’em,” for we were all elated on the fourth day to find 
whiskey had dropped to 15 cents and the trade was all back in their favorite rendezvous. 

By now the smart boy was ready to call it quits, but the other five thought his idea was a 
good one and so helpful to the poor, parched business men that they dropped the price again to 
10 cents for whiskey and five cents for beer. 

After a few days they all were so tickled over the idea that they regretted they had not 
thought of it before—on the theory that one good cut deserves another, so they followed 
through and, lo and behold, whiskey went to five cents for the best and beer and ale, of course, 
the same—five cents. 

However, all good things come to an end, and so on Friday last these familiar lines were 
read in the window of Mine Host, “These Premises for Rent. Inquire , Real Estate 
Agent.” 

Prices have returned to normalcy on Drury Street again and the service and supplies are 

- infinitely better. 

In the city of Perry—Perry, you know, is in Georgia—they just came through an ice cream 
war, and, boy, what a war! I wish I had been there. 

Now that they are freezing people in cakes of ice to cure them of the awful diseases of pip, 
whooping cough, fallen arches, dandruff—and price-cutting—I am sure I would have found 
my innards so frozen that I would have lived forever and forever, free from all ails and aches. 

Instead of cutting prices on ice cream cones in Perry, Ga., another bright idea came into 
being in the form of two scoops for five cents. 

“Izzat so?” said a competitor. “I’ll put three scoops on for a nickel,” and then the lid was off. 
Four scoops, five scoops, six scoops and finally seven scoops. Profits were scooped, the bank 
balances were scooped; in fact, the net on this bright idea was zero. 

It’s a grand and glorious idea for the dear “peepul,” but it’s “hell of sixth street” for the 
nincompoops who precipitate the “bright ideas.” 

The price-slasher is, in 95 per cent of cases, either dishonest, incompetent or crazy, or the 
combination of all three. 

Honest merchandise carries an honest price. An honest price brings an honest profit. Any- 
thing more or less is disastrous in the final analysis. 


Vice-President. 


(>. Zeb Huckins used to say, “The durn ol’ world do change—and I guess I do too.” 
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aeceessories for men 


---SOlve the September gift problem 


@ BUCKLES: Smart Sterling 
Silver belt buckles. Price to 
the consumer, $5.00; in Nat- 
ural Yellow Gold _ Filled, 
$6.75. 


@ TIE CLASPS: The newly 
designed Wadsworth tie clasps 
are long and graceful. Price 
to the consumer, $1.50. 


@ COLLAR CLASPS: Wads- 
worth collar clasps incorpo- 
rate a patented non-slip fea- 
ture. Price to the consumer, 


$1.00. 


@ SETS: Matched buckles 
and tie clasps may be obtained 
in fine satin-lined gift boxes. 
Price to the consumer, $6.50 
a set; in Natural Yellow Gold 
Filled, $9.00 a set. 


WADSWORTH 


| Jevere WEDDINGS, birthdays and anniversaries present a prob- 
lem to the customer who wants to give a good-looking, worth- 
while man’s gift . . . especially if the gift must be moderately 
priced. 


Why not feature these Wadsworth quality accessories in your 
window and on your counter during September and October? 
They’re proved good sellers! 


Notice the smartly engraved belt buckles . . . the graceful tie 
clasps ... the beautiful, non-slip collar clasps . . . these are real 
selling features. Remind your customers, too, that Wadsworth 
gifts for men come only in hardened Sterling Silver and Natural 
Yellow Gold. 


The Wadsworth Watch Case Company, Incorporated, Dayton, 
Kentucky. Offices: New York, 20 West 47th Street; San Fran- 
cisco, 140 Geary Street; Chicago, 35 East Wacker Drive. 
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AISENSTEIN-WORONOCK and SONS-— 


jar Sarge Dog 


W A 1b Wet AME Cen, 
WAT CEES 


@ It may be news to you, but in our 
matchless selections of WALTHAMS 
you will find the most complete range 
of prices, styles and qualities handled 
by any distributor in the United States. 
No matter what your WALTHAM 
needs, depend on A-W to supply 
them. ... 


me 


Featuring These Exclusive A-W WALTHAM Creations 














3/0 21-Jewel— 


STAR case. Now in process of 
manufacture. Ready about Oc- 
tober Ist. Variety of styles and 
qualities. 


6/0 Sweep Second— 
Supplied in 7 and 17 jewels. 
Large variety of qualities in 


STAR cases... . Delivery early 
October. 


74 Li. 15-Jewel 14-kt Solid Gold— 


Comes in a variety of ladies’ and men's styles. In 
stock ready for immediate delivery. 


AISENSTEIN-WORONOCK & SONS, Inc. 
2 West 46th Street * New York City 
DIAMONDS—W ATCHES 
America’s Leading Wholesalers 
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The factory of the Waltham 

Watch Co., Waltham, Mass., 

as it appears at the present 
time. 





Waltham Watch Co.—A Pioneer 


Bas the beginnings 
of this famous American manufacturer of watches—the 
Waltham Watch Company—we must throw our minds 
back some 85 years; back to the days of Henry Clay and 
Daniel Webster, to the days when the germs of our 
modern industrialism were first taking root, and when 
the population of the United States was less than it is 
today by more than 100,000,000 people. It was a time 
when one of the founders of the concern was deemed 
insane by his less clear-seeing contemporaries, when he 
predicted that it would eventually make as many as 50 
watches a day! This was the modest hope of Aaron L. 
Dennison, who with Edward Howard first applied the 
principle of serial manufacture to the making of watches, 
establishing the first successful plant for this purpose—a 
concern which today has an average daily production 
capacity of between 2000 and 3000 timepieces. 

These two pioneers first set up shop in Roxbury, Mass. 
Both were native New Englanders, growing up in the 
tradition of that part of the land where lie the roots of 
the American spirit, and both were young, but a year 
apart in age, and both burning with a zeal to make 
watches with interchangeable parts. Dennison made this 
field his lifework, while Howard, after establishing for 
himself in 1857, founded a business which later became 
famous in the manufacture of fine clocks—the E. Howard 
Clock Company. 

It was a memorable day for the watch industry in this 
country when Dennison and Howard met. The former, 
at the age of 32, was conducting a retail jewelry and 
watch repair business in Boston, brooding over the possi- 
bilities of constructing equipment that would manufac- 
ture watches by machinery. Inspired by a visit to the 
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Springfield arsenal, where he had seen the great rifle 
factory established 50 years before by Eli Whitney of 
cotton gin fame turn out the parts in “mass production” 
fashion, he studied and planned, fabricating pasteboard 
models of his dream of a watch factory of like efficiency. 

Howard, an experienced clockmaker, similarly deplored 
that “watchmaking did not exist in the United States as 
an industry. There were watchmakers, so called, at that 
time,” he later reminisced, “but they never made a watch; 
their business was only to clean and repair.” He was a 
skilled mechanic, adept in the ability to design and draw 
plans for new machinery. Together he and Dennison, 
their mutual interests setting fire to resolve, succeeded in 
obtaining an initial capital of $20,000 for the venture. 
In 1850, after Dennison had spent some time abroad 
studying methods of watch manufacture in England and 
Switzerland, they started a small factory in Roxbury, 
calling ther business the American Horologe Company. 
Thus was born the first watch company in America, as 
well as the oldest, which was the parent, in a sense, of 
others of more recent note. For the American Horologe 
Company, after several changes in name, became the great 
Waltham Watch Company, its title today. 

The machinery developed by these two young men 
introduced to watchmaking the principle of interchange- 
able parts, unknown to the world before their time. The 
plan which they adopted was to take a timepiece pains- 
takingly constructed by the hands of a master craftsman, 
and then take it apart, each of the forty or fifty pieces 
to be copied separately by specialized workmen. Thus 
began the long and exacting task of devising machines of 
hair’s breadth accuracy; they had first to be conceived by 

(Turn to page 91) 
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ESTABLISHED 1883 





M. A. MEAD & CO. 


National Distributors of Waltham and Elgin Watches and 
Hamilton Watches in Zones 5, 8, 9, 11, 12 and 14 


A complete line of all makes, including every model 
illustrated in the Waltham Catalog shown in this issue 
of the JEWELERS’ CIRCULAR-KEYSTONE. 


Dealing only in American watches. We introduce many 
special numbers. For example, we originated and have 
exclusively this most beautiful Waltham 21 Jewel 
Riverside Rectangular Wrist Watch. 


This movement can 
be had in any of the 
7\/, Ligne Filled or 
Solid Gold Cases 
shown in the 


Waltham Catalog. 











No. 7175 


This Waltham 2l 
Jewel Riverside in 
|OK Natural Gold 
Filled Case With 
highly lapped finish. 
$42.00 Keystone 





21 Jewel Riverside Rectangular Movement 





Send your orders where there is a complete stock 


M.A.MEAD & CO. 


AMERICAN WATCHES 


35 E. WACKER DRIVE 


CHICAGO 
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AISENSTEIN-WORONOCK & SONS, INC. 
2 West 46th Street, New York, N. Y. 


1. ALBERTS’ SONS, INC., 
373 Washington Street, Boston, Mass. 


THE BALL CO., INC., 
58 East Washington St., Chicago, Illinois. 


BUSS-LINTHICUM-THORSON, INC., 
35 East Wacker Drive, Chicago, Illinois. 


BUTTERFIELD BROTHERS, 
Third & Morrison Sts., Portland, Oregon. 


A. COHEN & SONS CORP., 
584 Broadway, New York, N. Y. 


EISENSTADT MFG. COMPANY, 
Locust & Eleventh Sts., St. Louis, Mo. 


A. H. FICKEN COMPANY, 
722 Union Mortgage Bldg., Cleveland, Ohio. 


A. FRISCH & CO., INC., 
373 Washington St., Boston, Mass. 


HENRY GINNEL & CO., 
15 Maiden Lane, New York, N. Y. 


GOLDSMITHS' CO. OF CANADA, 
120 Wellington St., West, Toronto, Ont., Canada. 


A. |. HALL & SON, INC., 
150 Post Street, San Francisco, Calif. 


i A. HIRSCH COMPANY, 





35 East Wacker Drive, Chicago, Illinois. 


H. O. HURLBURT & SONS, 
817 Chestnut St., Philadelphia, Pa. 


BRANCH 


NEW YORK CITY, 15 Maiden Lane, 
Mr. H. R. Williams, Manager 


CHICAGO, 35 East Wacker Drive, Mr. E. Bagge, 
Manager; Mr. A. A. Colvin, Manager 

CINCINNATI, Keith Building, Mr. L. R. Olsson, Man- 
ager 


SAN FRANCISCO, 704 Market Street, 
Mr. E. C. McKeen, Manager 
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WALTHAM 


First American Watchmaker 













































OFFICIAL WALTHAM DISTRIBUTORS 


LEONARD KROWER & SON, INC., 
Canal & Exchange Place, New Orleans, La. 


L. MANHEIMER & BROS., INC.., 
20 West 47th St., New York, N. Y. 


MANHEIMER WATCH COMPANY, 
35 East Wacker Drive, Chicago, Illinois. 


MAYER BROTHERS, 
Third Ave. at Union Mann Bidg., Seattle, Wash. 


M. A. MEAD & CO., INC., 
35 East Wacker Drive, Chicago, Illinois 


MORGAN & ALLEN CO., INC., 
150 Post St., San Francisco, Calif. 


D. C. PERCIVAL & CO., INC., 
373 Washington St., Boston, Mass. 


E. W. REYNOLDS CO., INC., 
Broadway & Fifth Street, Los Angeles, Calif. 


J. J. SCHMUKLER & SON, 
133 Canal Street, New York, N. Y. 


STEIN & ELLBOGEN CO., INC., 
55 E. Washington St., Chicago, Illinois. 


ALBERT WALKER CO., 
202 Washington St., Providence, R. |. 


WALLENSTEIN-MAYER COMPANY, 
31 €E. Fourth Street, Cincinnati, Qhio. 


SAMUEL WEINHAUS CO., INC., 
722 Penn Avenue, Pittsburgh, Pa. 


OFFICES 


NEW ENGLAND Sales Manager, Mr. W. J. Marshall 
DETROIT, 525 Fisher Bldg., Mr. C. J. Edwards 
LONDON, ENGLAND, 24-27 High Holborn, 


Mr. C. A. Schierwater 


TOKYO, JAPAN, No. 6 Naka Yongokan Marunouchi, 


Mr. M. |. Akamatsu 
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All “Waltham “Watches ave fully 


guaranteed by the manufacturer. 


Illustrations 7/8ths actual size 







‘a 


417-10 4 ligne 17 Jewel, Yellow 14 karat solid gold 
¢ curb chain re . List 
455-20 4% ligne 15 Jewel, 4 Diamonds, Yellow 14 417-11 4 ligne 17 Jewel, White same as above. .List 
karat gold filled case with silk cord...... List $50.00 
455-21 41% ligne 15 Jewel, 4 Diamonds, White 14 
karat gold filled case with silk cord...... List $50.00 Aa 


‘iy tA 


aa 








417=12 4 ligne 17 Jewel, Yellow 14 karat solid gold case with 
silk cord List $50.00 


417-13 4 ents 17 Jewel, White same as above List $50.00 


a —— 


i Ke Big % ii 





417-14 4 ligne 17 Jewel, 2 Diamonds, Yellow 14 karat solid 
gold case with silk cord List $55.00 
417-15 4 ligne 17 Jewel, White same as above List $55.00 


417-16 4 ligne 17 Jewel, 4 Diamonds, Yellow 14 karat solid 
gold case with silk cord : i List $60.00 


417-17 4 ligne 17 Jewel, White same as above. List $60.00 






rt ue 
455-22 47% ligne 15 Jewel, Yellow 10 karat gold ‘ 
filled case with silk cord.......... List $37.50 417-18 4 ligne 17 Jewel, 6 Diamon 
Yellow 14 karat solid gold case with s 
455-23 4:4 ligne 15 Jewel, White 10 karat gold pa: } List $65.00 
filled case with silk cord. A re List $37.50 






417-19 4 ligne 17 Jewel, White san 
List $65.00 


















455-24 41% ligne 15 Jewel, 2 Diamonds, Yellow 44 


karat solid gold case with silk cord List $47.50 
455-25 41% ligne 15 Jewel, 2 Diamonds, White 14 
elie Molto MelalioMaet Me Teil Melt: et List $47.50 





417-26 4 ligne 17 Jewel, 32 Diamond 
10@ iridium platinum case with silk 


POTTS CeCe TTR OR ET » . List $165.00 











ll saalidlhies hiliveail in alleac— 
live Chromium Cfift Boxes. 


illustrations 7/8ths actual size 
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Nhe "Waltham ataclory 


ESTABLISHED 


% < TT th 
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417-27 4 ligne 17 Jewel, Yellow 14 karat gold filled case with 


aalelial List $47.50 
417-28 4 ligne 17 Jewel, White same as above List. $47.50 455-37 41% ligne 15 Jewel, 2 Diamonds, Yellow 14 
karat gold filled case with silk cord...... List $45.00 
ie 455-38 41% ligne 15 Jewel, 2 Diamonds, White 14 
11 iy karat gold filled case with silk cord...... List $45.00 





w 


417-29 4 ligne 17 Jewel, Yellow 14 karat gold filled case with 
k cord List $45.00 
417-30 4 ligne 17 Jewel, White same as above List $45.00 





417=31 4 ligne 17 Jewel, Yellow 14 karat gold filled case with 
silk cord List $45.00 


417-32 4 ligne 17 Jewel, White same as above List $45.00 


i) =f geagey= I) 


417-33 4 ligne 17 Jewe!. 2 Diamonds, Yellow 14 karat gold 
ed case with silk cord. List $50.00 


417-34 4 ligne 17 Jewel, White same as above List $50.00 


<— 


[ =BiErass 0 


417-35 4 ligne 17 Jewel, 4 Diamonds, 





455-39 41% ligne 15 Jewel, Yellow 10 karat gold 


Yellow 14 karat gold filled pry oe silk filled case with curb chain. List $39.50 
te List 955.00 455-40 41% ligne 15 Jewel, White 10 karat gold filled 
417-36 4 ligne 17 Jewel, White same case with curb chain... List $39.50 






13 above List $55.00 














455-41 41% ligne 15 Jewel, Yellow 14 karat solid 


gold case with silk cord List $42.50 
. 955-42 4% ligne 15 Jewel, White 14 karat solid gold 
; case with silk cord... , List $42.50 


417-43 4 ligne 17 Jewel, 26 Diamonds 
10% iridium platinum case with silk cord 


ae bihavevneod List $125.00 








A SENT 


obll “Waltham "Weidn ate fully 


guaranteed by the manufacturer. 


Illustrations 7/8ths actual size 




















3 
665-44 « ligne 15 Jewel, Yellow 14 karat s 
665-48 61% ligne 15 Jewel, 2 Diamonds, Yellow 14 aold case with filled link bracelet List $42:50 
karat solid gold case with silk cord...... List $45.00 665-45 61% ligne 15 Jewel, White 14 karat s 
665-49 61% ligne 15 Jewel, 2 Diamonds, White 14 jold case with filled link bracelet List $42.50 
karat solid gold case with silk cord...... List $45.00: 
; 
if | 
665-46 ¢ ligne 15 Jewel, Yellow 10 karat g 3 
filled case with filled link bracelet List $37.50 
665-47 « ligne 15 Jewel, White 10 karat gold 
filled case with filled link bracelet List $37.50 
" : = . — a 
; 9 ~—+ i + e 
= = oS 
767-61 7 ligne 17 Jewel, Yellow 10 karat rolled 
gold plate case with link bracelet List $32.5 
767-62 7% ligne 17 Jewel, White 10 karat rolled 
felolloMelleli-Maelt-M dil Mili) aoliela a1] L ist $32.50 
767-65 7'% ligne 17 Jewel, Yellow +0 karat rolled 
felolic Mellel -Meaelt- Mv aii Mill Meltela-ti-3) List $32.50 
- 7 1, Wt 1 , 
767-66 ligne MW Jewel, hite 10 karat rolled 767-64 11%, ligne 17 jewel 
gold slate case with link bracelet List $32.50 : ; 
karat rolled gold plate case 
bracelet List $3 
al 























} 


ri-vin-¥i ligne 17 Jewel, Yellow 10 karat rolled - nn 
gold plate case with link bracelet List $32.50 


767-68 7 ligne 17 Jewel, White 10 karat rolled 665-50 61% ligne 15 Jewel, Yellow 10 
gold plate case with link bracelet List $32.50 karat gold filled case with silk cord 
List $37.50 665-51 6% ligne 15 Jewel, 
karat gold filled case with silk 
Rivas nddhcntet undead List $37; 





tll wmalihes delivers in alleac— 
live Chromium Cfifl Boxes. 


Illustrations 7/8ths actual size 














gig 
665-52 6'% liane 15 Jewel, Yellow 10 karat rolled 


1 plate case with silk cord List $33.50 665-56 61% ligne 15 Jewel, 2 Diamonds, Yellow 10 
665-53 6% ligne. 15 Jewel, White 19 karat rolled karat rolled gold plate case with silk cord List $39.50 
1 plate case with silk cord List $33.50 665-57 61% ligne 15 Jewel, 2 Diamonds, White 10 
karat rolled gold plate case with silk cord List $39.50 
io "4 >> be — ee 
= A ee 2 es. Eee 





665-54 «4. ligne 15 Jewel, Yellow 10 karat rolled 


gold plate case with link bracelet List $35.60 
665-55 6. ligne 15 Jewel, White 10 karat rolled 
30ld plete case with link bracelet List $35.00 





- _ _—s — 
= a is i 
oo _—=— = 

rib e-> al ligne "7 Jewel, Chromium plated bezel, 


stainless steel back case with link bracelet List $22.06 
767-70 7 ligne 17 Jewel, Chromium plated bezel, 
tainless steel back case with link bracelet List $29.50 


GN Miata tee amen inamene  VEPaaRE-E 








71 ligne 7 Jewel, Chromium 





761-73 7°% ligne 7 Jewel, Yellow 10 karot rolled 


1 stesieifeh sj = . 
stainless steel a ees an gold plate case with link bracelet List $25.00 
List } > 
1-72 9 ‘ | Ch 761-74 7°: ligne 7 Jewel, White 10 karat rolled gold 
. igne 17 Jowey, Sivneuen plate case with link bracelet List $25.00 


stainless steel back case with 


List $29.50 
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761-75 7° ligne 7 Jewel, Yellow karat rolled id 
gold plate case with link bracelet List $25.06 
665-58 61 ligne 15 Jewel, Yellow 10 761-76 7 ligne 7 Jewel. White 10 karat rolled 
karat rolled gold plate case with silk co-d gold plate case with link bracelet List $25.00 


665-59 61% ligne 15 Jewel, White 10 List $33.50 
karat rolled gold plate case with silk cord 
vee de I a . List $33.50 
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All Waltham Watches are fully 
guaranteed by the manufacturer. 





Illustrations 7/8ths actual size 





767-15 714 ligne 17 Jewel, Yellow 14 karat solid 
gold case with leather strap............ List $60.00 





767-10 71% ligne 17 Jewel, Yellow 10 karat gold 


filled case with leather strap ihe $37.50 
767-11 7'4 ligne 17 Jewel, White 10 karat gold 
filled case with leather strap . List $37.50 


ff 
tt 





767-12 71% ligne 17 Jewel, Yellow 10 karat gold 










em , filled case with leather cord List $38.50 
ATLL Oe. 
—— 
767-16 714 ligne 17 Jewel, Yellow 10 karat gold 
filled case with leather sap........... List $37.50 167-13 11% ligne 17 Jewel, Y 
767-17 7% ligne 17 Jewel, White 10 karat gold karat gold filled case with filled 
filled case with leather strap............ “ee List $¢ 67 


767-14 7'4 ligne 17 Jewel 
karat gold filled case with filled 
List § 







¥ 
é 
i; 
3 








567-18 6/0 size 17 jewel, Yellow 14 karat gold 


filled case with filled link band........ List $40.00 
567-19 6/0 size 17 Jewel, White 14 karat gold filled 
cose with filled link band.............. List $40.00 


567-20 6/0 size 17 Jewel, Yellow 
karat gold filled case with leather 


Setoeberdeneveweebs keen List $35 


a 








All weslileis debits si allrac— 
live | EE Gift 1 ones. 


Illustrations 7/8ths actual size 


767-27 7) ligne 17 Jewel, Yellow 14 karat solid 
gold case with leather strap. .......... List $75.00 















767=21 714 ligne 17 Jewel, Yellow 10 karat rolled 


gold plate case with leather strap ane ¥ b Sel!) 
767-22 7'/; ligne 17 Jewel, White 10 karat rolled 
gold.plate case with leather strap List $32.50 





767-23 7'4 ligne 17 Jewe!, Yellow 10 karat rolled 
gold plate case with leather cord strap... List $33.00 
767-24 7) ligne 17 Jewel, White 10 karat rolled 
gold plate case with leather cord strap List $33.00 





761-28 7% ligne 7 Jewel, Yellow 10 karat rolled 
gold plate case with leather strap. ..... List $25.00 


25 7\4 ligne 17 Jewel, Yellow 10 
ed gold plate case with link 


Lat $35.00 ‘ 767-29 1' ligne 17 jewel, Yellow 10 karat rolled 


gold plate case with leather strap... List $32.50 
67-26 7'4 ligne 17 Jewel, White 10 


ed gold plate case with link 


List $35.0 













567-30 6/0 size 17 Jewel, Yellow 10 karat gold 
filled case with filled link band List $37.50 
567-31 6/0 size 17 Jewel, White 10 karat gold 
filled case with filled link band List $37.50 
567-32 6/0 size 17 Jewel, Yellow 10 

karat rolled gold plate case with leather 

‘ord 


OY rr ooe List $33.00 
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wdll Palthen Watches ate fully 
guaranteed by the manufacturer. 


Illustrations 7/8ths actual size 
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1235-39 12 size 17 Jewel Colonial, Yellow 14 karat 
gold filled case, butler back............ List $37.50 


1235-40 12 size 17 Jewel Colonial, Yellow 14 karat 
lid gold case, butler back........... List $75.00 
ire teeta tata = ait wt ¥s $ 761-33 714 ligne 7 Jewel, Yellow 10 karat rolled 





gold plate case with leather strap List $25.00 
761-34 71% ligne 7 Jewel, White 10 karat rolled 
gold plate case with leather strap . Liste $25.00 
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761-35 7'4 ligne 7 Jewel, Yellow 10 karat rolled 


i gold plate case with leather strap .. List $25.00 
761-36 71% ligne 7 Jewel, White 10 karat rolled 
gold plate case with leather strap. . List $25.00 


SE eee cee 


a ne 





— | 
| 
561-41 6/0 size 7 Jewel, Yellow 10 karat rolled Pers 
gold plate case with leather strap...... List $24.00 761-37 71% ligne 7 Jewel, Ye 
567-42 6/0 size 17 Jewel, Yellow 10 karat rolled karat rolled gold plate case w 
gold plate case with leather strap...... List $34.50 band........ 


ee = 

















561-43 6/0 size 7 jewel, Yellow 10 karat rolled 


gold plote case with link band.......... Liss $26.50 
567-44 6/0 size 17 Jewel, Yellow 10 karat rolled 
gold plate case with link band........ .List $34.00 361-45 3/0 size 7 jewel, Yellow 10 


60s és cee ee. 8 List $24 .00 





767-38 71% ligne 17 Jewel, Y: 


arat rolled gold plate case 


led gold ith leathe y 
~catgge i gmeprr hog 361-46 3/0 size 7 Jewel, Chromiil 


plated bezel, stainless steel back case 
leather strap......... ... List $176 ; 


q 































ESTABLISHED 1854 





761-47 7'4 ligne 7 Jewel, Yellow 10 karat rolled 


gold plate case with leather strap List $25.00 
761-48 714 ligne 7 Jewel, White 10 karat rolled 
gold plate case with leather strap List $25.00 





761-49 7'4 ligne 7 Jewel, 


cose with leather strap 


polished stainless steel 

List $24.00 
767-50 7'4 ligne 17 Jewel, polished stainless steel 
case with leather strap List $31.50 





~51 714 ligne 7 Jewel, Chromium 
bezel, stainless steel back case with 
nd List $23.50 







7-52 714 ligne 17 Jewel, Chromium 
1 bezel, stainless stee! back case with 


Tite) List $31. 





361-60 3/0 size 7 Jewel, Chromium 
plated bezel, stainless steel back case with 
leather Ry $17.50 


361-59 3/0 size 7 Jewal, Yellow 10 
karat rolled gold plate case with leather 


Meties Ok co pee List $21.00 


All watches delivaed in alleace 
° ai ° are 2 
live € heovcisen Gift Boxes. 


Illustrations 7/8ths actual. size 


1235-53 12 size 17 Jewel Colonial, Yellow 10 karat 
rolled gold plate case, butler back. . List $32.50 
1235-54 12 size 17 Jewel Colonial, polished stainless 
steel case, butler back........ . List $30.00 













561-55 6/0 size 7 Jewel, Chromium plated bezel, 
stainless steel back case with leather strap List $22.50 
567-36 6/0 size 17 Jewel, Chromium plated berel, 
stainless steel back case with leather strap List $30.00 
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561-57 6/0 size 7 Jewel, polished stainless steel case 
with link band . Lis $24.00 
567-$8 6/0 size 17 Par polished stainless steel 
ee ee a List $34.50 














Lp 


DIRECT DISTRIBUTORS OF (iy ALL AMERICAN WATCHES 





SEE OUR 


EXCLUSIVE 


WALTHAIT) 
WATCHES 





Also a full regular Line of 
ELGIN- WALTHAM & HAMILTON 


WE WILL BE AT THE NATIONAL ASS'N OF CREDIT J'L'R'S SHOW 
BOOTH 40 


A. HIRSCH COMPANY 


ESTABLISHED 1878 
W. A. KAUFMAN, PRES. H. HIRSCH, VICE PRES. 


35 EAST WACKER DRIVE CHICAGO, ILL. 
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Waltham Watch Co—A Pioneer 


(From page 79) 


the inventive teamwork of these horological enthusiasts, 
then plans drawn, and the child of their brain carried 
out in cold metal. And after the machines were installed, 
it must have been that many times the work had to be 
done all over again, to correct some trifling error. The 
imagination is staggered by the thought of their creation 
—every process a new trail blazed in the horological ap- 





The old factory in 1854. 


plication of mechanical principles, every machine con- 
structed by their own hands or under their direction! 

Howard, as time passed, assumed more and more the 
position of business man in the enterprise, while Denni- 
son, whose years at the bench now found their full 
fruition, became the designer and originator of plans. As 
remarked by Brearly, in “Time Telling Through the 
Ages,” “it was said of him long afterward that there was 
probably never an idea in American watchmaking that 
had not at some time passed through Mr. Dennison’s 
resourceful mind. He is known to many as the ‘Father 
of the American Watch Industry,’ although he insisted 
that Howard deserved the title as much if not more than 
he. Dennison schemed out what was to be done, while 
Howard found the money and invented the machinery 
with which to do it.” 

After a few years in Roxbury, the partners in 1854 
moved to Waltham, forming the Waltham Improvement 
Company to purchase the site for the new factory. In 
1857, after the concern’s reorganization, Howard re- 
turned to Roxbury to establish what later became the E. 
Howard Clock Company, while Dennison continued as 
superintendent of the Waltham factory under new busi- 
ness management. At this time the capital of the concern 
was increased and the name changed to Appleton, Tracy 
& Co., and shortly after to the American Watch Com- 
pany. In 1862 the Nashua Watch Company, established 
in Nashua, in 1859, was bought in. 

The first real harvest of success which came to the 
Waltham Company, demonstrating for all time the 
achievement which had been wrought by its founders, 
was occasioned by the Civil War, when the demand of 
military necessity for accurate timepieces in large quan- 
tities made itself felt. In 1860 the dividend declared by 
the company amounted to 5 per cent. In 1866 stock- 
holders received a welcome token of efficiency and skill— 
a dividend of 150 per cent! 
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In the history of the technical development of the 
Waltham watch, three men stand out as having made 
significant contributions to the highly mechanized manu- 
facturing processes which prevail today. They are Duane 
H. Church, Charles Vander Woerd, and E. A. Marsh. 

The first of these, Mr. Church, was a watchmaker 
from boyhood, beginning his apprenticeship in the trade 
at the age of 16 years. For more than 17 years he worked 
at the bench for various concerns, giving no hint of his 
latent powers as a toolmaker, although he was regarded 
as exceptional in his ability to repair watches. He at- 
tracted the attention of the officers of the Waltham 
Watch Company, and after but two months of employ- 
ment was made master watchmaker at the factory. This 
was in 1882. Finally, after 25 years of intimate associa- 
tion with watchmaking in all its forms, he entered the 
creative phase of his life, inventing machinery for the 
production of watches which appear impossible of further 
fundamental improvement. He designed and developed 
a plate-making machine containing a magazine at one 
end, in which hundreds of round blanks of brass or nickel 
are stacked, and which are removed from a similar maga- 





This view shows the factory in 1870. 


zine at the opposite end of the machine, where they have 
been automatically deposited, completely drilled and 
tapped. This machine performs 137 separate operations 
and delivers a finished plate every 90 seconds without 
being touched by the operator. He originated an auto- 
matic grinding machine, which produces cylinders and 
cones with absolutely no measurable variation in dimen- 
sions, wholly without human intervention, and at a saving 
of at least three-quarters of the cost of producing ground 
work under manual attendance. This machine is regarded 
as one of the most wonderful advances in the whole 
history of toolmaking. 

Charles Vander Woerd was born in Leyden, Holland, 
and came to America early in life. He became associated 
with the Waltham company (then the Boston Watch 
Company) in 1862, and was made superintendent of the 
factory in 1876. Before entering the watch industry he 
had considerable experience in the manufacture of tele- 
scopes, and thus brought with him a good knowledge of 
mathematics and astronomy, a possession which in after 

(Turn to page 93) 




















The Ball 
Company 


Have been Waltham 
Distributors over the 
entire period of their 
70 years in business, 
and are now sup- 
porting the present 
Waltham Sales Cam- 


paign. 
Coy 


Our Salesmen and 
Catalogs are now 
showing a new and 
attractive line of 
Walthams. 


THE BALL COMPANY 








ANNUAL PRICE LIST. 1 ; 


AMERICAN WATCHES. 














STEM WINDER. 
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The above illustration is an actual size facsimile 
page from our catalog printed in 1874 





98 EAST WASHINGTON ST. CHICAGO, ILL. © 
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Waltham Watch Co—A Pioneer 


(From page 91) 


years was extremely useful. One of his first developments 
was the establishment of an observatory for the securing 
of exact time rate for the accurate timing of the watch 
movements made by the Waltham company. In 1864 he 





The first railroad watch. 


invented an automatic pinion cutter, and in 1869 the 
concern’s first “Crescent Street’? movement, the “railroad 
watch,” was manufactured after his design. 

An automatic screw machine which Mr. Woerd orig- 
inated was exhibited at the Centennial Exhibition in 
Philadelphia and at the Inventions Exhibit in London, 
in 1885, where it received much admiration from tech- 
nical experts. 

E. A. Marsh, who became general superintendent of 


the Waltham plant in 1893, was a native of Massachu- 
setts who first entered the employ of the concern in 1865, 
commencing work in the tool room. After about two 
years he was transferred to the draughting room to take 
charge of the construction of newly designed machinery. 
Here he designed and built a number of new machines of 
much importance. 

It is an interesting coincidence that the designer of the 
first watch which was ever manufactured by Aaron L. 
Dennison was designed by a watchmaker of the same 
name as Mr. Marsh. It was David S. Marsh, of Ver- 
mont, who with his brother, Oliver, went to work in a 
small room apart from the main factory to make by hand 
the two eight-day watches which were to be in due time 
the patterns for the manufacture of interchangeable watch 
parts. 

The business management of the Waltham Watch 
Company through the years also has its roster of illus- 
trious names. In 1857, Royal E. Robbins, who had been 
active in the importation of English watches as a partner 
in the firm of Robbins & Appleton, bought the plant at 
Waltham together with Tracy & Baker, case manufac- 
turers of Philadelphia. The concern then became known 
as Appleton, Tracy & Co., succeeding the Boston Watch 
Company, the name which had been used by Dennison 
and Howard. In 1859 the name was changed again to 
the American Watch Company. Mr. Robbins was 
elected treasurer and general manager of the new com- 
pany, which position he held until his death in 1902. He 
was succeeded in the office of treasurer by his son, Royal 
Robbins. 

Daniel Fuller Appleton, who had been a partner of 
Mr. Robbins in his importing business, also became asso- 
ciated with the Waltham company, spending his time and 
energies in selling its product. 

The corporate name of the concern was in 1885 

(Turn to page 94) 


The Waltham plant in 1910. 
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By a natural association of ideas the name 
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to your mind. 


i 


We point with pride to this half-a-century 
record as distributors of Waltham watches 
and take great pleasure in announcing at this 
time the presentation of the most complete 
and varied line of Waltham watches ever as- 
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attending the Chicago convention are cor- 
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EXCLUSIVELY TO THE DISTRIBUTION OF 
AMERICAN WATCHES: 
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WATCH COMPANY 


Wholesalers of American Watches since 1875 


220 West Fifth Street 35 E. Wacker Drive 
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Waltham Watch Co.—A Pioneer 


(From page 93) 


changed to the American Waltham Watch Company, 
and it was in the following year that the late Ezra 
Charles Fitch became president. He was a descendant of 
‘Thomas Fitch, governor of Connecticut, and was related 
to John Fitch, said to be the true inventor of the steam- 





Exhibit of the American Watch Company (now the Waltham 
cempany), of Waltham, Mass., at the Centennial Exhibition 
in Philadelphia, in 1876. This illustration is reproduced from 
a full page four-color engraving printed in THE JEWELERS’ 
CIRCULAR AND HOROLOGICAL REVIEW for August, 1876. 
The following description was printed in the same issue: 
“There are displayed in the exhibit of this company 2,200 
cased movements, and this vast number merely represents the 
work of one week at their factory. Think of it for a few 
minutes, and let the immensity of the figures be fully appreci- 
ated. Twenty-two hundred watches a week, over 9,500 a 
month, and 114,200 a year!” 


boat. He began his association with the jewelry trade 
with Bigelow, Kennard & Co., Boston retail jewelers, as 
a clerk. Next he was employed by Robbins & Appleton 
of Boston, selling agents for the American Waltham 
Watch Company. After traveling over the United States 
for a year or two in this capacity he became manager of 
the New York office, and in 1883 assumed the duties of 
resident manager of the factory at Waltham. Three 
years later he became president, a position which he held 
for 40 years. He died in 1932, at the age of 85, after 
having spent 67 years with the Waltham Watch 
Company. 

The development of the factory plant at Waltham 
reveals an interesting picture of the growth of this great 
firm of American watch manufacturers. 

The original factory buildings at Waltham were no 
longer in existence in 1879, having been replaced alto- 
gether by enlarged structures to accommodate the in- 
creasing business of the concern. In 1873 brick construc- 
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tion was adopted, and as time passed this building of 
three stories was added to in every direction but down! 
Two more floors were built on the top, and a five-story 
wing added in 1903. The buildings have been constantly 
improved and enlarged, and have been provided with 
every possible facility for safety and convenience of the 
employees. In fact, the present extent of this great fac- 
tory makes it practically impossible for a good photo- 











CHRONOLOGY OF THE PIONEER WATCH MANU- 
FACTURING CONCERN WHICH BECAME THE 
GREAT WALTHAM WATCH CO. 


1850—American Horologe Co. established at Roxbury, 
Mass., by A. L. Dennison and E. Howard. 


1850—Name changed to Warren Manufacturing Co. the 
same year. 


1853—Name changed to The Boston Watch Co.; Wal- 
tham Improvement Co. organized to purchase site 
for factory at Waltham, Mass. 


1854—Plant moved to Waltham. 


1857—Business bought by R. E. Robbins and Tracy & 
Baker, and operated as Appleton, Tracy & Co. 


1858—Company re-organized and incorporated as the 
American Watch Co. 


1885—Name changed to The American Waltham Watch 
Co. 


1906—The firm’s present name, The Waltham Watch 
Co., was adopted. 








graphic view to be obtained, unless taken from the air. 

Thus, up to the present day, the Waltham Watch 
Company has grown and prospered—a symbol of Ameri- 
can industrial genius, of scientific aspiration, and of sound 
business acumen. Its factory, spreading over a broad 
acreage of ground, with a capacity of 4500, houses at 
present about 2000 craftsmen, all working at the produc- 
tion of a mechanism which is acknowledged to be one of 
the finest expressions of the American tradition of manu- 
facturing integrity. It is not for nothing that Emerson, 
in writing of an accomplished contemporary, said, ‘““He 
is put together like a Waltham watch.” 


Conditions in the American Watch Industry 


J. T. Montgomery, president of M. A. Mead & Co., 
Chicago, in discussing conditions in the American watch 
industry, said: 

“A preview of the fall lines of American watches being 
shown by Elgin, Hamilton and Waltham, is most con- 
vincing that never have our manufacturers done so well 

(Turn to page 96) 
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Conditions in the American Watch Industry 
(From page 95) 


in the production of smart models, at popular prices, as 
they have done this season. 

“Tt would be unfair not to give much credit to our 
foremost case makers for their share in these results. 

“Like the automobile builders, the American watch 
companies have, by their efforts in styling and pricing, 
pushed the American watch industry ahead of the parade 
back to prosperity. All American watch factories are, and 
have been for some time, stepping up their production 
until now they are operating at capacity, with the pros- 
pect that this will be inadequate to supply the demand. 

“In my personal experience it has been very gratifying 
to note that the rate of increase in sales of American 
watches the past two years has kept pace with the progress 
of those few outstanding industries which have, by their 
initiative and sound merchandising, done so much to lead 
the country out of the depression.” 





American Watches Combine Style and Accuracy 
H. Hirsch, vice-president of the A. Hirsch Co., Chicago 


wholesale jewelers, in discussing American watches said: 

“Accuracy, dependability and sturdiness are most im- 
portant functions of any watch and no where will you find 
these attributes exemplified more than in those manufac- 
tured by American watchmakers in American watch fac- 
tories. 

“Add to this, style and beauty, national publicity and 
wide price range and you have a story that should attract 
every jeweler. 





“That is why our firm has been specializing in the prod- 
uct of American watch factories for almost 60 years and 
are still most enthusiastic. 

“We feel confident that the jewelers who will put their 
efforts on American watches will not only benefit in a 
financial way but build on a sound foundation.” 





Praises American Watches 


In commenting on the Waltham Watch Co.’s special 
publicity and American watches, Sidney Y. Ball of the 
Ball Co., Chicago wholesale jewelers, said: 

“Waltham’s special publicity this month will be wel- 
comed by the trade as forecasting continuous sales pro- 
motion work by this important American watch manufac- 
turer. The American retailer and his customers need to 
have their enthusiasm for American watches maintained 
by continuous advertising on the part of the manufacturer. 
While all factories in the industry have a ‘good neighbor’ 
attitude toward the reputable Swiss watch manufacturers, 
there is much beyond the patriotic reason for our American 
plants to be running full force and full time. 

“Speaking for an organization that has featured Ameri- 
can watches over the entire 70 years it has been in busi- 
ness, it can be fairly and firmly stated that American 
watches have always been honestly priced, have given 
splendid satisfaction as timepieces, and have, therefore, 
earned the first right to the attention and patronage of 
American citizens. This rather interesting and significant 
observation can be made—the wholesale houses which 
have featured American watches over a long period of 
years are the houses of major influence in the trade today.” 
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Americans Take Pride in American Watches 


Many jewelers report excellent success in handling 
and featuring American watches, says William Aisenstein 
of Aisenstein-Woronock & Sons, Inc., wholesale jewelers 
of New York City. 

“Our experience has shown that when this is done their 
customers become educated to appreciate and respect the 
wonderful traditions of accuracy which have grown up 
with the industry of watch manufacture in this country, 
and to take a real pride in the fact that their watches 
represent the finest example of American mechanical 
genius and crafts .nship. 

“This is one of the reasons why our concern has spe- 
cialized in American watches for many years, and as a 
leading distributor of these watches we now are thor- 
oughly convinced of the wisdom of the policy we have 
adopted. We look to a steady improvement in the watch 
business in this and the succeeding years, as a further 
development of the popularity of timepieces of American 
manufacture.” 


Interesting Collection of Old Watches 
DRUM-SHAPED brass watch, its mechanism made 


of steel and iron and containing only one hand, is 
owned by Prof. Daniel E. Whitford, of Harris Village, 
R. I., instructor in mathematics at the Polytechnic Insti- 
tute of Brooklyn, N. Y. Prof. Whitford’s hobby is that 
of collecting key-wound watches made prior to 1850, and 


of the 50 rare specimens of which he is possessed several 
are believed to have been manufactured over 400 years. 

For the past 15 years he has been assembling the choice 
array of antique timepieces with the result that he has 
watches which were made in England, Ireland, Scotland, 
France, Germany, Austria, Sweden, Switzerland, Greece, 
Turkey, Italy, Holland, Canada and the United States. 
Just as bonds, securities and other valuable papers are 
kept in safe deposit boxes at banks, Prof. Whitford takes 
the same precautions concerning his unique collection. 

The smallest watch in his assortment is less than one 
inch in diameter and is shaped like a ball, while the 
largest is nearly four inches across and weighs almost a 
pound. The little watch was apparently worn on a 
woman’s necklace, while the larger specimen, a typical 
“he-man’s” timepiece, is of Swedish origin and no doubt 
would “grow heavy” in the vest pocket of a little man. 

Another highly cherished item is an exact duplicate of 
the watch carried by Napoleon Bonaparte during his 
colorful career on the battlefields of Europe. The orig- 
inal of this timepiece which was carried by the famous 
French general is to be found in a museum in New York. 
The specimen possessed by Prof. Whitford is three inches 
in diameter and is so constructed that it sets a tiny music 
box into motion at each hour. 

A watch from Holland is of silver with a design of the 
Nativity of Christ on the back of the case, while the face 
not only tells the time, but also the days of the week and 
month. All of the watches have been repaired and put in 


(Turn to page 98) 
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Interesting Collection of Old Watches 
(From page 97) 


running order by a veteran expert of Long Island, N. Y., 
at considerable expense. 

Prof. Whitford says that the earliest watches were the 
product of a lone maker, not of a company. Some of 
these individual workers were employed over six months 
on one watch; thus one may realize the fabulous sums 
that were asked for them. Only the very richest could 
afford watches during the first century of their manufac- 
ture. Those who were not fortunate enough to possess a 
watch relied upon public clocks in the market places with 
their big bells which rang out the hours. 

They also had recourse to the hour glass, sun dial and 
water clocks. Clocks were in existence as early as the 
year 1200, says Prof. Whitford, who has done consider- 
able research on the subject. The sun dial is the oldest 
method of ascertaining the exact time of day, he asserts. 
But it was not until about 1500 that watches came into 
existence. 

In Prof. Whitford’s collection are several watches con- 
taining two units of mechanism. There are two dials and 
two sets of hands on their faces. “These were used for the 
most part by sea captains; one kept the time of his home 
port, and the other the changing time at sea. While the 
daylight-saving schedule is in progress, Prof. Whitford 
often carries one of these unusual timepieces with him, 
one of the dials being set in accordance with the daylight- 
saving plan and the other at standard time. He has a 
stop watch made in 1820, which, if it could speak, no 
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doubt could narrate many famous horse races, men’s run- 
ning events and other athletic and sporting events where 
results are figured in split seconds. 

Still another choice specimen contains a sun dial, com- 
pass and only one hand, while an interesting exhibit is an 
Adam and Eve watch. There is a miniature of these two 
often-mentioned characters of the Bible, and around them 
in a half-inch circle crawls a tiny snake like a train, as 
the seconds are ticked out. On other sections of the col- 
ored enameled dial are scenes of the Garden of Eden. 

Some of the unique watches have three cases, all of 
which have to be removed to wind or reset the timepiece, 
while others have chimes, intricate striking mechanism 
with replicas of persons swinging hammers signaling the 
hours, together with the quarter, half and three-quarter 
hour. Some have time alarms and the little gongs give a 
powerful sound despite their small size. 

One watch is almost entirely of 22-karat gold and some 
of the keys used in winding the watches are unique ob- 
jects, many of them intricate in design and handicraft. 
The collection also contains specimens set with diamonds, 
sapphires, pearls and other precious stones and there is 
one watch which unfolds like the petals. of a tulip when 
the time is being noted. 

Prof. Whitford’s objective is to secure 365 antique 
watches; then he will have one for every day of the year. 
He is a graduate of the high school at West Warwick, 
R. I., with honors; Brown University and Harvard Uni- 
versity and Graduate School. He was formerly an in- 
structor at the University of Rochester. 


United Horological Association of America Plans 
“National Watch Inspection Week” 


The United Horological Association of America is 
sponsoring “National Watch Inspection Week,” the date 
of which has been set for Oct. 13-20. 

The association is asking the cooperation of not only 
its own members but that of watchmakers and jewelers 
throughout the country to make this plan a big success in 
impressing upon the public the need of periodical inspec- 
tion and overhauling of watches and clocks. It is urged 
that only skilled workmen should be entrusted with this 
work, 

Since “National Watch Inspection Week” is not 
scheduled until the middle of October there is plenty 
of time for the planning of window displays and the 
arranging of other means for calling this campaign to the 
attention of the public. The association is ready to offer 
suggestions to all who wish to take part in this campaign. 

The headquarters of the association are at 3326 E. Col- 
fax Ave., Denver, Colo., and the national executive secre- 
tary is Orville R. Hagans. Manufacturers and whole- 
salers are urged to make mention of “National Watch 
Week” in their advertising. Retail jewelers are requested 
to make appropriate window displays to call public atten- 
tion to this campaign. 





A New Picture Easel 


The RIJID Easel—the latest development in photo-frame backs is being 
fe-tured by a number of prominent manufacturers. Designed for dura- 
bility and serviceability, the easel is supnorted by a steel strut that cannot 
tear, twist or warp—like ordinary cardboard. This sturdy metal brace 
assures the photo-frame long life and prevents tipping over. The other 
revolutionary feature is the simple locking device that enables adjustment 
ot the frame to any desired angle or position. 
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CG. Edgar Willson 


Editor and Vice-President of THE JEWELERS’ CIRCULAR-KEYSTONE 


passed away at 7:15 A.M., Sunday, September 1, 1935, at his home 


on Orchard Road, Demarest, New Jersey, at age of 02 years. 


T EDGAR WILLSON, business journalist, editor of THE JEWELERS’ 

* CIRCULAR-KEYSTONE since 1903, and associated with that 
publication for 43 years, died suddenly Sunday, September 1, at 7.15 
a. m., at his home at Demarest, N. J. He had been ill for six weeks 
from a duodenal ulcer and was recovering from this affliction when 
he suffered an embolism causing instantaneous death. He was 62 
years old. 

Mr. Willson was the son of the late Thomas Edgar Willson, who 
was for years librarian of The New York World, and first editor of 
The World Almanac, and Mary E. Willson. Born Feb. 3, 1873, in 
Greenpoint, L. |., he was educated in the public schools of New York 
City and attended the College of The City of New York. After brief 
employment with The New York World and The Sun, at the age of 
19 years he joined the staff of THE JEWELERS’ CIRCULAR in 1892. 
Two years after his marriage in 1901 with Miss Mabel Beekman, of 
New York, he became editor of the publication. He was later made 
vice-president. 

Through the whole of his life the deceased labored for the better- 
ment of the jewelry industry, and on many occasions he was a spokes- 
man in Washington representing the trade in matters of legislation. 
He was at one time secretary of the National Stamping Law Com- 
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mittee, through the influence of which laws governing the stamping 
of precious metals with quality marks, both national and state, were 
enacted. During the Coolidge Administration he was a member of the 
United States Assay Commission, which is responsible for the weight 
and fineness of the gold and silver coins of the country. 

He was a past president of The Jewelers’ Twenty-four Karat Club 
of New York and for years chairman of the Publicity Committee of 
the Club; a director of The Horological Institute of America; member 
of the Good and Welfare Committee of The Jewelers’ Board of Trade; 
a trustee and one of the founders of The Maiden Lane Historical 
Society. He was instrumental in the formation and served as a director 
of The Jewelers’ Vigilance Committee, and was a former chairman 
of the Advisory Council of the American National Retail Jewelers’ 
Association; a member of the Jewelers’ Fraternal Association, an honor- 
ary member of the New York State Retail Jewelers’ Association, and 
a member of the old Jewelers’ League. He was also a member of 
The Town Hall Club. 

He is survived by his widow, Mrs. Mabel B. Willson, and a son, T. 
Edgar, Jr., of Demarest. 

Funeral services were held at his late home on Wednesday, Sept. 4, 
at 11 a. m., with interment in the family plot in Mount Hope Cemetery, 
Hastings-on-Hudson, N. Y. 
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CG. Edgar Willson 


February 3, 1873 — September 1, 1935 


He has gone, but what a heritage has he left behind in the memory, lives 
and hearts of his family, associates and friends! 

To those who were close to him, who labored by his side passing their 
days in work under his guidance and inspiration, it was given to know more 
deeply than most the high ideals, the great-hearted tolerance, and the broad 
vision of T. Edgar Willson, our editor, and our friend. 

His was a life of work, progress, and of happiness—a happiness sprung 
from the evolution through the crowded years of patient and tireless build- 
ing of “the paper” as he had conceived it should be—for the life and the 
work of Mr. Willson were one. His three score years and two were full of 
action, of achievement, success and honor. These were the virtues that 
soothed and sustained him in all those years of toil and growth, till he could 
lay his burden down with the happy consciousness—I have kept the faith. 


*“O, strong soul, by what shore 
Tarriest thou now? For that force, 
Surely, has not been left vain! 
Somewhere, surely, afar 
In the sounding labor-house vast 
Of being, is practised that strength, 
Zealous, beneficent, firm! 

A soul tempered with fire, 
Fervent, heroic and good, 
Helper and friend of mankind.” 


And so it is that we, in sadness, express not merely our sorrow and grief 
over the loss of Mr. Willson, but especially our appreciation of his strength, 
give recognition to his great contributions to our lives and work, and express 
in loving memory a measure of the deep bonds of friendship which came 
to us from him. 

For almost forty-four years he had been with us—fearless, steadfast and 
constructive. We shall not forget the magnetism which drew men to him 
—the wisdom which guided and helped others to become more useful men. 

Our hearts are full of gratitude and thanksgiving for this great life, from 
which have come principles that shall not change and memories that cannot 


fade. 
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by 
ROBERT M. SHIPLEY 


President, Gemological Institute of America 


The Spinel in the finial of the Imperial Crown of 
the former Russian Czars. 
(about actual size) 


ln the possession 
of those qualities required in a gem the spinel is out- 
standing. Fine specimens of spinel combine beauty, dura- 
bility, and rarity in a high degree. Indeed, the compar- 
ative rarity of the gem stone affects its popularity or 
vogue—an important factor of value in any gem. The 
jewelry buying public has little opportunity to become 
familiar with its admirable qualities. 

Indeed, to the jewelry trade as a whole, spinel is a gem 
but slightly known, many American retailers having 
heard of it for the first time when the “Jurado Diamonds”’ 
recently publicized in England were easily identified as 
colorless synthetic spinel by the English gemological 
laboratory,’ as reported in THE JEWELER’S CIRCULAR- 
KEYSTONE for March, 1935. 

The spinel is not a gem-variety of some other mineral 
species as ruby and sapphire are varieties of the mineral 
corundum. Spinel is the name of the mineral species 
itself. The greater quantity of the mineral found is not 
of gem-variety, and possesses none of the factors of beauty 
which are the requirements of gem stones. Most of the 
gem-varieties occur in association with rubies and sap- 
phires. Especially when discovered in alluvial deposits 
as water worn pebbles it is easy to understand how a 
fine red spinel might be mistaken for red corundum. 
Spinels also occur naturally not only in red but in hues 
of blue, which are ordinarily less intense or more greyish 
than those of fine sapphires, although some intense blue 





1 The laboratory of the Diamond, Pearl and Precious Stone Trade 
Section of the London Chamber of Commerce. 
i * Kraus and Holden, Gems & Gem Material. 

3 Scholssmacher’s 1935 edition of Bauer’s Edelsteinkunde. 


The “Black Prince’s Ruby,” a Spinel 
in the State Crown of the King of 
England. 


(about actual size) 
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stones are known. In addition to red and blue gem 
varieties, genuine spinel includes rose, yellow to orange, 
orange-red, violet purple and reddish purple, “grass 
green” and also dark green to black. 

The red spinel is sometimes sold as “spinel ruby,”? 
but in recent years this name has been the subject of much 
criticism since the name lends itself to interpretation by 
the uninformed purchaser as being a variety of ruby. 

In past years many fine spinels have been mistaken for 
rubies. One long known as the Black Prince’s Ruby 
occupies the central position in the front of the King’s 
State Crown in the Tower of London; another orna- 
ments the finial of the handsome Imperial Crown of the 
late Czars of Russia. 

The pink and rose colored spinels were long known as 
“balas rubies,” obviously a misleading name. The blue 
variety is sometimes known as sapphire spinel, or sap- 
phirine.2, The yellow to orange red variety is sometimes 
called rubicelle, a particularly vivid variety of orange red 
being sometimes termed “flame spinel.” The violet and 
purple hues are known as almandine spinels since they 
are often similar to that color most often associated in 
the mind with the typical almandine garnet. Chlorospinel 
is a variety described as grass green.? Ceylonite and 
pleonast are the names applied to greenish black to black 
varieties. The latter was sometimes used in mourning 
jewelry.* 

The principal sources of spinel are Ceylon, Siam and 
Burma. In the United States spinel has been occasionally 
found at such widely separated localities as Hamburg, 
N. J., and Amity, New York, Mitchell County, North 
Carolina, and in a lead mine in New Mexico. The yearly 
production in normal years totalled only about $20,000. 
Although fine spinels of 72 to 400 carats are known, the 
size most usually seen in the American trade is of but a 
few carats. Spinels are distinguished from other gem- 
stones of similar colors by their refractive index which 
will be observed upon the jeweler’s refractometer as near 
1.72; by its hardness which is 8; its complete absence of 
pleochroism ; and its specific gravity. 

The specific gravity of the transparent gem varieties 
varies between 3.53 and 3.65. These values apparently 
vary with color; for the rose spinel from Burma has 

(Turn to page 107) 
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THE JONKER DIAMOND 


The intense interest aroused by the famous Jonker 
Diamond is conclusive proof that the buying public 
is again ''diamond conscious." 


May we help you to cater to this ready market from 
our large and varied stock of precious stones and 
fine mounted jewelry? Let us cooperate with you 
on your special and general requirements. 


DIAMONDS 


Round and Fancy Shapes 


DIAMOND JEWELRY 
Bracelets — Rings — Clips 


Pearls and Precious Stones 


HARRY WINSTON 


BRITISH EMPIRE BUILDING 
ROCKEFELLER CENTER 


620 FIFTH AVENUE NEW YORK 
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LINKNOWN FATHER of THE TALKIES 





So Gove Hambidge Describes the Late Chas. Edgar Fritts, for Many Years 
Technical Editor of The Jewelers’ Circular, in an Article in “This Week” 
Supplement of the New York Herald Tribune 


Epitor’s NorE—Thirty years after his death, in 1905, the 
New York Herald Tribune, in an article in its Sunday Supple- 
ment, Feb. 24, gave full credit to Chas. Edgar Fritts, for many 
years technical editor of THE JEWELERS’ CIRCULAR, as the first 
inventor of the talking pictures, though the patent based on his 
invention was not granted until after Fritts’s death. Fritts was 
a horologist and scientist and one of the great inventors of his 
day. His work on the THE JEWELERS’ CIRCULAR gave him the 
opportunity and means of developing his discoveries of inven- 
tions. The article written by Gove Hambidge, in part, follows: 


URIED in a stack of technical papers a foot thick in 

the files of the Radio Corporation of America is the 
strange story of Charles Edgar Fritts, inventive genius and 
crotchety recluse, whom few people have ever heard of, 
but who was the father of modern talking pictures. 

Fritts was born almost a hundred years ago, in 1838. 
Perhaps that was his real trouble—he was so far ahead of 
his time that people could not grasp what he was driving at. 
Even the experts in the patent office could not understand 
the principles behind his major invention, a method and 
apparatus for photographing sound, recording it, transmit- 
ting it electrically and then translating the photograph 
back into the original sound. In spite of Fritts’s careful 
and amazingly prophetic explanation, the thing must have 
seemed a crazy dream when he first sent in his claim for a 
patent. : 

This was as far back as 1880, several years before there 
were such things as motion pictures. And it was not until 
36 years later, in 1916, that the patent was granted— 
partly, or largely, because it took the experts that long to 
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catch up with him. Meanwhile, Charles Edgar Fritts had 
been dead eleven years. 

People who know about such things say that when the 
patent finally did come along it was one of the broadest ever 
granted any inventor. This was because Fritts did his job 
so well. He not only got in on the ground floor; he was 
the ground floor. The talkies could hot escape using the 
methods this patent covers. They are basic in recording 
sound by electrical means, and they even have in them the 
seed of modern developments in television. 

The patent was bought from Fritts’s heirs by the Victor 
Talking Machine Company and subsequently transferred 
to R.C.A.-Photophone, manufacturers of talking motion- 
picture equipment. It laid the groundwork for a great 
modern art and industry that has spread over the earth. 

Fritts was born in Oneonta, N. Y., on Oct. 13, 1838. 
(In that year New York’s rapid transit system was born, 
too, in the form of a stagecoach line running along Broad- 
way ; and not long before Congress had voted funds to try 
out a newfangled invention called the telegraph.) He 
turned out to be a fine youngster who did well in school, 
and later excelled in Greek, Latin and German in the 
Delaware Literary Institute at Franklin. But he could not 
stay there more than a couple of years. He had to get busy 
earning a living. 

He tried school teaching for a while. Then a passion 
for precise mechanical work led him into watchmaking and 
repairing. In that job he could sit down all day in some 
quiet cubbyhole, squinting at fascinating little wheels and 

(Turn to page 177) 
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Gems of Unusual beauty and 
value—available from our 
stock at all times. Wearepre- 
pared to cooperate with you, 


on whatever your require- 


Unmounted Star Sapphires, 
ranging in colors from ex- 
quisite pale tones to deep 
blue—also mounted in cuff 
links, and in rings for men and 
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NEW JEWELRY DESIGNS FOR FALL 


In this plate of designs, which is the sixth in a series being prepared by 

Christian A. Jakobb for THE JEWELERS’ CIRCULAR-KEYSTONE, Mr. 

Jakobb has included both inspirational and simple suggestions in the 

modern trend. The smaller designs in the lower section beneath the 

bow-knot are more conventional and practical although the new ideas of 
modern art are strongly apparent. 
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Spinel 
(From page 101) 


been observed as 3.53; for a light violet stone from Siam 
it is 3.59. Pleonast, the black variety, has a specific gravity 
of over 3.65, while non-gem varieties sometimes reach 
4.5.4 

Ruby, sapphire, and other doubly refractive colored 
stones with which the singly refractive spinel is most 
frequently confused do possess pleochroism, so that ob- 
servation with a simple dichroscope is often sufficient to 
indicate their identity, although additional confirmatory 
tests should also be used. In the case of certain red 
garnets, which occassionally reach 8 in hardness, the 
spectroscope is sometimes necessary to distinguish them 
from spinels. 

The spinel is a magnesium aluminate. Its formula may 
be written MgOAI.Os, thus varying from the formula of 
corundum, Al.Os, by the addition of MgO. The synthetic 
spinel was developed as a result of early attempts to 
produce a blue transparent variety of synthetic corundum 
(synthetic sapphire). Experimentation with magnesium 
to produce a blue color in the substance led to the produc- 
tion of synthetic spinel. The composition of this synthetic 
substance which was manufactured in sizes suitable for 
use in jewelry varied in chemical composition, according 
to F. Rinne, from MgOAl.O3 to MgO5AIl.O3. The 
result is that with an increase in the proportion of alu- 
minum oxide, the physical properties, such as specific 
gravity and refractive index, tend toward the physical 
properties of corundum. However, these synthetics are 
known in the jewelry trade as synthetic spinels. They are 
as hard and as brilliant, but are not always so tough or 
of as fine color as the genuine spinels. By the addition of 
slight amounts of differing metallic oxides they are pro- 
duced in varying colors, some of which are unknown in 
genuine spinel. 

The pale yellowish-green and bluish green spinels called 
Erinide or Perigem and Emerada respectively, fluoresce 
strongly under ultraviolet rays and continue to phos- 
phoresce for some time after the exciting rays have been 
removed. Other colors of synthetic spinel include rose, 
violet, red violet, yellow green, dark green, blue and light 
blue. These are sold to the retail trade under various 
names by different distributors. These names include: 


Rozircon, berylite, “rose kunzite,” “rose topaz,” “synthe- 
tic crysolite,” dirigem, “synthetic peridot,’ “synthetic 
tourmaline,” “synthetic aquamarine,” “synthetic alex- 


’ 


andrite,” and “synthetic zircon.” 

The terms within quotation marks are scientifically 
incorrect. They are synthetic stones varying between 
spinel and corundum and not in any manner synthetic 
reproductions of the stones named. Therefore they are 
classified as incorrect and misleading in the gem nomencla- 
ture tables prepared for its members by the A. G. S. 
(American Gem Society), in 1933 and by the B. I. B. 
O. A. (The bureau of European jewelers associations) 
in 1935. Those names not in quotation marks are names 
which, through use of different distributors as the names 
for different colors, have gained general acceptance among 
the many legitimate jewelers who sell synthetics. 





4 Kraus and Hunt Mineralogy—3.5 to 4.5. Dana’s Texthook of Mineral- 
ogy 4.35 to 4.5. 
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Fast Instalments Beat Slow Open Credit 
(From page 65) 


to 80 per cent and so on, as the succeeding columns 
show. 
“Of course,” the Old Veteran admitted, “I don’t ex- 
pect you to grasp this all in one glance. No one else does.” 
“Now wait a minute, Old Vet,” Patty interrupted. 
“Suppose I give this customer five months to pay. How 
do I find what collection percentage those payments will 
produce? Oh, I have it. If he pays in one month, the 
collection percentage is 100 per cent, so if he pays in five 
months it would be one-fifth of 100 per cent, or 20 per 
cent.” 
“Or so it would seem,” the Old Veteran chuckled. 
“Let’s figure a $100 sale with nothing down and five 
months to pay, $20 a month.” 


Balance 
MIE ins cite airy Pm Silo Vase ORD $100 
SEE Ee ane ea aera 80 
NN Ss iid (oy iat! Skog 0b 46 wAGiOIN. wakes Wb e 60 
ao ne hss SA wie’ d's cane me AS 40 
rn 53 Gis a isle 8.6 w oe ele eS 4 n0'Slase's So's 20 
5) $300 
ee ere $60 
re 1 ANS. 5 oe aniduee he ee een $20 
SEE OTE I CT TE OY 33.3% 


“So you see, Don, the average collection percentage is 
not 20 per cent but 33.3 per cent, exactly the same as it 
would be if your friend should buy on open account and 
pay the entire bill in one lump three months later, as you 
will see here.” 


Account Payment Collection % 
First month ......%. $100 $0 0 
Second month ....... 100 0 0 
Third month ........ 100 100 100 

3) $300 3) $100 
PPERINO i oii. 5.0 iie6c oie $100 $33.3 33.3% 


“So you understand it would cost no more to finance 
your business if you collected nothing down and the bal- 
ance in five monthly payments than it would to sell on 
three months’ open credit. Which, by the way, is only a 
little slower than the average open credit collection speed 
in the jewelry trade today. 

“And suppose your friend pays 40 per cent down and 
the balance in nine monthly payments. The chart says it 
would take 25 per cent of the amount of the sale to 
finance the payments, exactly the same as for either three 
months’ open credit or for nothing down with five 
monthly payments.” 

“T never would have believed it,” Patty admitted. 
“And I still don’t see the distinction between Column 1 
and Column 2 of your chart.” 

“See here, Don. The first column represents simply 
the length of the contract, or the number of equal monthly 
payments to be made. That is the starting point of all 
this figuring. ; 

“The second column shows the average time the money 
is outstanding. For example, under a seven-month con- 
tract part of the account is paid in a short time, part in 
a long time. Four months is the ‘middle point’ from both 
a time and money standpoint. In other words, if all your 

(Turn to page 109) 
saeco 





eA THING OF BEAUTY IS A JOY FOREVER . . 


FANCY CUT 
DIAMONDS 


Keep up with the modern trend—create your jewelry around a 
variety of fancy diamondse—fancy gems lend towards greater 


charm and beauty in all types of mounted jewelry—make them 


IN ALL SIZES 









SOUTH AFRICA 
76 CHURCH ST., KIMBERLEY 


predominant in your every piece. 


We have instituted a new policy. In addition to our regular line 
of fancies, we carry for your convenience an assortment of rough 
diamonds suitable for manufacturing fancy diamonds to your 
individual requirements. 


We are equipped to serve you on consignments ranging from 
small accommodations of melees to large and unusual gem stones, 
and the out-of-town trade is invited to call upon us for its needs, 
assured of prompt and personal service via air mail. 


LOUIS GURFEIN @& SON 


608 Fifth Ave. 


New York, N. Y. 
Tel. MEdallion 3-4822 4823 


Direct Importers and Cutters of 
Fancy Shaped and Round Diamonds 
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Fast Instalments Beat Slow Open Credit 
(From page 108) 


accounts were on a seven-payment basis you would have 
just as much operating capital as you would have if you 
sold only on open credit to be paid at the end of four 
months in one lump.” 

“But how do I find what the average time will be? 

“Simply add one to the contract time and then divide 
by two. Compare the first two columns all the way down 
and see how that rule works out. For instance, suppose 
an account is to be paid in 8 equal monthly payments. 
Add one to 8, making 9. Then divide by 2 and you find 
414 months is the average time your money is outstanding. 

“Now divide this ‘average time’ into 100 per cent and 
you find the collection percentage that account produces. 
Thus, dividing 4% into 100 per cent gives 22.2 per cent, 
as you see in Column 3. 

“Really, Don,” the Old Veteran added sympatheti- 
cally, “I don’t expect you to remember all these processes. 
That is why charts are made, so you won’t have to figure 
out each individual problem. 

“To explain these investment percentages further, sup- 
pose you did $40,000 annual instalment business on terms 
of 20 per cent down with ten months’ time on the bal- 
ance. Financing this business will require $14,680 (36.7 
per cent of $40,000). If you sold $25,000 on terms of 
15 per cent down with six months to pay out, you would 
need $6,200 (24.8 per cent of $25,000) to finance those 
sales.” 

The Old Veteran sighed audibly. “Provided,” he said, 


“no one ever missed any payments.” 


>) 





Patty was about to put the chart in his pocket and close 
the discussion when a thought struck him. 

“Here’s a poser for you, Old Vet, that I bet you can’t 
answer,” he challenged. 

“Okay, shoot.” 

“Suppose I make a $100 sale, 20 per cent down and the 
balance in 10 monthly payments. By referring to Col- 
umns | and 2 I can see that 5.5 months is the average 
time the $80 balance will be outstanding. But those 
figures refer only to the time payments, $80, and not to 
the full $100 sale. Tell me what is the average time the 
entire $100 is outstanding.” 

“You lose the bet, my boy,” answered the Old Veteran. 
“The time payments average 5.5 months, and these time 
payments are 80 per cent of the whole sale. So the aver- 
age time the entire $100 is outstanding is 80 per cent of 
5.5 months, or—let’s see—4.4 months. 

“You don’t believe it? Well, get out your pencil and 
you will find the investment required to finance an open 
credit sale which stands on your books 4.4 months is 36.7 
per cent (4.4 times 81/3 per cent), exactly the same 
amount as the chart shows will finance a 20 per cent 
down payment with ten months in which to pay the 
balance.” 

“Again presuming no payments are missed,” Patty 

added gloomily. 





Wade’s Jewel Box, formerly located at 206 Colorado 
Building, 14th and G Streets, N. W., Washington, 
D. C., will be in a new location at 615 12th Street, 
N. W., between F and G Streets, within a short time. 
The opening for the business is set for Sept. 10. A. E. 
Schor is the manager. 
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Reproduced from the Weekly Illustrated. 


The Duchess of York 


PEARLS are fashionable among women the world 
over. 





“Orienta” cultured Pearls look and wear the same as 
natural Pearls at a fraction of the cost. 








The oyster grows both. 
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U. S. Treasury Gold Regulations 


The Government provides what is termed ‘a twenty- 
five ounce exemption’ —making it possible for you to ac- 
quire gold for use in your business without being licensed, 
These acquisitions of gold must be made from persons 
properly licensed to hold such gold. This rule is evidently 
intended for small jewelers, repair shops, dentists, dental 
laboratories or the like, whose operations do not require 
having a stock in excess of twenty-five ounces of fine gold 
at any one time. 

The retail jeweler has little if any occasion to purchase 
gold for further manufacture; therefore the exemption is 
of no particular value since it does not permit the pur- 
chase of melted or unmelted scrap. The jeweler is often 
required to accept discarded jewelry and before doing so 
must be licensed. 

The last sentence in Section 21 states very definitely 
that gold may not be acquired and held by persons engaged 
primarily or incidentally in the business of buying and 
selling gold other than fabricated (salable jewelry). In 
other words, when a jeweler buys discarded jewelry it is 
incidental to his business and whether this is taken in lieu 
of cash or as part payment against the purchase of an 
item sold from stock, the jeweler is in reality buying old 
gold and must be licensed unless he buys it for stock as a 
fabricated article and intends to sell it as such. 

It is very evident that the Government requires that 
every transfer of scrap gold be made a matter of record 
and as a result included or made part of the regular Gov- 
ernment old gold report. Therefore, at least one, either 
buyer or seller, must be licensed to regularly transfer 
gold and it is assumed that the licensed person will 
know whether that particular form of gold comes within 
the sanction of the Treasury Gold Regulations. 

If you have obsolete jewelry taken from your stock, 
you can dispose of this without need of obtaining a license 
because you are selling jewelry even though the price is 
considerably lower than what was originally intended. 
When this is disposed of to a properly licensed refiner, 
it becomes a matter of record as required. 

Some may have an idea that they can disregard these 
regulations. It may appear so from the start but this law 
is being enforced and we recommend that anyone accept- 
ing old gold in any form make application for gold license 
and in so doing avoid possible embarrassment. 

Therefore, if you acquire old gold (discarded jewelry) 
as scrap gold and intend to sell it as such, you must be 
licensed to do so. The application form can be obtained 
at the U. S. Mint or U. S. Assay Office in your district. 
You undergo no expense in obtaining a license. 

The Mint districts are listed as follows: 

Philadelphia: States of Illinois, Indiana, Kentucky, Maryland, 
Missouri, North Carolina, Ohio, Pennsylvania, South Carolina, 
Virginia, West Virginia, and the District of Columbia. 

New York: States of Connecticut, Delaware, Maine, Massa- 
chusetts, Michigan, New Hampshire, New Jersey, New York, 
Rhode Island, Vermont and Wisconsin, Puerto Rico, Virgin 
Islands of the United States and the Panama Canal Zone. 

San Francisco: States of Arizona, California, Nevada and 
the Territories and possessions of the United States not spe- 
cifically included in other Mint districts. 

Denver: States of Colorado, Iowa, Kansas, Minnesota, Ne- 
braska, New Mexico, North Dakota, Oklahoma, South Dakota, 
Utah and Wyoming. 

Seattle: States of Idaho, Montana, Oregon, Washington and 
the Territory of Alaska. 

New Orleans: States of Alabama, Arkansas, Florida, Georgia, 
Louisiana, Mississippi, Tennessee and Texas. 
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To the Bride 
(From page 59) 


for. ‘Then she saw the sign over the door, exclaimed, 
‘Oh, Michaels’! After this happened, we made a test. 
For about an hour we watched people passing the side 
windows, and there was not one person who failed to look 
at the displays with interest. 

“Of course, there was much comment and admiration 
from our friends, but this does not mean so much as the 
reaction which came to us unintentionally, showing in 





The Rings 
for the 
Ceremony 


As Seen in the Window No. I of 
Michaels’ Dedication to the Bride 











THE WEDDING RING 





he rings for the coremooy, especially the wedding ring seem 
© play eo wmngoficant part during the wedding preparstion 
br 






Michaels maintains a three-way payment system for the conven 
vence of its patrons There is the cash sale, the customary 30-day 
charge account. and the budget account. in which payments may be 
spread over a years period The price is the same on all three 
Michaels never diverges from this policy 


A Michaela Account Ie a Distinguished Credit Reference in New Haven 


« 
925 Chapel St At Temple 


JEWELERS OPTICIANS SILVERSMITHS 








One of the newspaper advertisements used in con- 
nection with the campaign. 


unmistakable ways that the promotion was an important 
step in putting Michaels ‘on the map.’ 
talked about so much that after the displays had been in 
about five days we received a call from the local news- 
paper for material for an editorial on the subject, which 
we gladly supplied. 

“The idea was unquestionably a success in every way, 
and in the future we shall attempt something along the 
same lines each year, with the same purpose in view.” 

The following copy has been excerpted from the win- 
dow cards-which were used in the various display win- 
dows: 


We present here an answer to a sometimes perplex- 
ing problem... What to give the bridal attendants? 
(Turn to page 112) 
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Chelsea Clocks are 


JEWELRY STORE 


Merchandise 


Moke and more, jewelers are realizing 
that their best chance for profit lies not 
in cheap department store merchandise, 
but in the quality products which dis- 
tinguish the jeweler from other stores. 
More of your customers will want and buy 
Chelsea Clocks this year. Let us send you 
our catalogue. (Illustrated: The Mariner 
—one of the best selling clocks in the 


whole Chelsea line.) 


AN lg. 





CHELSEA CLOCKS 


CHELSEA CLOCK COMPANY, BOSTON, MASS. 
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DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 
by R. J. Rocers, F.G.A. 


Price $1.50 Postage Paid 


This new book of all gems gives complete defini- 
tions of every stone used by jewelers from Achates 
(ancient name and origin of Agate) to Zircon and 
Zonochlorite with their specific gravity, chemical 
composition, crystallographic origin, hardness, re- 
fractive index, etc. 


The work is written for the jeweler with tables 
and notes in a form convenient for quick use that 
will give a brief explanation of crystallographic 
origins, some details as to cutting of gems, an ex- 
planation of refractive index, dichroism with 
tables, hardness with tables, specific gravity with 
tables, notes on manufactured gems and _ birth- 
stones. 


It is a valuable ready reference list for the retail 
jeweler, manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7x5% inches. 


The Jewelers’ Circular-Keystone 
239 West 39th Street New York City 
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To the Bride 


(From page 111) 


The five suggestions here are appropriate selections of 
fine quality and in the best taste, all reasonably 
priced. ... 

¢ ¢ 
The selection for the best man and ushers should 
combine good taste with practical value... . 

¢ ¢ 
For the Bride’s Gift to the groom there are many 
items to be found here which will be a lasting me- 
mento of the occasion.... We suggest a fine watch, 
chain and knife, a ring, a dress set, and various other 
appropriate gifts.... 

¢ ¢ 
We are especially proud of our collection of inex- 
pensive gifts that may be given with the assurance 
that each is appropriate and fine. 

¢ ¢ 
Shime He Must... For here is virtually the groom’s 
only opportunity in the entire wedding preparation. 
.. + Naturally, his gift to the Bride must encompass 
many things—lasting quality, knowledge of his 
Bride’s personal taste, and an idea to lend his selection 
a lasting and personal note. Often the Jeweler is 
able to drop a hint as to how to achieve this end. 

¢ ¢ 
To the family of the groom falls the honor of pre- 
senting the dinnerware, especially the tea service. 
The selection, of course, is governed by the wish of 
the bride, and by her selection of flatware. No gift 
is more anticipated than the lovely tea service. 


Michaels. 


In discussing the promotion, H. I. Michaels said: 

“Our two-fold purpose, to add prestige to our busi- 
ness and to increase sales, was very evident in the results. 
The quality of the merchandise sold was more gratifying 
than the actual increase in sales. Gold jewelry, we felt, 
was coming back to its own; diamonds and watches 
showed a taller average sale; silver sales were on the 
‘Hope Chest’ order.” 

“Prestige? A flow of comment and goodwill, so 
much desired by a firm which charges cash prices on 
credit sales for merchandise of national repute and 
established retail price, which vindicates a retail phil- 
osophy, and points to a splendid fall and holiday business.” 





Charles L. S. Read 


Louisvitte, Ky., Aug. 15—Funeral services for 
Charles L. S. Read, a jeweler here for 47 years and for 
the past five years assistant superintendent of vaults for 
the Fidelity & Columbia Trust Co., who died Monday 
night at St. Joseph Hospital, were held at 3 o’clock 
Wednesday afternoon in the residence, 1834 Eastern 
Parkway. Burial was in Cave Hill Cemetery. 

He began his career as a jeweler with the old George 
Wolf Co. when he was 14 and remained with the firm 
for 17 years. He later joined William Kendrick’s Sons, 
and was there 30 years. A few years ago he became 
affiliated with the trust company. He retired six months 
ago. He was a member of the Methodist Temple. 

Surviving are his widow, Mrs. Sue Finley Read; a 
son, Lee S. Read, and a grandchild. 
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Broadcasting the Time 
(From page 63) 


greatest accuracy. For years, precision timekeeper manu- 
facturers have struggled to improve these timekeepers. 

About five years ago, the Naval Observatory was de- 
pendent for the maintenance of its time accuracy on three 
rather old but excellent timekeepers. However, not being 
satisfied with these old clocks, Congress was approached 
and funds were obtained so that during the last three years 
we have obtained three of the new Shortt clocks, manu- 
factured by the Synchronome Company of London, Eng- 
land. 

For three years, Mr. Hope-Jones has been trying to 
learn the details of our time vault. It is recalled that in 
the early days he warned me by letter not to be too 
optimistic, adding that one government had spent almost 
a quarter of a million dollars in an unsuccessful effort in 
this direction. 

The Naval Observatory’s new time vault is patterned 
after the most accurately constructed compartment on 
board our battleships ; that is, the ship’s magazine. Insofar 
as possible, the time vault is a close copy of our ship’s 
magazine, except that it has not any flooding arrangements, 
which might be necessary to flood a magazine and render 
the powder nonexplosive, while we have no desire to floor 
the clocks and render them inoperative. In fact, all of 
our efforts are in the opposite direction. By the applica- 
tion of repeated coats of water-proofing material and the 
Navy’s old standby, bitumastic paint, we have eliminated 
the danger of moisture getting into the inner vault. 

Illumination of the inner vault is made by standard 
magazine lights operated from outside the vault and with 
double lenses to prevent even the slight rise of temperature 
that might result from the illuminating electric bulbs. 

The inner vault is completely contained within the outer 
vault and is surrounded by a dead air space. 

The outer vault’s temperature is controlled by a gas 
heating unit and the inner vault’s by an electric heating 
unit. Each is controlled by its own special thermostat. 

The accuracy of the conditions of this vault are beyond 
our specification requirements. ‘There has not been a 
variation of more than one tenth of a degree since the 
vault was built, over two and a half years ago. 

One of the clocks in that vault has not varied five 
thousandths of a second a day for the last six months and 
our rate curves of the clocks, our temperature curves, and 
our pressure are as near perfect as it is humanly possible. 

Our vault was once facetiously described as “a battle- 
ship’s magazine stuck in a thermos bottle sunk below the 
frost line.” In this vault are seven piers, each pier fac- 
ing at a different angle so that no two adjacent pendulums 
swing in even approximately the same plane. This was to 
prevent the possibility of the vibrations of one pendulum 
influencing another. The possibility of vibrations being 
carried from one clock through its pier and on to the 
adjacent clocks has been eliminated by having the piers 
separated from the floor of the inner vault. The space 
between the piers and the floor of the vault is filled with 
a non-communicating substance that deadens or absorbs 
any vibrations that might be present in the pier. Each 
clock is therefore mounted so as to be free from outside 
variations or influences. 

I have now told you how we determine the time photo- 

(Turn to page 115) 
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New Streamline 
Vanity and Cigarette Cases 
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EAUTIFUL new models of distinctive charac- 

ter showing modern trend toward smooth 
flowing lines—smart streamlined designs in 
choice selection of proper colors meeting the 
demand for something new in style accessories to 
match milady’s ensemble. 


NEW IMPROVED 
CATCH 


simple — practical — con- 
venient. Opens both 
powder and rouge com- 
partments with a slight 
pressure of the thumb. 





Beautiful French Enamel Finish 


wide assortment of colors—moderate prices— 
Retailer’s cost price 
Single Vanity $9.00 per dozen 
Double Vanity $12.00 per dozen 
Cigarette Case $13.50 per dozen 
SPECIAL:—6 dozen Metal Initials Free with every 3 dozen of 
an item purchased. 


INCREASE YOUR BUSINESS by giving women the new things. 
they are looking for—WRITE FOR SAMPLES. 


M. A. Miller Mfg. Co. 


1169 E. 43rd St. Chicago, Ills. 





113 

















flatware 
hollowware 
toiletware 
novelties 


LUGGAGE. 


Our new 1936 Catalog 
NOW ON PRESS 
illustrating lines that jewelers 
CAN and SHOULD sell 
STERLING SILVER PLATED WARE 


Jewelry products of— 
Simmons, Baer & Wilde, Louis Stern, Marathon, 
Bigney, Ostby & Barton, ete. 


Also large assortment of— 


DIAMONDS, WATCHES, CLOCKS, RONSONS, 


RESERVE YOUR COPY NOW 
AISENSTEIN & GORDON, INC. 


Wholesale Jewelers 
712-714 Sansom Street, Philadelphia, Pa. 





1847 Rogers Bros. 
Wm. Rogers & Son 
Community Plate 
Tudor Plate 























y 


Vv 





a revolutionary 
SAFETY CATCH 


At last the search for a fool-proof safety catch is ended. 
DUB-L-LOK automatically locks when pin is inserted—and 
double locks when roller is whirled. Should one forget to lock 
the catch, DUB-L-LOK still is locked—thus assuring the wearer 
that the pin equipped with this revolutionary new catch is 
safeguarded against loss. Alert jewelers will be quick to recog- 
nize the advantages of DUB-L-LOK and will want to equip 
their lines with this modern catch as soon as possible. Made 
in 18% nickel silver, sterling and gold in four sizes, priced no 
more than ordinary catches in these materials. 

We would like to have you see how this clever little catch 
works and will send mounted sample without charge. 





SIDE vitw 





ENO VIEW (ren) 


Designed to set 
high on the work 
and thus eliminate 
soldering prob- AUTOMATICALLY 
lems. LOCKED 











WRITE 
FOR Patent No. 1980124 
FREE ; ee 
SAMPLE Manufacturing Company 
9 MAIDEN LANE, Stocks at ATTLEBORO, 
NEW YORK either address MASS, DOUBLE LOCKED 
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Broadcasting the Time 
(From page 113) 


graphically and how we maintain the time with ideal in- 
struments under ideal circumstances. The third step in 
our task is to broadcast the time, and here again the per- 
sonal factor entered. For years, the procedure in broad- 
casting time was as follows: 

Prior to each broadcast the astronomer on duty com- 
pared the sidereal time in the vault with the broadcasting 
clocks in the time service room by means of a chronograph. 
After the chronograph run, measurements were made, er- 
rors were calculated, and the duration of the electrical in- 
fluence had to be determined either to retard or to ac- 
celerate the mean time clock. After this application of the 
electrical stimulus, a second chronograph run had to be 
made to determine how accurately the error of the mean 
time clock had been absorbed. This process required 
about sixteen minutes for a skilled astronomer to perform 
and of course it had to be done every time a broadcast was 
sent out. For the past three years, the Naval Observatory 
has been developing an entirely new and mechanical means 
of improving the accuracy and reducing the time necessary 
to accomplish this result. 

On the 7th of September, last year, our new apparatus 
was installed. Since that time the entire operation is auto- 
matic. It is regretted that I cannot give you a detailed 
description of this mechanical broadcaster but this must 
be deferred until a later date, inasmuch as the Govern- 
ment has made application for a patent for this device. 

With the old method, the accuracy was about one to 
two one-hundredths of a second. With this new and 
mathematically accurate method, which entirely eliminates 
the personal error, the accuracy has been increased to one 
one-thousandth of a second. 

Five years ago the Naval Observatory was broadcasting 
time three times a day. We then increased it to six, which 
was our limit because of reduced personnel. Now we are 
broadcasting time 20 times a day with an accuracy ten 
times as great. This time broadcasting robot shoots the 
signal and then reaches into space, picks up its own signal 
over the radio, prints a record of its own outgoing and in- 
coming signals. This record shows sidereal time, the mean 
time of broadcasting or emission, and the actual time the 
signal is on the air. 

Recently, a scientist from a foreign country, Colonel M. 
O. Tsao, Chief of Geodesy, described his surprise at receiv- 
ing signals of great accuracy and from an unknown source. 
After having visited several countries in Europe he came 
to America and visited the Naval Observatory. In reply 
to his inquiries he was told that the signals were being 
broadcast from this station. 

His reception of these hourly signals is one of the freaks 
of radio transmission, for while these signals cannot be 
received with constant reliability in some of our interior 

‘western towns, yet this scientist receives our signals with 
absolute regularity and great clearness twenty times a day, 
1200 miles up in the interior of China, at Nanking. 

That, to me, is one of the most astonishing things that 
has yet been learned, that our one frequency radio—113 
kilocycles—is audible on the other side of the world, way 
up in the interior of China. Colonel M. O. Tsao stated 
that his calculations showed that he received our time 
signals via the North Pole. 
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ENDORSED 


by leading manufacturers 


SOLD PROFITABLY 


by leading retailers 


KANTOR’S 


SUNSHINE 
SILVER 
POLISH 


A safe, effective liquid polish that 
restores and preserves a beautiful 
lustre. Kantor’s Sunshine Silver 
Polish is easy to use, ee 6 
minimum amount of "rubbing, ut 
pon = a removes every trace of 
tarnish and discoloration. Soft, 
smooth and entirely free from harsh 
abrasives. 
Sell Kantor’s Sunshine Silver Pol- 
ish to your silverware customers 
. they will quickly become cus- 
tomers = this splendid polish, too. 
Order from your nearest wholesaler 
$37.50 gross * $3.25 dozen 
$19.00 '/2 gross $1.80 '/2 dozen 
Resale price 50c 


KLEIN & SON 
Montgomery Ala. 














GEAR SHIFT KNOB 


Sterling Silver 
Pierced Monogram 


Display these attractive 
gear shift knobs and make 
every car owner a custom- 
er. Made of Catalin, in six 
popular colors, with ster- 
ling silver plates, available 
plain for engraving, or with 
pierced initials, two or 
three letters. 

Order a trial set . . . »1x assorted knobs in an effective 


display case. Obtainable for every make of car. Stipu- 
late make and year of car. Prompt delivery of orders. 


MONOGRAM TIE CLIP 








MADE IN STERLING, GOLD FILLED & 14KT YELLOW 





TWO OF OUR 
BEST SELLING 
THIMBLES 
MADE IN 
STERLING SILVER 
266 
SIMONS BROS. co. 
269 So. 9th St. Philadelphia 







































































Uomamthanc 


the newest pattern 
completes the 


‘ucky 7” 
in Crotham 


SILVERPLATE 


The next thing to STERLING 





The REGENCY CHEST 


The ideal presentation chest . . . regally dignified, 
entirely unusual, strikingly beautiful. It is made of 
durable wood in Neo-classic design . . . highly 
lacquered in squadron blue . . . decorated with 


- metallic stars . . . lined with royal blue anti-tarnish ——— 


velveteen and pleated white panne satin. Holds up 
to 74 pieces, conveniently. 


REMEMBRANCE, newest pattern in Gorham Silver- 
plate, brings the family of Gorham Silverplate patterns 
to seven. A lucky seven for every Gorham jeweler. 


For a sale of Gorham 


Silverplate means a satisfied 


customer, one who will come again for more. And it 
is a good profit, a definite profit sale. Gorham prices 


are never “see-sawed”. 


Show the new Remembrance pattern... with pieces 


of Marlborough hollow- 


ware ...and the new Regency 


gift chest. ‘They tell the public you are the jeweler 
referred to in Gorham advertising. 


Zh: GORHAM Company 
dene, Rhirde Leland -- since 1831 
AMERICA’S LEADING SILVERSMITHS 
6 W. 48th St., New York City 
10 8. Wabash Ave., Chicago 
140 Geary St., San Francisco 
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By HENRY BULLARD 


Building a profitable 
silverware business is like building a house—the structure 
must have a strong foundation of energetic selling effort 
at every point, if it is not to “sag” in the middle. The 
profits which come from selling silverware are not alone 
those realized through the sale of the merchandise itself, 
for silver is ever a reminder of the jeweler who sold it; 
there are some jewelers who will assert that the prestige 
which they enjoy in their community is due largely to the 
fact of having handled fine silverware for many years. 

Often jewelers who are adept in the promotion of 
silverware for wedding presents, and the sale of sets to 
the bride, will be lacking in an effective trophy-selling 
technique. It is well-rounded appeal to the public on 
all types of silver merchandise which builds an unusual 
reputation for the store and starts the flow of unsolicited 
inquiries which brings in the dividends of an established 
prestige, drawing customers with a consistency unequaled 
by any form of temporary sales promotion. 

John F. Carr, retail jeweler of Portsmouth, Ohio, has 
demonstrated the many ways in which a dealer can work 
to increase his silver business. To start with his trophy 
business : 

In May of this year the Portsmouth Rotary Club 
sponsored a hobby show for grade and high school 
students. Prizes were to be awarded, and children from 
a dozen or more schools located in Portsmouth and nearby 
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The 23 trophy cups sold by John F. Carr, retail 
jeweler of Portsmouth, Ohio, to be presented to the 
winning contestants of a “hobby show.” The cups 
were displayed throughout the period of the exhibit. 


communities participated in the event. The proceeds of 
the show were for the benefit of crippled children. As a 
member of the committee in charge of awards, Mr. Carr 
selected silver trophy cups to be used for the prizes—a 
total of 23. During the week of the exhibit of the 
hundreds of objects built by the contestants to show their 
hobbies, Mr. Carr’s cups were on display in a glass case, 
identified as the prizes and as having come from his 
store. 

This sale is typical of the many trophy sales this 
jeweler makes throughout the year. He keeps in close 
touch with the heads of the various schools in the environs 
of Portsmouth, and during the school season sells trophies 
for all types of athletic events. Last year he filled an 
order for 50 cups as prizes in a swimming contest. Then, 
there are marathon races, field days, and other occasions 
which all have their trophy requirements. Before a con- 
test occurs, Mr. Carr usually displays the cups to be 
awarded in his window for a week or more. This always 
creates interest among the youthful population. 

A selective method of direct mail and follow-up is 
employed with bride prospects. As soon as an engagement 
is announced a leaflet is sent to the young lady. In some 
cases, according to the prospect, the first mailing is fol- 
lowed by a handsome bride book. Often personal contact 
is possible and used to good advantage by the store. 

(Turn to page 179) 
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en million copies of 

these national magazines will 
carry Wallace advertising THIS 
FALL. This advertising will cre- 
ate a considerable impression on 
your customers. And speaking of 
impressions — it is easy to realize 
what a tremendous impact this 
Wallace advertising is sure to make 
on your customers, when you think 
that— 


If these millions of advertise- 
ments were posted on full-sized 
billboards stretching from coast to 
coast, they would require over 
60,000 boards placed 10 to each 
mile (one every 500 feet!), reach- 
ing from New York to San Fran- 
cisco back to St. Louis, and then 
all the way back to New York. 


But after all, the biggest impres- 
sion is made by the silverware it- 
self. That’s where its beauty, fin- 
ish, Wallace craftsmanship close 
the sale—that’s the impression that 
counts. 





R. WALLACE & SONS MFG. CO. 
WALLINGFORD, CONNECTICUT 
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MODEL HOME. 


EAHIBIT SELLS 
MORE SILVER 





ROG 


ld 





St 





Table set by T. C. 
Tanke, Inc., in 
Buffalo General Elec- 
tric Co’s model home 
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4d 
"Vie Century of Progress” Fair 


at Chicago, with its scores of exhibits displayed by large 
industrial corporations and public utility companies, de- 
signed to show the ideal uses of their products, has led to 
many smaller editions of the same idea in the larger trad- 
ing centers of the country. Undoubtedly, nothing inspires 
so potently the desire to possess as the practical demon- 
stration of the use of a product or service in the surround- 
ings natural to such use. Thus model homes, smartly 
decorated and equipped with every gadget known to mod- 
ern scientific ingenuity, offering a stimulating vision of 
what every American household would resemble should 
the little problem of ‘“underconsumption” ever be solved, 
stand out as important landmarks of the merchandising 
scene in every big city. 

One of these homes was recently erected by the Buf- 
falo General Electric Co., in cooperation with a number 
of manufacturers and retail establishments. At the sug- 
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“Model Store” shown 
by the same jewelry 
concern which helped 
to increase sales. 
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gestion of H. C. McCormack, vice-president of T. C. 
Tanke, Inc., Buffalo, N. Y., the utility concern decided to 
include in the dining room scheme a table spread with 
silver, and to put electric clocks in the other rooms. The 
jewelry concern’s offer to provide these articles for the 
exhibit was accepted. Credit for the cooperating firms 
appeared in a pamphlet distributed by the electric com- 
pany, and by a listing in each room of products repre- 
sented. 

In addition to the home, “across the street,” that is, 
across the aisle from the model home exhibit, is a “model 
store.” The privilege of occupying this shop for one 
month was accorded the Tanke concern. In March of 
this year it blossomed forth as a full-fledged jewelry store. 
Speaking of the benefits of this month of display, Mr. 
McCormack writes: “We have made many sales to people 
who come direct from the building over to our store. One 

(Turn to page 141) 
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IN TREASURE SOLID SILVER 


STERLING 9258/1000 FINE 


98. 


ROGERS, LUNT & BOWLEN take pride in pre- 
senting their newest creation in Sterling Silver Tableware— 
ReGeEwn cy. Itisa truly remarkable piece of craftsmanship. 


Indeed, it is the hand-craft quality about R zea EWN c y that 


gives it special charm and distinction. The hand-craft ‘‘feel”’ 


is there!—in the broad, solid shank of plain metal . . . in the 
ornamentation, done in a manner bold and crisp. The finish 
has a luxurious depth of color—rich and mellow, like old hand- 
made silver. It is just the type of pattern which will be wel- 
comed by the most exclusive shops. 


ROGERS, LUNT & BOWLEN CQO. 
Site eremithke - CREENPFPIELD, MASS. 
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“The only contact between the manufacturer and the dealer is the 

traveling salesman, who has no influence on the policies of manufac- 

turers, the latter being interested only in his sales, and not what the 
dealer has told him.”—A Retail Jeweler 


Fitts need of an impersonal 
reflector of the retail trade’s opinion and experience in 
connection with the merchandising of nationally adver- 
tised lines distributed largely through the jeweler has 
become increasingly evident in recent years. Complaints 
as to the disparity between the type of service offered by 
the manufacturer, and the needs of the retailer, have been 
voiced frequently at trade gatherings, and undoubtedly, 
such free expression has had its good effects. However, 
an organized summary of the position taken by a number 
of leading merchants is difficult to obtain from the scat- 
tered comments offered by speakers and from the conven- 
tion floor. For this reason THE JEWELERS’ CIRCULAR- 
KEYSTONE, starting in March, 1935, began a series of 
articles based on the answers to questionnaires by retail 
jewelers, taking up the problems arising out of the rela- 
tionship between dealer and manufacturer, which the re- 
tailer finds most pressing. The article in the March issue 
dealt with electric clocks. And now, we present a greatly 
briefed discussion of the response to a similar survey made 
on the subject of silverware merchandising. 

Pertinent comment by dealers in regard to their silver 
merchandising problems centered about the subjects of 
quality, price-cutting, mark-up, number of patterns, na- 
tional advertising and manufacturers’ policies of distribu- 
tion. 

The need in the plated-ware field, according to the 


preponderance of answers on this question, is primarily 
tor consumer education as to quality. “People that buy 
plate,” writes one jeweler, “apparently cannot discrimi- 
nate between quality plate and junk.”’ Another merchant 
asserts that he has had to combat “the great mass of pro- 
motional propaganda that was instituted by the silver 
manufacturers during the sinking years of the depression. 
‘The consumer was led to believe through this high-pres- 
sure salesmanship that he was getting great values when 
sterling silver was only slightly higher.” Others ex- 
pressed their difficulties variously, as “Merchandise of in- 
terior quality plate, put out to compete with better goods 
in appearance and at a lower price to appeal to an igno- 
rant public’; “Competition in cheaper grades on which 
there is no standard or mark to judge quality”; “To get 
away from low price appeal, and to encourage trade- 
marked lines of better quality.” 

In sterling, jewelers are somewhat concerned about 
the rise in prices, but by far the chief complaint lodged 
by a number of dealers is against the number of patterns 
on the market, and the frequency with which new ones 
are introduced. The 25-cent packaging charge, a source 
of much discomfort to retailers during the NRA era, 
was one of the things strongly disapproved, but this prac- 
tice, according to recent reports, has been discontinued. 
Throughout all the answers to questions runs the under- 


(Turn to page 123) 








THE RECORD OF PRODUCTION 


Data: Census of Manufactures 


Value of the Products of the Silver and Plated Ware Industry 


The figures for 1931 represent production; those for 1929 refer to sales (shipments or deliveries) by manufacturers. 


1927 
All Products, total value.............-.. $87 424,200 
NE ore ence a nd ek 27,757,15 
ere a eee 48,377,75 


Plated Ware other than Silver-Plated 
Te sa ce es ee 


Nigmeboiver Ware. .cicoeci es cks es 


Pein Were oo ack '. . wits Sa we dates Gare 


*No data given. 


5,065.766 


1929 1931 1933 
$85,882,325 $45,814,831 $34,332,544 
26,167,556 149506,350 qig#§  (ssa0au . 
44,623,305 21335,535 ~<a 
4,941,305 1,254,328 
1,991,972 
2,938,241 SZ oo ae 
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Design Patent No. 95160—issued April 9th, 1935 











MANCHESTER’S 


NEWEST--- 
POPULAR 


“Polly Lawton” 
Proving a 


Fast Seller 


A new Manchester sterling flat- 
ware pattern flashes into the 
merchandising picture. “Polly 
Lawton,” with a background of 
historic old Newport, expresses 
rare artistry and _ craftsman- 
ship, and has already taken 
her rightful place among the 
best sellers of the Manchester 
Line. Like each of the other 
fifteen flatware patterns pro- 
duced by Manchester standard- 
ized methods, “Polly Lawton” 
is a complete 115 piece service 
—is the same weight — same 
list price—carries the same 
discount and catalog number as 
the others. Manchester meth- 
ods simplify production, lower 
handling costs and prices. If 
you are not now numbered 
among the thousands of retail 
jewelers who are profiting by 
handling Manchester flatware 
and hollowware lines, it will pay 
you to get the facts. Catalog 
and price lists gladly sent upon 
request. 


MANCHESTER 
SILVER COMPANY 


PROVIDENCE RHODE ISLAND 
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Silverware—What the Retail Jeweler 
Thinks About It! 


(From page 121) 


lying theme of unfair competition in price cutting, and 
although some dealers report substantial relief in lines the 
distribution of which is “controlled,” others, while em- 
phatically favoring this principle, are still skeptical of the 
benefits which may have been derived from its applica- 
tion to date. 

Striking unanimity, however, is evident in the replies 
regarding number of patterns. To quote a few of the 
comments : 

“Patterns changed too often. Most people buy part 
of a set at a time, often stating that they are afraid pat- 
terns will become inactive before being completed.” 

“Too many entirely. If the retailer has worked up a 
trade for a new pattern, he has to do his work all over 
again every year. When he handles several patterns this 
becomes a nuisance and he ties up too much money to keep 
his stock up.” 

“Manufacturers should give the jewelers a breathing 
spell, particularly on new flatware patterns. Stress in 
their national advertising the quality and workmanship of 
the proven fine old patterns.” 

“Reduce number of sterling patterns produced. Head- 
aches will be lessened if all new patterns are submitted to 
the buyers of good houses before cutting dies. Eliminate 
national advertising and use that money to build for 
permanency by fostering stronger retail outlets. Dealer 
helps could be improved by cooperation with good 
dealers.” 

This question of ‘‘too many patterns” has been a shuttle- 
cock of discussion in the jewelry trade for years. Manu- 
facturers claim that the “news” value of offering a new 
pattern gives effective sales impetus to the silver business 
and that this exciting appeal is definitely needed. But 
it would appear that this policy, carried to an extreme, 
may defeat its own end. One retailer, sympathetic to the 
new pattern appeal, says: ‘““We must keep abreast of the 
times and new patterns add stimulus to our business. 
Dealers today can carry less stock on one pattern and di- 
vide their investment to keep newest patterns on display.” 
Another, definitely opposed, says: “There are entirely 
too many patterns. It is so bad now that we will not be 
able to stock nationally advertised patterns—carry only 
samples.” A representative summary of the retail jewel- 
er’s position on this question is found in the following 
thoughtful comment: “My idea for successful merchan- 
dising of sterling silver is, first, that the manufacturers 
should produce less patterns, concentrate on what good 
patterns they have, and instead of spending hundreds of 
thousands of dollars promoting new patterns, use this 
money boosting the patterns that have already had adver- 
tising. It seems a gross waste of money to put before an 
entire nation a beautiful silver pattern, then start right 
from the bottom again on another in a very short time. 
One-third of the money spent promoting a new pattern, 
were it put behind a pattern already established, would, 
I believe, result in just as many silver sales, with less 
trouble and more genuine profit all around.” 

On the subject of national advertising and its effective- 
ness, there was wide variance of opinion. The attitudes 
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Methods of distribution in the jewelry trade have 
undergone radical reforms and changes during the 
past 18 months. Not the least of these changes 
have been in the field of silverware, especially the 
better grades of plated ware, where policies of 
controlled distribution have been inaugurated. 
While many jewelers have expressed thorough 
satisfaction with these moves of the manufacturers, 
there still remain other sources of irritation be- 
sides those which controlled distribution is designed 
to correct. These problems have their genesis, it 
may be suspected, in the failure of the trade to 
adjust the mechanics of distribution to the rapid 
advance in mass marketing methods which has 
taken place during the past 20 years. The substance 
of this article attempts to bring to light the posi- 
tion of the retail jeweler—as the point of sale to 
the consumer—in regard to these growing difficul- 
ties, with what suggestions the dealer himself offers 
for their solutions. 











of jewelers might be loosely classified as (1) definitely 
in favor of national advertising, (2) regarding it valu- 
able mostly as a support to retailer’s local advertising, and 
(3), would do away with it. It will be acknowledged 
by all who desire to consider this question impartially, 
that the retail jeweler is naturally influenced in his opin- 
ions on this question by the nature of his own business, 
and may find it difficult to regard it from the point of 
view of the industry as a whole. “Any advertised line,” 
says one merchant, “is easier to sell. In some cases 
customers come in and ask for a pattern in either plate 
or sterling by name, and have their minds already made 
up to purchase it.” Another%teports that “To a consider- 
able extent it creates a desire for silver. We find a num- 
ber of brides quote different magazines or advertisements.” 


Here is Another Comment 


“Tt is a small factor when the results of our own adver- 
tising are tabulated against the inquiries because of maga- 
zine promotions. Dealer listing is valuable, especially when 
exclusive with a line.” Another jeweler remarks: “It 
makes people know these goods by name or by some identi- 
fication, so that they can ask for them. To identify local 
stores who carry these lines is a very good plan.” 

One complaint mentioned is that the national advertis- 
ing of price provides the price-cutter with a weapon 
against the legitimate merchant. Good stores sometimes 
become show rooms for upstairs dealers and catalog 
houses, where reduced overhead makes sales possible at 
substantial discounts. Again, in considering the ques- 
tion of advertising, the pattern problem crops up. “If they 
would stop new patterns and advertise their established 
lines it would be very helpful.” “Too spasmodic,” is 
another criticism. “It is concentrated on new patterns 
instead of hammering successful ones home.” 

On the subject of mark-up, the consensus is generally 

(Turn to page 125) 
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ALINE THAT MEETS EVERY NEED IN STERLING 





In beauty and variety of design and style, the compre- vertised Watson quality, gives unusual selling prestige 






hensive line of DRESSER SETS in Watson Sterling, to any product of the Watson Silversmiths. Extra pieces 
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‘Ranging from, the severely classic to the ornate, there beautiful PENELOPE design should create a consumer 
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This variety, plus of course, the well-known, widely ad- WATSON DRESSER SETS line. 





THE WATSON COMPANY. 126 WATSON PARK, ATTLEBORO, MASSACHUSETTS 
NEW YORK CHICAGO | LOS ANGELES 









Silverware 
(From page 123) 

that plated ware requires a margin of 50 per cent, and 
sterling 45 per cent. One jeweler called attention to the 
frequent refinishings, the free engraving, flannel bags, 
and shipping costs as evidence that present mark-up is 
not sufficient. “Today,” another commented, “the over- 
head is in excess of 40 per cent, hence the retailer must 
have more.” This is a typical response: “To engrave, 
supply bag, and deliver single items of flatware at present 
mark-up can only be done at a loss.” And, “Plated ware 
should carry a double up. Sterling, 45 per cent mark-up. 
Jewelers cannot make enough to promote and find silver 
a worthwhile investment.” Some gave expression to the 
opinion that if price-cutting could be eliminated, present 
margins would be “fairly satisfactory.” This abuse was 
characterized by one merchant as “the greatest hazard 
the average jeweler has to contend with. . . . One of the 
worst features I find is the practice of some stores to 
carry a few pieces as samples, then offering to order a 
set of silver for the customer at 10, 15 or 20 per cent 
above cost. Of course, they make some money on this, 
for they have nothing invested, whereas the man who has 
a full stock could not possibly carry the overhead on it 
and do business at a profit like this. The manufacturer, 
in cases like this where evidence is shown, should draw 
his lines, and in the long run I am sure it would be bet- 
ter for customers, dealers and manufacturers. It has 
been proven time and time again in the past that products 
subject to price-cutting finally fall into disrepute. Jewel- 
ers no longer regard them as high class products and ere 
long the public takes the same position.” 

It might be argued that the fact that price-cutting is 
so prevalent a practice would seem to indicate that were 
additional mark-up given to legitimate dealers, the effect 
would be to make this evil even more vicious. At least, 
this would appear to be the natural rejoinder. All of 
which brings up the subject of controlled distribution, its 
value as a policy and its effectiveness to date. We quote 
some replies to the question: Have there been any notice- 
able favorable effects resulting from the policy of con- 
trolled distribution adopted by several of the larger man- 
ufacturers? 

“Yes; and jewelers should hop on quick and encourage 
and patronize these firms. Jewelers don’t seem to appre- 
ciate it when these things are done for them, but they 
are always there to find fault before they are done.” 

“Yes; but the question is, How long ’twill last? We’ve 
gone through that before only to have them change their 
minds again. And we’re not as dumb as we used to be.” 

“At the beginning of the policy of controlled distribu- 
tion we felt its good results, but lately they have not been 


stringent enough in enforcing the rule. We have suffered ' 


price-cutting on articles supposed to be sold from manu- 
facturer to retailer direct, by hardware, department store, 
mail order houses and wholesaling retailers.” 
“Industrial jobber catalogs show less of advertised lines, 
especially in plated ware, and do not quote prices except 
on inquiry. Patterns illustrated are and 
and some other little known makers in sterling. They 
will quote prices on any pattern, though, and usually 
deliver the goods.” 





“Yes; but it is not controlled 100 per cent. However, 
(Turn to page 126) 
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A change has taken place. Science has scored another 


success. Silver tarnish is now PREVENTED instead of 
REMOVED. 

Thousands of jewelers have discarded the old-fashioned 
polishing of silver. They have discovered the new, modern 
way to protect their silver. They have discovered Silver 
Sentry. 

One Jeweler writes: “With your Silver Sentry our silver has 
now passed 2 months without the slightest deterioration.” 
Another: “Kindly send me one dozen Silver Sentry. The 
samples purchased in January have proven MOST satisfac- 
tory.” Still another: “We have tried your Silver Sentry in 
our display case and found it VERY satisfactory.” 

Silver Sentry is NOT a polish, NOT a lacquer, and is NOT 
applied to silver. It is an odorless compound that absorbs 
the tarnish-causing gases in the air and thus PREVENTS 
silver from tarnishing. 

A single jar works effectively in the average size (5 x 2 x 2) 
silverware drawer or chest. For the average showcase or 
display shelves 3 jars are recommended. Will last at least 
3 months. 


Order from your jobber or mail coupon to us giving his 
name. 





(Patented) 






RETAILS 50¢ 





Prepared, Tested and Guaranteed by 
Columbia Refining Ce., Long Island City, N. Y. Established 1889 


C) Please send me.............. trial jars (50 cents each). 
dez. of Silver Sentry, less regular trade 
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JOsEPH B. COOPER & SON 


have been for over four decades engaged 
in the Refining of Precious Metals. 


Our customers continue to be satisfied 
with their returns on OLD GOLD and 
other precious metals. 


Your shipments are accurately tested 
or assayed by experts and you are paid 
accordingly. All shipments are held intact 
for your approval of our estimate. 





We pay 
6%e per Karat, per Dwt. 





JOSEPH B. COOPER & SON 


26 John St., New York 
Factory: Brooklyn, N.Y. 





Our reputation is our success. 





What Every Jeweler 
Should Know 


Fundamentals of Gemology 
Precious Metals and Jewelry 
The Grading of Diamonds 
The Principles of Selling Quality 
Merchandise 
Merchandising and Turn-over 
Principles of Institutional Advertis- 
ing 
Window and Interior Display 
A Knowledge of Color 
A Knowledge of Design 
An Appreciation of Fine Merchan- 
dise 
These are the subjects included in our three mail 
courses for jewelers. Enrollment in all three 


courses prepares also for examination for use of 
the title 


REGISTERED JEWELER 


Write today: 


AMERICAN GEM SOCIETY 
555 SO. ALEXANDRIA STREET 
LOS ANGELES 
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Silverware 
(From page 125) 
75 per cent control is better by far than no control at all.” 

Types of outlets condemned as price-cutters included 
practically every type of retail outlet known to man, with 
emphasis on the following: Upstairs dealer, retailing 
wholesalers, small dealer with catalog, the industrial 
jobber, department stores, gift shops and mail order 
houses. 

One jeweler said the price-cutting evil was very impor- 
tant—‘“‘Here we have little trouble with the stores but a 
number of factories are bad actors. (We get polite but 
evasive answers from the offenders. )”’ 

Another comments that “The majority of retailers are 
ethical, but there is always some price-cutter who likes to 
see others keep faith but who will unhesitatingly do any- 
thing to make a sale. There is no remedy, NRA to the 
contrary. If the ethical retailer complains he is called 
jealous, the public laughs, so he keeps his mouth shut.” 

“Very little sterling sold at full price,” is the discour- 
aging contribution of another merchant. ‘Upstairs stores 
and industrial jobbers chief offenders. Most retailers 
have to meet this competition to make sales of sterling. 
Not so much price-cutting on plated ware.” 

A variety of treatment is reported by jewelers com- 
plaining to manufacturers about this unfair competition. 
Some jewelers, endowed with a sense of humor, have 
become cynical on the subject. One remarks that his 
complaint brought “a diplomatically worded nothingness 
implying they are entitled to all they can get and that we 
pushed them into doing these naughty things.” 

Another—‘We carry on a continual correspondence 
on these important matters, for it is the only way in 
which manufacturers get the information. A group meet- 
ing of retailers called by manufacturers would be a good 
plan.” A jeweler writes that he has complained many 
times, that “courteous replies are made and promises to 
look into the matter by the manufacturer, but, like Mark 
Twain’s complaint about the weather, nothing is ever 
done about it!” 

Some more expressions on this subject: 

“Manufacturers claim they sell more goods to depart- 
ment stores.” 

“A reply was received, favorable to us, but the sale 
was made, nevertheless, by the gift shop which we com- 
plained of as the offender. ‘The merchandise was in the 
price controlled distribution range and was sold at a profit 
of 10 per cent above cost.” 

“Have been complaining for years. Every now and 
then they make an attempt to better this condition, but it 
is mever permanent.” 

“The manufacturers of high grade merchandise are 


doing their best to protect the legitimate dealer.” 


“Manufacturers are always ready to help, and they 
have successfully helped us many times.” 

Among the recommendations for improved relationship 
between manufacturer and dealer were the following sug- 
gestions : 

“Study the Hamilton Watch plan. . . . Learn to ‘take 
it’ occasionally. Don’t use every ‘down move’ of the 
chart for an excuse to drop the policy. Don’t lend names 
to department stores—there’s no loyalty in them. Get a 

(Turn to page 127) 
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The Silver Situation 
By G. H. NIEMEYER 


The New York official price for silver remained un- 
changed at 6734 cents from July 13 to Aug. 12, which is 
perhaps the longest period on record, with the exception of 
the period immediately following the war, when the price 
was pegged at $1 per oz. by our Government because of 
the sale of silver by us to the British Government for 
India’s account. 

Under the provisions of the Silver Purchase Act, the 
Treasury Department of the United States has bought 
millions of ounces of silver in the London and New York 
markets and continues to buy practically every day. Indian 
and Chinese speculators had been buying silver heavily in 
anticipation of a rise in the price. As this did not 
materialize as soon as expected, speculators became panic 
stricken and offered silver freely and without regard for 
price. It is reported that the United States Government 
recently bought 25,500,000 ounces of silver in the London 
market in one day. The New York official price at this 
writing is 653g cents. The market has quieted down and 
offerings have been on a much smaller scale in the world 
market. 

The price of silver seems steady at the present level, but 
the price tendency and the future price level will depend, 
to a very large extent, upon the future operations of the 
United States Government. 





Silverware 
(From page 126) 
few ‘efficiency experts’ who understand retail problems, 
in the factories.” 

“Controlled distribution is the best thing inaugurated 
in a lifetime. It is the only way good silver should be 
handled.” 

“All reputable sterling makers will find that it will 
pay best in the end to confine their products to jewelers 
who carry in stock a representative line of sterling.” 

“The manufacturers have done wonderfully well to 
bring their wares back to their rightful place of leadership 


and desirability, both for retailer and consumer. Con-- 


tinued cooperation by means of advertising, special price 
sales, window displays, etc.” 

“Plate and sterling both could be merchandised and 
turned in volume by exclusively jewelers. It is distinctly 
a jeweler’s product. Promotion by jewelers with manu- 
facturers’ help at special prices could create a buying 
traffic to make volume satisfactory to the manufacturers. 
The public could be educated to go to the jeweler for 
silver.” 

“We believe that the present set-up of large silver man- 
ufacturers is having its influence throughout the country. 
Sales policies seem to have been rigidly adhered to and 
restricted outlets of bootlegging are gradually being closed 
up. We likewise believe that sterling silver in nationally 
advertised patterns should be sold exclusively to jewelers.” 





Sam Davis, 61, a jeweler, of 223 East Woodruff Ave., 
Toledo, Ohio, was killed instantly, and a companion, 
Israel Shapiro, 50, of 2272 Vermont Ave., was injured 
when their automobile collided with another car in state 
route No. 163, three miles west of Genoa, Aug. 12. 
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The Silver Polish DeLuxe 
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Mirpo 8-oz. size 
retails for 50¢ 
Cost 
$3.25 per dozen 
$3.15 6-doz.. lots 
$3.00 in gross lots 


Business this season will be 
good in all lines for the stores 
who are prepared to take ad- 
vantage. The demand will be 
for better merchandise. How 
is your stock on Mirpo? 
America’s best Silver Polish. 
We suggest that you place 
your order now thru your 
jobber or direct. If you are 
not already familiar with 


Mirpo, send for free sample. 


MIRPO PRODUCTS MFG. COMPANY 


LaPorte, Indiana 














Man Power 


To Unleash 


Advertising and Sales Promo- 
tion Manager of company in 
jewelry field—advertising full 
color page SatevPost et al; 
Credit Manager large urban de- 
partment store; Assistant Sales 
Manager famous low priced 
watch company; Salesman in 
two G.E. Mazda Lamp Divi- 
sions; Salesman cosmetic and 
drugs. College and Yale Law 
Education, 35, married. 


Address “‘A, 3344,” care 


Jewelers’ Circular-Keystone. 
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JEWELERS 


IF THE JOB CALLS FOR A FANCY 
WATCH CRYSTAL IT CALLS FOR A 
FEDERAL “DUO-BEVEL”. 


A trial order will convince you! 


Medium Thick Crystal Clear .............. a. 
Medium Thick Military Crystal Clear ...... ese) ae 


Your Jobber can get them for you. 
Our crystals are manufactured by master craftsmen. 


DUO - BEVEL 
CRYSTAL — No- 
tice the extra bev- 
el cut on top and 
bottom. Now there 
is no sharp edge to 
chip. Even a be- 
ginner can snap-in 
Duo-Bevel Crystals. 


0 a doz. 
0 a doz. 


2 


Only in a modern plant could such fine crystals 





be made. Beware of substitutes. 


Manufacturers of Fancy Crystals 
for American and Swiss Sizes 
Orders filled complete in 24 hours 


You can refill your cabinet with FEDERAL 
Duo-Bevel crystals without changing your present 
system. Write for full information and mention 
jobber’s name. 


JOBBERS: Ask about our special proposition! 





London 1932 






FEDERAL WATCH CRYSTAL CO..wwe. 


129 FULTON ST. NEW YORK 

















AT YOUR SERVICE— 


A New York Buying Association com- 
posed of Retail Jewelers to buy for and 
service Jewelers’ Gift Departments. 


«seems furnishes every service that your own 
buying office could possibly give. 
—tells you where to buy, what to buy, 
how to buy. 
—attends to the prompt execution of all 
gift orders placed, whether large or small, 
and supervises their shipment. 
—furnishes needed information on mar- 
ket trends and conditions, what goods are 
selling, and buying opportunities that 
offer special advantages. 


AND THROUGH CO-OPERATIVE BUYING BET- 
TER PRICES CAN BE EFFECTED WHICH WILL 
PERMIT SUCCESSFUL COMPETITION WITH 
CHAIN GROUPS AND DEPARTMENT STORES. 


Membership in this association must be selective— 
only one can be accepted from small cities and towns. 
The fee is modest, and based upon population. 

Full information can be had by writing 


THE NATIONAL 


RETAIL JEWELERS BUYING ASSN. 
230 Sth AVE., NEW YORK, N. Y. 
RICHARD LESLIE, Executive Director 
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Where To, Retail Jewelers? 
(From page 69) 

that often pursue the tactics of selling merchandise 
fraction above actual cost in order to attract people into 
their establishments, where they make every effort to 
sell them something else if possible. With the tightening 
of purse strings, the buyer of jewelry, silver, clocks and 
watches particularly, shifted from the security and pres- 
tige of the higher price items of good quality and often 
bought the cheaper merchandise against better judgment, 
In normal times, such customers would not have consid- 
ered these goods when money was not the paramount 
issue. While many persons will return to the higher 
average quality of the jewelry store. merchandise in the 
months to come, we know that a certain proportion has 
been definitely weaned away and will continue to buy 
nationally advertised items in the department stores. And 
the fact that as more and more of our nationally known 
manufacturers succumb to the lure of a possible increased 
volume at the expense of a lowered prestige due to asso- 
ciation with cheaper merchandise, the more difficult it 
will become for the jeweler to retain his standards of 
quality and knowledge of merchandise in the face of slip- 
shod methods of mass distribution. 

Similarly a vast group of the youth of this country 
have been educated to their first buying of our products, 
not in the jewelry stores but in the department stores, 
and they must be won back again. Time after time we 
have concrete examples of young, high school girls and 
boys expressing a desire for the cheap, showy costume 
jewelry in preference to the finer jewels set with genuine 
stones in solid gold instead of headlight chromium or 
structural steel. They select these imitations because of 
the failure of jewelers to educate them away from these 
things by the use of national publicity, and by ignoring 
their existence as far as their own stock of merchandise 
is concerned. A jeweler cannot fight this form of cheap 
competition by filling his store with the same goods, be- 
cause as soon as he recognizes it, it becomes more gener- 
ally accepted, and the presence of it in his showcase dis- 
courages the sale of the better merchandise. The reason 
why the average young citizen shows an increasing prefer- 
ence for the imitation over the genuine is simply because 
in his formative buying period he was, out of financial 
necessity, introduced to the former because of its price 
appeal. This impulse, which is contagious and spreads 
back to the parents of this same generation, should be 
checked. 

We have in the past five years seen thousands of small 
independent businesses and even professional men ruined 
by the unfair competition and monopolistic pressure 
of gigantic monetary interests that have crushed them. 
These interests wield a power that recognizes no master 
but the accumulation of added wealth at the expense of 
the personal initiative of millions of former ambitious men 
and women, whom they transform into hosts of wage 
slaves who must turn their years of experience and labors 
into increased profits for the few who control these mam- 
moth retail stores. And as more and more legitimate 
jewelers are absorbed into the dry goods stores, their 
prestige and following expands at the expense of all the 
remaining stores. 

Just how is the coming era of aluminum, chromium 

(Turn to page 129) 
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Where To, Retail Jewelers? 
(From page 128) 

and stainless steel tableware going to affect the jewelry 

business while the price of our old standby, sterling, 

reaches for the moon, and the public clamors for the 

non-tarnishing metals because they can save the trouble 

of cleaning silver. 

Why did the American retail jeweler permit the clock 
business to escape him during its transition from the 
spring wind into the electric variety that we now find 
being dispensed from hardware stores, electric shops, drug 
stores and department stores? We have generously 
split up with these various interests a lucrative business 
that for generations was identified solely with the jewelry 
store. ‘The great increase in the volume of electric clocks 
sold over the other form is sufficient indication of its 
growing popularity and acceptance. 


There is no reason for believing that the great organi- 
zations that have expended vast sums of money and have 
spent years of experimenting in this field will ever permit 
it to die out. It would be difficult to imagine them de- 
serting a business that in the year 1931 alone resulted in 
the sale in America of 3,797,499 electric clock units for 
a total value of $12,904,750. This represented 63.3 
per cent of the value of all forms of clocks sold in that 
year, so that anyone who has an idea that the electric 
clock is not here to stay should refer to these figures 
before coming to a very definite conclusion. The chief 
objective of the jewelry store should be to segregate from 
the many kinds of electric clocks manufactured the few 
makes that are reliable and of substantial enough con- 
struction to stand up and give years of service. 

While hundreds of fly-by-night makers of the cheap 
and inferior varieties have damaged the entire field by 
selling great numbers of poor merchandise, then passing 
out of existence, leaving both customer and retail dis- 
tributors holding the bag, it is possible to overcome these 
difficulties by a process of elimination. The latest indi- 
cations seem to point out the fact that the physical handi- 
cap of the chime and grandfather clocks have been prac- 
tically eliminated insofar as the electric clocks are con- 
cerned, so that a new field of sales possibilities has been 
opened up. 

Although it is natural for a clock man who has spent 
years at his trade, and has come to love his spring-wind 
mechanisms, to resent the intrusion of the electric clock 
and to become skeptical of its efficiency, this prejudice 
of sentiment must give way to an open-minded acceptance 
of the inevitable evolution of timepieces. 

And as long as this is the form of clock the public 
wants, the jeweler may as well try to get back a certain 
percentage of the business he has lost. There are certain 
clearly defined ways that he can set about to accomplish 
this objective without seriously damaging his precious 
reputation and prestige. 

When a physician is called in on a case, he first makes 
his diagnosis and determines the symptoms, which he 
Studies and analyzes so that out of his store of accumu- 
lated experiences and observations he may draw forth a 
cure for the particular ailment he is treating. 

Many persons succumb to certain diseases because they 
worry about the symptoms instead of utilizing their re- 
serve strength and mental effort to overcome the disease. 
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= An Industry is 
& Moving North! 


48% of New York's jewelry 
industry is NOW located in 
the Midtown section. It is the 
richest district in marketing 
opportunities. 


The 
National Jewelers 
Board of Trade 
Building 
22 West 48th St. 


is opposite the Rockefeller 
Center development, housing 
almost 15,000 people new to 
this district. 

This modern 15-story office 
building faces an open plaza, 
assuring unobstructed, clear 
north light. It caters to jewel- 
ers and offers every appoint- 
ment for their safety and com- 
fort. 


Rentals at a new low! 


For information, consult 
CUSHMAN & 
WAKEFIELD.INC 

30 E. 42nd St. VA. 3-4200 

New York City 
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CHASE CHROMIUM 














THIRTEEN MILLION and ONE 
REASONS WHY 


your customers will be Chase-conscious this fall 


Thirteen million reasons are the thirteen 
million Chase advertisements on the pages 
of magazines your customers read . . . maga- 
zines they buy from. One more reason — 
and a big reason—is the. famous Jean 
Abbey broadcast, telling the story of smart 





Chase Chromium over 14 of the country’s 
leading radio stations. Don’t miss the 
chance to capitalize on this nation-wide 
promotion. Stock Chase Chromium. Dis- 
play Chase Chromium. And you'll sell 
Chase Chromium. 






Forceful, information-giving 
advertisements will be seen by 
2,500,000 prospects in the 


Woman’s Home Companion. 


. and 





650,000 more in The American Home 


. and 








2,000,000 more in Good Housekeeping 


___B. 


. and 








150,000 more in Vogue 


CHASE BRASS & COPPER C@O., INC. 


Specialty Sales Division 
CHASE TOWER: 10 EAST 40th STREET * NEW YORK CITY 
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The Jeweler and the 


Giftwares Business 


By 
Harry H. Enders 








F must be recognized 
that, with very few exceptions, the American jeweler 
today is in the small giftwares business. This is the result 
of a natural evolution sprung from conditions over which 
the jeweler, as an individual, had no control—but with 
which he, as a merchant, could fall in step. That the 
evolution was natural is borne out by the apparent un- 
awareness with which the trade changed its dress and 
entered a new field. 

Let us go back and briefly trace the reasons for this 
change. 

During the past five years the luxury market has, be- 
yond all other markets, been most seriously affected by 
prevalent economic and business conditions. This state- 
ment does not have to be hammered home to the jeweler 
who has watched the sales of his fine pieces rapidly de- 
cline; who has carried an inventory of precious stones, 
watches, and fine silverware far longer than any business 
should warrant, and who has so realistically felt the 
depreciation of that merchandise carried in his safe. In 
other words, the jeweler—because of the very nature of 
his business—found that the stock upon which he had 
chiefly relied to make his profits had become almost en- 
tirely dormant. This condition, when all factors were 
considered, could only be met by new merchandising ideas 
and a new type of merchandise. 

So you, as a jeweler, took stock of the situation. The 
turnover on your diamonds and fine watches had become 
smaller; the sale of your fine silverware patterns had 
slowed down to such an extent that silver manufacturers 
brought out (and you bought) sterling patterns at almost 
the price of plate; the market demand for precious stones 
decreased. , 

On the other hand you witnessed the increased demand 
for items ranging from one dollar to ten dollars; your 
inventory sheets showed a more rapid turnover compara- 
tively in articles within this price range. Your low-priced 
sterling patterns were selling while finer patterns re- 
mained in stock. 

These were the facts. Now the question arose: How 
to intelligently meet those facts without endangering the 
jeweler’s best stock in trade, ‘‘Prestige.” 

During the past six years I have personally had contact 
with jewelers all over the country. I have watched this 
problem formulate; I have talked interminably with 
jewelers concerning it; and have watched with intense 
interest the way in which the trade as a whole has re- 
sponded. 

With some the situation was frankly recognized, care- 
fully studied and definite plans made to meet it. These 
jewelers realized that since the demand ‘of their store was 
for lower priced merchandise, they must promptly supply 
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that demand or gradually lose ground in their ability 
to sell. 

So they looked around and found their answer in a 
related field to theirs—the giftware field. They found 
that certain of these manufacturers had anticipated their 
requirements by bringing out quality lines that were orig- 
inal, new, and smartly designed. They discovered a new 
type of merchandise quickly associated with the jewelry 
business, possessing fine merchandising qualities, and hold- 
ing out the promise to the jeweler of a sales volume he 
would entirely lack were he to insist on carrying only 
jewelry, watches and silverware. 

This definitely meant their advent into the small gift 
business, and immediately brought up the question of 
“Prestige.” They knew that the jeweler would lose valu- 
able ground once the public believed his merchandise was 
not up to the standard they had been educated to know it. 

The answer was that such an advent would not affect 
prestige, provided the jeweler was as careful in the selec- 
tion of these new lines as he would be in that of his 
diamonds. For merchandise to supply the new demand, 
and to be still in keeping with the jeweler’s traditions, 
was to be had. 

The type of line these jewelers consequently selected 
was the best in its field. They steered clear of the danger 
of shoddiness and of finding themselves in competition 
with any market they could not afford to become asso- 
ciated with in the public’s eye. Their new items bordered 
more on the exterior decorating side of the business than 
on knick-knacks. 

The result was that, true to its promise, this merchan- 
dise provided those jewelers with an added and profitable 
sales volume. 

This was the reaction and decision of a certain per- 
centage of those in the jewelry business. Others arrived 
at the same conclusion after a longer period of time had 
elapsed, while a smaller percentage still cling to the theory 
that a jewelry store should sell only jewelry. 

I believe that this last theory under the present con- 
ditions and circumstances represents bad merchandising, 

(Turn to page 139) 





It’s Lines That Tell When Sales 
Are The Goal! 


The graceful lines in these craft can mean quick volume 
and nice profits for you. New numbers that are sensational 
sellers . . . triple chromium plated . . . absolutely guar- 
anteed. The ideal table decoration! Items ranging from 
55c to $7.50. Write to FRANKLIN today and be first in 


your locality. 


















THE LIGHT HOUSE: No. G-525. 
Triple chromium plated base and tip. 
Light, including base, is 17 inches 
over-all. Base 8 inches in diameter. 
Beacon light portion 9 inches high. 
Sail boat 8 inches high. Choice of 
blue or frosted Beacon. 
































A FLEET OF THREE BOATS. No. G-503, 5%” 
high. No. G-502, 12” high. No. G-502, 16” high. 

On a bevelled blue Plateau Mirror that reflects a mag- 
nificent blue upon the fleet of triple chromium plated 
boats. This is an original FRANKLIN innovation. 
No. 410. CHROMIUM SAIL BOAT 8” high includ- 
ing 6 x 6 blue Plateau Mirror. Special Sales proposi- 
tion priced for tremendous volume! 


THE GONDOLA: No. G-523. All triple chromium 

plated. 18%” long, 14” high. Figure, 5%” high. 

WRITE FOR DESCRIPTION OF MANY OTHER NEWLY Chromium finish. Mirror at base reflects its color into 
CREATED ITEMS! the boat itself. 


FRANKLIN DIE CASTING CO., INC. 


2535-7-9 N. Greenview Ave. Chicago, Ill. 
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THE EVOLUTION 


CUCKOO CLOCK 











a 1730 Anton Ketterer 
made a peace-offering to his wife, nothing very unusual 
in that from the time of Adam to this. But the gift— 
that will concern you, as it was one whose popularity has 
gained momentum in its way through the centuries. 

At that. time it was the vogue to possess as many 
unusual timepieces as possible. Anton’s frau was feeling 
peevish since her collection wasn’t holding its own—all 
the neighbors’ collections seeming to outshine it. Of 
course, Frau Ketterer knew better than to invoke the 
wrath of Anton by open rebellion, so she took recourse 
to that form of strategy known as the way to a man’s 
heart, and subsequently, his pocket-book. The potato 
pancakes did not taste just right, the wiener schni‘zel 
wasn’t cooked well enough, the kaffee kucken was burnt. 
What was poor Anton to do? Anna must be enticed to 
love him again. Clocks, clocks—there was the answer! 

So, in the evenings Anton whittled wheels and shafts, 
large and small, out of the kindling wood (for Anton 
was poor and could not afford to buy expensive parts as 
could his neighbors). Piece by piece was assembled, still 
Frau Ketterer could not guess that this was to be some- 
thing which would bring the collecting vogue to its 
nemesis and cause a new one to take its place. 

Before long Anton’s work was done, and one morning 
Anna awoke to the sweet chirping of a cuckoo bird, which 
strangely enough, had called just the number of hours 
that the clock on the mantle was chiming. This seemed 
too unusual to pass without investigation, so Mrs. Ketterer 
arose and paddled into the kitchen where she beheld 
Anton gazing at his rude handiwork, hands in pockets, 
grinning profusely at his wife’s astonishment. ‘There was 
the first cuckoo clock! 

That morning Anton was the best fed husband for 
miles and miles around. And that afternoon the town 
was buzzing with the news of the novel invention. For 
days thereafter the goodly folk came from all about to 
really see and hear this new work which their friend and 
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neighbor had produced all by hand. To us it would seem 
very ornate with its carved leaves and birds, but to these 
folk carving was as simple as whistling. There was a 
little door out of which popped a little wooden figure of 
a bird which called at the hour. The mechanism was all 
wood and there were iron chains from which hung two 
heavy bricks. The visitors were informed that this wound 
the clock. They were readily impressed, and soon Anton 
found himself literally besieged with offers to buy his new 
invention. But Frau Ketterer did not want to give up 
the spoils indicative of her victory, so it was not long 
before Anton was making cuckoo clocks for the townfolk. 
‘The news of his occupation spread further into his be- 
loved Schonwald and he found it advisable to hire the 
sons of his neighbors as apprentices. Thus was the first 
cuckoo clock factory established. 

This was over 200 years ago, yet today these clocks 
are even more popular. Then, as well as today, a clock 
that struck the hour was no novelty, but a bird which 
perkily opens the door of his horicular home and melodi- 
ously tells you the time of the day, seemingly of his own 
volition—well, that’s something! 

Of course there have been numerous changes in the 
mechanism since Anton’s time, yet, it has lost none of its 
whimsical appeal. Once upon a time a cuckoo clock was 
merely something which had a bird to pop out at one at 
odd intervals and call “Cuckoo, cuckoo.” Now it is a 
most dependable timepiece, and still the sort of thing that 
makes one smile in spite of oneself. Winding is simple, 
just to pull up each weight. There are no keys, so none 
can be lost—the shutting off of electric current does not 
affect it. 


; A cuckoo clock 


always attracts attention and is an excellent adjunct in 
a window display. Young and old alike will stop to 
watch the door to the clock open and hear the call of 
the cuckoo. 

In the den or living room a desirable place can be 
found for a clock of this tvpe and often they are used 
in a hallway. 

In view of the modern trend toward simplicity, these 
clocks are obtainable with a minimum of ornamentation 
and a maximum of quality. The value that previously 
was found in the carving is now concentrated in the 
mechanism which is composed of heavy brass and copper 
coated iron weights and brass chains—metals which will 
last a lifetime with only ordinary care. The case is made 
of wood, as Anton’s was, and obtainable in the most 
popular maple and beautiful swiss walnut. 








A few of the thousands of Gift 
items shown at the Chicago 
Gift Show by Friedlaender 


A Lamp of Royal Dux porcelain 
on a bronze base at 

$19.00 with shade. 
Nest of four Intaglio trays in 
gold plated bronze frames at 


$1.75 a nest. 
Venetian glass “horn of plenty" 
. See .$12.00 per doz. 


Crystal satin-matt glass trays, 

with bronze mounts and porce- 
lain miniature at 

$9.00 per dozen. 

Black and crystal engraved and 

cut ben af ......... $2.85 ea. 

Verney opalescent glass tray at 

$5.00 per doz. 

Verney opalescent box to match 


| eae $21.00 per doz. 
Venetian glass swan cigarette 
server at ....... . $10.80 doz. 


Cut crystal candlesticks at 
$12.50 a pair. 


VISIT OUR SHOWROOM 














BOSTON GIFT SHOW 


= oy 
Thousands of Imported | FRIEDLAEND| EDLAE? AE N DY a PI * ‘e) FRIEDLAENDER & COMPANY Rm. W-518 Statler Hotel 


gifts in all price ranges. | FRIEDLAENDER ¢ COMPANY ATED PHILADELPHIA GIFT SHOW 
STmportert. and Aantwfacturert— Rm. 711 Adelphia Hotel 











© 











Est’d. 1869 
CHICAGO—1555 Merchandise Mart NEW YORK—53-57 West 23rd Street LOS ANGELES—860 Los Angeles St. 
THE PAIRPOINT 
43-47 West 23rd St. - - - - - - New York City 


CORPORATION 150 Post Street - - - - - - - San Francisco 


New Bedford, Mass. 





No. 184 Wren No. 185 Carol No. 189 Coburn No. 187 Baron No. 186 Grecian 
Polished Design Polished Design Polished Design Polished Design Gray Design 


Rock Crystal Stemware of exceptional value at extremely low prices. 
Any of these designs will grace the best tables. Write us for complete 
price list. 
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GLASSWARE 








* 


Facts for 
Retail 
Jewelers 
who sell 
glassware. 


* 





l. has been said 


that a fire built upon a mound of sand under the cook- 
ing pots of Phoenician merchants is our first recorded 
knowledge of glass. Of this, however, we cannot be sure, 
but archeologists have disclosed that as early as 2500 B. C. 
glass making in Egypt had been developed to a high 
degree and the earliest available specimens proved quite 
conclusively that the Egyptians were the first to make 
decided forms of glass. 

The Romans became famous for glass productivity and 
even today Venetian glass is known and prized through- 
out the world. Its chief merits are its extreme lightness 
and thinness and surprising beauty of form. As the 
knowledge of glass making spread throughout Europe we 
find many examples of varying qualities, shapes and meth- 
ods of decorating. 

To Bohemia, probably, is accredited the first specimens 
of engraved and cut glass to which Venetian glass was 
ill adapted because of its thinness. Other countries fol- 
lowed—Spain, Germany, Holland, France, England ; each 
after its own fashion. Manufacturing became a highly 
skilled and specialized trade. Workmen who were familiar 
with secret processes of one country were induced to 
migrate to those countries in which the art had not 
progressed so rapidly. 

The first industrial enterprise established in the United 
States was a glass bottle factory erected in the Virginia 
Colony about 1607. A second glass house was built in 
1622 for the manufacture of glass beads for trade with 
the Indians. In 1639 glass bottles and other articles 
were made at Salem, Mass., and in Philadelphia a glass 
plant was in operation in 1683. In New York City two 
factories were being operated in 1732 and one in Connecti- 
cut in 1747. 

What is believed to be the first glass factory in New 
Jersey was constructed in 1739 by Casper Wistar who 
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By V. T. BRUHN 


brought over four workmen from Holland. Wistar glass 
is particularly valued today by collectors of Americana. 

Probably the most picturesque figure in the history of 
early American glass was that of William Stiegel, who 
for some obscure reason carried the title of Baron. Born 
in Germany he came to this country in 1750 and in 1769 
established a glass factory in Lancaster County in Penn- 
sylvania, but this enterprise failed in 1774. 

In the very broadest classification all glass may be 
divided into two groups—pressed and blown. And these 
two may again be divided into lime and lead. Lime 
glass is an inferior grade usually rather lifeless in appear- 
ance without sparkle or flash. Although certain types 
may be, and sometimes are, decorated or cut, the use of 
lime glass is generally limited to more practical and utili- 
tarian products such as cheap tumblers, mixing bowls, etc. 

Aside frorh its lack of brilliancy a very easy and simple 
way to determine whether a piece of glass is lime or lead 
is to tap it sharply with any hard object. Lime glass 
gives forth a dull heavy sound, whereas pure lead glass 
rings clear and full with a bell-like resonance and tone. 
Not only does it possess greater brilliance but when cut_ 
and polished it has all the fire and sparkle of a diamond. 

In recent months there has been a decided fashion trend 
back to all clear crystal. Not the old fashioned heavy 
ware that our fathers and mothers knew, but lighter in 
weight, finer in quality, and beautifully cut and polished 
in Rock Crystal patterns and designs. 

The term “Rock Crystal” has been the cause of much 
argument and dissension among advertising men, manu- 
facturers and retailers. Originally, the expression was ap- 
plied to a mineral quartz of definite geometrical form and 
of extreme rarity and great value, found principally, in 
China. It is not a commercial product, although orna- 
mental beads and other pieces are fashioned from it, and 
then only at a tremendous price. Museums and private 
collections control most of the visible supply which is 
very limited. 

Among manufacturers, however, the term, originating 
in England more than 50 years ago, means all super qual- 
ity lead crystal glass with fine and intricate cut designs 
polished with either acid or buffing wheels. 

I have dwelt at some length upon Rock Crystal because 
of its present increasing popularity, but there are very 
many other styles that, to my mind, are just as beautiful 
and in some cases even more effective from a decorative 
viewpoint. These can be broadly classified: Etched, cut, 
engraved and cased. Each of these has its own extensive 
ramifications but I think I can explain briefly, without too 
much technical detail, each process so that you may have 
a fairly clear understanding. 

Needle etchings are so called because the design is 
etched into the wax with which the piece is covered by 

(Turn to page 137) 








EVERCRAFT GIFTS IN CHROME 
MAKE PROFITABLE SALE LEADERS 
FOR YOU 


This Tid-Bit Server 
(No. 5095) has wide 
appeal. In polished 
chrome, with tray 
and fork handles 
of ivory catalin. 
Wholesale price, 
$7.20 per dozen. 
Priced for volume 
sales. 


YOU, TOO, CAN PROVE THIS VERY EASILY 


Order a stock of Tid-Bit Servers or Trays. Offer them as 
a special for a limited time and watch your sales grow. Your 
sales of other merchandise will grow, too. 

Get our folder. See the many Evercraft Gifts which will 
make profitable sale leaders for your store. All in today's 
popular, non-tarnishing chromium and handsome enamels. 





This useful Serving 
Tray (No. 5110) 
is 9”x18”, in pol- 
ished chromium. 
Wholesale price, 
$10.50 per dozen, 
permitting special 
retail listing which 
will bring custom- 
ers into your store. 


or write us direct giving 


Order from your jobber today... 
jobber's name. 


THE EVEREDY 
COMPANY 


FREDERICK, 
MARYLAND 


€VERCRAFT 











MOLLIE BOYNTON, INC. 


225 Fifth Avenue 
New York, N. Y. 


Quality Merchandise for Jewelers 


Featuring 


BEADED BAGS 
TOOLED LEATHER 
FINE STEMWARE. 

HAND WROUGHT PEWTER 


Also shown at 
Boston Gift Show 
Hotel Statler 
Sept. 9th to 13th 




















A NEW GIFT 
in CATALIN 


for your HOLIDAY 
SEASON ! 





.... This Catalin “Desk Companion”’ is a 
new unit which will appeal to your customers. 
Combination of pen, calendar and letter rack 
conserves desk space and makes correspond- 
sg Posts and pen holder of 
lustrous black Catalin, with base in red, green 
or mottled ivory. Retails at a popular low 


 LASTIK, INC. 


791 Tremont Street Boston, Mass. 








We Say... . Compare! 





No. 3518—Deauville Dresden China Book- Ends, 
Ivory-and-Gold, 6” high. $7.80 Dozen Pairs. 


Write for Catalogues—See us at the Shows 
Over 2000 New Gifts on Display 


- Edward P. Paul & Co., Inc. 


(Established 1898) 
1133 Broadway, near 26th St., NEW YORK, N. Y. 
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Glassware 
(From page 135) 


heavy sharp-pointed needles. This is accomplished by ma- 
chines in which the glass is placed. The needle itself is 
stationary but the article moves back and forth to form the 
pattern in the wax. Later, the piece is dipped in hydro- 


fluoric acid which erodes the design into the glass but | 


has no effect on the wax. 

Plate etchings are much more elaborate and intricate 
in design. Etched with acid as in needle etchings the 
design is applied to the glass with the use of copper plates 
instead of needles. 

Cutting is a mechanical process for producing decora- 
tive effects by abrading the surface of the glass when cold. 
This abrasion is effected by pressing the glass against the 
edge of carborundum wheels or disks revolving on power- 
driven spindles. 
to 18 inches. 

It is in engraved glass, however, that we find the best 
examples of decorated ware. Commonly confused with 
cut glass the difference is wide indeed, requiring, as it does, 
years of experience by the most skillful artists. In this 
process copper wheels from 14 to 2 inches in diameter are 
employed and the most intricate patterns and designs can 
be applied rivaling in detail the best masters of paint and 
brush. Engraving is especially employed in the applica- 
tion of coats of arms—crests—scenes—monograms and 
graceful outlines. 

Last but not least, is cased glass. Webster defines case 
as to cover with or enclose in, a case. And that is exactly 
what happens with cased glass. The vase or bowl or 
goblet or any other piece is first made in clear crystal 
glass. Over this is placed a layer of colored glass. In the 
finer specimens, two, three or even more colors can be 
placed one over the other and very beautiful effects are 
obtained by cutting through or partly through one or more 
of the colors. Although the process is not particularly 
complicated, it is in France, perhaps, that we find the best 
example. Daum, Galle and Luneville, all of France, are 
outstanding names in this field. 

Because of its rather technical difficulties I have 
deliberately refrained from entering into the details of 
glass blowing. 

The Italian poet Dante, in “Inferno,” paints a vivid 
picture of Hell but my actual conception of these infernal 
regions occurred during my first visit to a modern glass 
blowing factory in full blast. Pots of white hot molten 
glass scattered here and there over a wide area. Men and 
boys scantily clad in undershirts or no shirts at all appar- 
ently in the wildest confusion were hurrying here and 
there each carrying long iron rods on which were attached 
glowing masses of viscous glass. They reminded one, 
for all the world, of the pictured imps of Satan with their 
three-pronged spears. 

And that very briefly, and without too much attention 
to detail and technical phraseology, is the story of glass. 


New Haven Clock Co. to Introduce New Wrist Watch 


The New Haven Clock Co., through its watch division, has perfected 
and it introducing a new seven-jewel all-American wrist watch in four 
models. The watches are designated as ‘“The Duke’’ and “‘The Duchess”’ 
and “The Count’? and “The Countess,” and are beautifully dialed and 
strapped with pigskin. It is the intention of The New Haven Clock Co. 
to enter the watch market field that lies between the very low priced 
non-jeweled watch and the $10 and upward field in which various jeweled 
watches are found, both of American and foreign make. 
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Spode : 


‘’PEPLOW” 


(BONE CHINA) 


In Peplow is revived a Spode classic in China. 
This fine pattern will always be a favorite 
among people who have learned to live with 
fine things. 


The charm of the pattern is expressed in 
the strength of design and the richness of 
the enamel painting. This richness cannot 
be expressed by any short-cut methods; the 
rarest work of the color artist must be in- 
tensively expressed to get this feeling of rich- 
ness and warmth. 


This feeling is expressed in all fine Spode 


China and can be accomplished only by 
highly trained painters and paintresses. 


FULL STOCK CARRIED IN NEW YORK 


COPELANDs& THOMPSON Inc. 


206 FIFTH AVENUE - NEW YORKCITY 
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ARTHUR ARMOUR ALUMINUM 


THE RETAIL JEWELER'S FAVORITE LINE 
of HAND FORGED ALUMINUM 





No. 103A—Tray 9 x 13 inches, $2.75 


One of our most popular sized Trays with the 
famous ARMOUR handle—can be had in over a 
dozen different designs. 


TRAYS - PLATES - BOWLS - BOXES 
SMOKER'S ITEMS - DESK SETS 
PICTURE FRAMES 


A. STANLEY BRUSSEL 
225—5th Ave., N. Y.C. 


Descriptive Price List on Application 











HAND BLOWN 
GLASSWARE 





Plain, engraved or cut, in crystal 


and colors. 


Write for leaflet 





New YorkK.NY. 





225 Fie tTH Ave 








Smartly Styled 





~eesstsosansieapmabiitisne, WF] 









A SWANKY 
MAN'S GIFT! 


One of many popular numbers, this billfold is 
available in all the quality leathers and retails from 
$2.00 to $10.00 each. 

It can also be supplied with key or cigarette case 
to match. 


F.O. MERZ & CO. Phila. Pa. 


MANUFACTURERS AND IMPORTERS OF 


TRADE MARK 


LEATHER PRODUCTS 








resenling 








THE NEW Mayfair DESK SET 
Genuine Calfskin 


W K Gold tooled 


SIZE 16x21 
GREEN 
BROWN 
BLUE 
MAHOGANY $ 50 
BLACK ° NET 


Sraci) 
Stationers Specialty Corporation 
151 LAFAYETTE ST. New York, N. Y. 
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The Jeweler and the Giftwares Business 
(From page 131) 


and that unless the jeweler prominently displays and 
pushes, as an integral part of his stock, a few of the better 
lines to be found in the giftware market he will steadily 
lose out. 

The jewelry business has changed and properly so. It 
has taken over the merchandise of the finer giftware 
manufacturers and profitably added it to its own field. 
The change was hardly noted by the public and the 
jeweler’s prestige remained intact, and his cash register 
rang more often than it would have done had he clung to 
the old traditions. 

Because of this change, however, the jeweler’s whole 
method of merchandising has altered as well as the type 
of stock he has carried. This evolution—for evolution it 
is—was a necessary and natural one, which a majority of 
members concerned fell in with, but which a certain num- 
ber continue to fight. 


New York Gift Show at Pennsylvania Hotel Draws 
Over 30 Per Cent More Jewelers Than Last Year 


Interest in better quality merchandise was noted at the 
twelfth semi-annual gift show at the Pennsylvania Hotel, 
New York, during the week of Aug. 19. This big show 
set a new record for dollar volume in sales and a large 
number of retail jewelers from all sections of the country 
placed substantial orders for both fall and holiday mer- 
chandise. 

Three floors at the hotel were completely occupied with 
an excellent display of merchandise and the large number 
of people who attended the show necessitated the setting 
aside of a special elevator service. 

Prices on all goods are about the same as in the spring 
showing but there was a marked increase in variety of 
medium and better priced merchandise included in the dis- 
plays. Even manufacturers catering chiefly to buyers of 
low priced wares said they felt the effects of jeweler in- 
terest in better goods and were featuring $1.50 to $2 
items this year in contrast to $1 merchandise exhibited as 
recently as last spring. 

One trend which attracted attention was the develop- 
ment of wooden novelty items particularly of Chinese 
products and of foreign and domestic china and glassware 
novelties. 


Twenty-second Semi-Annual Eastern Manufacturers and 
Importers Exhibit Held at the Palmer House, Chicago 


Cuicaco, Aug. 10—Exhibitors at the Eastern Manu- 
facturers and Importers Exhibit at the close of the twenty- 
second Chicago gift show find themselves in the unique 
but none the less splendid position of having nothing about 
which to complain. Jewelers from all parts of the middle 
and far west were reported to be buying better merchan- 
dise and to be looking for the latest offerings. Exhibitors 
who featured metalware such as aluminum, wrought 
aluminum and many other metals reported that the jewel- 
ers are much interested in this ware and that orders for 
this type of merchandise had been placed by jewelers from 
many of the western states. 

Several of the large china and glassware a also re- 
ported demand for the unusual in fancy china with flower 
designs and for plain crystal glassware. 
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SETTLES A-B-C PROBLEMS 


It’s the perfect gift for 


Anniversaries 


Birthdays 
Christmas 


Here’s a gift specialty that’s in a 
class by itself—an unusual and 
ever-useful item that sells on 


| sight and yields you generous 


| profits. 
| the market. 





Nothing else like it on 
Four pencils in one 
. . » writes red, green, blue or 
black. Changes colors in a flash. 
Now advertised to your custom- 
ers through a nation-wide cam- 
paign. WRITE NOW for full 
particulars of our attractive 
proposition to Dealers and Job- 
bers. 








SILNI (Silver Nickel). $3.50 
ROLLED GOLD PLATE 5.00 
STERLING SILVER.... 8.50 
14K GOLD FILLED.... 12.00 


4 colors in 1 pencil 
four pencils in one 


—RED-BLUE-GREEN-BLACK 


Sold by such leading stores as: Tiffany, Abercrombie & 
Fitch, J . Henckels, Inc., Parker & Battersby, Lewis & 
Conger, Hammacher Schlemmer & Co., . B. Meyrowiltz, 
Brentano’s, Brooks Bros., . Macy, Lord & Taylor, Mar- 
oo Field, John Wanamaker, R. H. White "Company. 

Woodward & Lothrop, and many other RB Jewelry, 
Stationery and Department Stores. 


Western Representative 


FRED L. LEE & COMPANY 
704 Market St. San Francisco, Calif. 


NORMA PENCIL COMPANY 


150 Broadway, New York 
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CHINESE PORCELAIN 


By D. J. CARVER 


a no country has 
the art of the potter enjoyed Imperial patronage as it did 
in China during the reign of the T’sing emperors. 
K’ang Hsi, Yung Cheng, and Ch’ien Lung, from 1662 to 
1796. During this interval, older types were copied and 
every conceivable new color and combination of colors 


D. J. Carver 





attempted. There was always at the factories in King- 
tehchen an imperial agent to execute the orders received 
from Peking, and to encourage and stimulate the produc- 
tion. The emperor and members of his court used por- 


One morning K’ang Hsi observed the glow on a maid- 
en’s cheek, sent word to his imperial agent at Kingte- 
hechen that this color should be produced in porcelain, and 
we have the peach glow of which there are so few really 
fine pieces. 

Everyone should make at least a small collection of 
Chinese porcelain for pieces coming new from the kilns 
today each represent an individual effort, which in a few 
years will not be possible even in China, except on a much 
reduced scale, and at an ever-increasing cost. This is true 
both of plain colors and decorated pieces. For example 
there is no doubt that among the relatively large number 
of apple green vases and jars being produced today, not 
a few of them will find their place in the museums of the 
future at prices a thousand times their present cost. It 
must not be supposed that a piece of apple green porcelain 
is made in the manner that a dog kennel is painted green. 
The color is blown on through a gauze fastened over the 
end of a bamboo tube. The artist, for such he is, turns 
the vase carefully over a fire to dry the color as it is ap- 
plied. Fifty or a hundred times, this vase is revolved be- 
fore just the desired amount and uniformity of color is 
secured. 


The oxblood porcelain goes into the kiln, a bit of mud 
that is with just the requisite amount of a cement looking 
earthern paint, and it must be brought to the hottest fire, 
before this turns to the rich deep red. 


Except for the kiln, which separates the artist from his 





celain as the most frequent gift object. No effort was 
spared to produce it as fine as possible. 


as fit a materia 


finished product, there is no reason why porcelain is not 
1 as canvas on which to ply one’s art. 








No. 133 $7.00 Wholesale 


HERMAN KASHINS 
Gifts and Lamps 
225 FIFTH AVE. 


NEW YORK 


Strictly quality lines 
at popular prices 














TOLE FEDERAL LAMP 








ARGENTAL 


The New Light Weight Alloy— 
Silverlike, Non Tarnishing, Strong 
as Steel and Entirely Hand 
Wrought. 


PRODUCED BY THE 


METAL CRAFT GUILD 





104 Clover Leaf Salad Bowl.......... $3.85 
See eer ee $2.00 pr. 


DISTRIBUTED BY 


M. Wille—Art Goods 


INC. 
230 5TH AVE., NEW YORK 








Evening Bags 
+:6020—This special crea- 
tion is made in a combina- 
tion of tiny gold and white 
beads with a touch of pearls. 
Center design is a cluster of 
rhinestones. 

To retail for $3.00 each. 


Send for Samples 


Large Assortment to Retail 
from $1.00 to $12.50 each 


Kaplan & Gordon Corp. 


6 WEST 32nd St. N. Y. C. 
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Indeed there is real romance in painting colors that will 
display their blended beauty only when fire has brought 
them to perfection. Since the above was written, the New 
York papers have carried a news item to the effect that a 
European importer has appealed to the customs court to 
establish his right to enter Copenhagen porcelain not at 
the porcelain rate of duty, but as paintings. 

Every shop pretending to bring art objects to the pub- 
lic should have a representative assortment of Chinese 
porcelain—a few jars, a dozen vases representing the bet- 
ter known plain colors, the three-color decoration and the 
five-color decoration. These may all be displayed here and 
there in a manner to beautify your showroom, arranged 
as they would be placed in the home. 

It is natural one should wish to know something of the 
objects they buy and will live with. The jeweler who 
takes the trouble to get this information about porcelain 
from the importer; or better, from books on the subject, 
some of which are listed below, will find Chinese porce- 
lain readily salable. These books on Chinese porcelain 
include Chinese Art, Hobson; Chinese Porcelain, Gull- 
and; Chinese Art, Bushell; Chinese Porcelain and Hard 
Stones, Blacker. 


Modern Home Exhibit 
(From page 119) 
of the sales was a sterling silver tea set and tray, which 
was sold within a month after the display opened.” 
Since last fall, when the exhibit of home and store was 
first opened to the public, 23,000 people have been visitors. 
They are conducted in groups of 15 by trained hostesses 


well supplied with information and prices of the merchan- 
dise on display. So much interest has the exhibit aroused, 
says Mr. McCormack, that visiting tours are booked 
three months in advance. 

The permanent displays of furnishings in the house will 
be renewed from time to time, and the jeweler plans to 
change occasionally the silver pattern and table setting 
in the dining room so that the display will always repre- 
sent the newest offerings of his store. 


Safety Glass Prevents Window Smashers 


PITTSBURGH, Pa., Aug. 15.—A new safety glass which is of 
particular interest to retail jewelers has recently made its 
appearance. 

This new glass, which consists of two sheets of plate glass 
held together with a colorless binder, does not shatter but yields 
on impact. When placed behind the display window, and at 
sufficient height to prevent the thief from reaching over and 
scooping up the jewelry, it is claimed that the glass not only 
furnishes 100 per cent protection but also gives perfect visibility. 

In order that jewelers might know of the progress being made 
along this line, the Pittsburgh correspondent of THE JEWELERS’ 
CIRCULAR-KEYSTONE interviewed Charles H. Pascoe of the Amer- 
ican Window Glass Co. of this city and learned that just re- 
cently a jeweler at Scranton, Pa., was saved from a heavy loss 
a few days after the glass had been installed. In order to 
acquaint the trade with the possibilities of this new protection, 
which is now available, the company recently had a motion 
picture made of a “staged” burglary at a jewelry store in 
Jeannette, Pa. 

The matter of window smashing is of vital interest to the 
insurance companies and Mr. Pascoe said that one insurance 
group in New York informed him it would grant a reduc- 
tion of 20 per cent in insurance premiums to jewelry stores 
which are thus equipped. — 




















Keep on digging 


One of the world’s richest lead-silver mines was discovered because a young Swede 


kept on digging after other prospectors had quit. 


A lot of gold, silver and platinum remains in the “Jewelers? Own Gold Mine.” Those 


who keep on digging will reap the reward. 


K & L Service is your assurance of 


a full return from your old metal. 


KASTENHUBER & LEHRFELD - - 24 JOHN ST., NEW YORK 


Strictly smelters and refiners of precious metals—NOT manufacturers of jewelry. 
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“PLUS” SERVICE 
Gives You 
ACCURACY 
Plus 


(24 HOUR SERVICE 


@ In the daily performance of the Cummins 
24 Hour Service, there is never any sacrifice 
made of ACCURACY. Every precaution, every 
scientific development, every possible safe- 
guard is taken to insure absolute ACCURACY 
in determining the value of your old gold ship- 
ments. For highest market prices, complete 
dependability, greatest returns, 24 Hour Ser- 
vice, and absolute Accuracy, come to Cummins. 











REFINERS AND ASSAYERS OF ant 
GOLD, SILVER AND PLATINUM din d C 0. 


ONE NORTH EUTAW STREET, BALTIMORE, erwin 
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Oregon Jewelers Meet at Portland 


Officers Elected and Important Trade Matters Discussed at 
Twenty-eighth Annual Gathering—Resolutions Adopted 


PorTLAND, ORE., Aug. 10—At the 28th 
annual convention of the Oregon Retail 
Jewelers’ Association held here Aug. 7, 
in the Portland Hotel, Frank A. Heit- 
kamper of Portland was reelected to 
serve as president during the ensuing 
year. Other officers chosen include Her- 
man Alstock, Portland, treasurer; Arthur 
A. Keene, Salem, secretary; O. L. Skeie, 
Eugene, first vice-president; William 
Dielschneider, McMinnville, second vice- 
president; Lay A. Carlisle, The Dalles, 
third vice-president. Mr. Alstock and 
Mr. Keene were also reelected, as was 
the executive committee, composed of 
Carl Greve, Julius Zell and Paul Felden- 
heimer, all of Portland. F. M. French, 
pioneer Oregonian and first president of 
the association, was elected president- 
emeritus. 

The morning session was called to or- 
der at 9.30, with nearly 100 jewelers in 
attendance. Moyor Carson delivered the 
address of welcome, and the response was 
by Julius Zell. 

In the president’s message, Mr. Heit- 
kamper reviewed the work of the asso- 
ciation during the past year. He spoke 
of the accomplishments under NRA, 
commenting that through the trade prac- 
tice provisions “many valuable and help- 
ful ideas were crystallized into good 
working realities. Advertising became 
legitimate and misrepresentation was 
corrected quickly.” Immediate benefits 
were felt through control of watch re- 
pair advertising, he said, and the ap- 
praisal and auction evils were to a large 
degree eliminated. Other subjects dis- 
cussed by the president were the recently 
enacted Oregon Fair Trade Practice law, 
the 10 per cent excise tax, and the 
A.N.R.J.A. publicity plan. He urged the 
members to write to their congressman 
to protest against any further advance 
in the price of silver. He spoke appre- 
ciatively of the freedom of Oregon jew- 
elers from the retailing wholesaler evil, 
remarking that “the wholesalers and job- 
bers in this district are carrying on a 
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clean business and do not resort to this 
practice.” 

In discussing the value of the NRA 
to the retail jewelry trade, he said: 
“Strong and active trade associations 
must now take the place of the National 
Recovery Act. 

“NRA was a wonderful thing in some 
respects. Under it many valuable and 
helpful ideas were crystallized into good 
working realities. Its trade practice pro- 
visions were established easily and while 
in some respects regarding store hours, 
etc., it perhaps worked a little hardship, 
on the other hand the benefits that were 
derived from its trade practice provisions 
far outweighed the inconvenience of some 
of its features. 

“Good strong trade associations helped 
out wonderfully well in carrying out 
NRA and to establish it. Our Code 
Authority functioned quickly and _ the 
jewelers of this district responded whole- 
heartedly and, with few exceptions, fol- 
lcwed out the code enthusiastically and 
with great benefit. The few chiselers 
that tried to evade its laws were quickly 
taken care of. 

“Advertising became legitimate and 
misrepresentation was corrected quickly. 
The watch repair evil—the advertising of 
watch repairing at a uniform price— 
was corrected and one offending jeweler 
was taken into court and fined for mis- 
representation. Those who operated on 
the border line of legitimate jewelers 
and chiselers were quickly persuaded to 
correct these twilight tactics. Immediate 
benefits came to us through this action.” 

An address by Paul Durand was read 
by Fred Dalby on the subject of “Store 
Decorations and Window Displays.” R. 
E. Drews spoke on “Selling Watch Re- 
pairs.” 

A highlight of the convention was the 
luncheon address by Carl Greve, who 
related in detail the history of the famous 
Cullinan diamond. 

At the afternoon session the delegates 
listened to an instructive talk on “Mer- 
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chandising Quality Jewelry,” delivered 
by Robert Smith, advertising agent. This 
was followed by a round table discussion 
of trade problems, after which the elec- 
tions were held. 

In the evening the delegates and their 
ladies concluded the day’s activities with 
a dinner and dance in the ballroom of 
the Portland hotel. 

In the resolutions adopted, the jewelers 
opposed any proposed luxury tax or nui- 
sance tax that may be enacted which shall 
discriminate against the jewelry industry 
to the exclusion of other business. They 
resolved to support and encourage the 
publicity work now being sponsored by 
the American National Retail Jewelers 
Association and declared that the Gov- 
ernment should do everything within its 
power to keep the price of silver from 
advancing. 

It was further resolved that the jew- 
elers are opposed to the promotional 
sales of plated flatware which the vari- 
our silver platedware factories have had 
in vogue this past year. They approved 
the policy of controlled distribution of 
merchandise and disapproved the policy 
of the Government in disposing of smug- 
gled watches at prices below the import 
price, to the detriment of American watch 
manufacturers. It was also decided to 
send a copy of the resolutions to their 
national and state Senators and Repre- 
sentatives. A vote of thanks was ex- 
tended to the Portland Hotel and the 
press. Appreciation was expressed to- 
ward all who assisted in making the 
convention a success. 





Jesse E. Coleman New President of 
Tennessee Watchmakers and 
Jewelers Association 


NASHVILLE, TENN., Aug. 12 (UTPS).— 
At a meeting held Aug. 9, the local guild 
of the Tennessee Watchmakers and 
Jewelers Association elected Jesse E. 
Coleman president to succeed S. George 
Cochron, who has served in this office for 
the past two years. 

Ralph Langreck was elected vice-presi- 
dent, Edwin F. Cochron reelected secre- 
tary-treasurer; John B. Varallo, James N. 
Freemen, John Gwinner and Henry Forte, 
directors. 





















































































Imports and Exports of Watches and 
Clocks During June 


WasHInGTON, D. C., July 14—Accord- 
ing to the latest figures compiled by the 
Division of Foreign Trade Statistics, the 
total value of the watches imported dur- 
ing June was $222,930; of watch parts, 
$63,127, and jewels for movements, $69,- 
776. Imports of clocks during the same 
month amounted to $4,727 and _ clock 
parts, $5,009. 

The exports of watches during June in- 
cluded watches with jeweled move- 
ments, $959; watches without jeweled 
movements, $8,724 and parts of watches, 
$11,800. 

Clock exports during June included 
mantel, novelty and wall clocks of $2,805; 
one-day alarm clocks, $23,904 and other 
clocks and parts except electrical, $15,562. 





Watch Smuggling Bill Passed by 
House of Representatives 


WasHINGTON, D. C., Aug. 16.— The 
watch smuggling bill introduced by Rep- 
resentative McCormack, which was fav- 
orably reported by the Ways and Means 
Commitee, and which provides for the 
licensing of importers of watches, watch 
movements and watch parts, was passed 
by the House yesterday without change. 

It is not believed that action will be 
taken by the Senate at this session of 
Congress and in this event the comparable 
bill introduced by Senator Walsh of 
Massachusetts, will retain its present 
status in the new Congress convening on 
Jan. 3, 1936, as that is the second session 
of this 74th Congress. 





Reed & Barton Co., Taunton, Mass., 
Open New Administration Building 


TAUNTON, Mass., Aug. 6.— The new 
administration building of the Reed & 
Barton Co. was officially opened yester- 
day morning at 9 o’clock. Firmly in keep- 
ing with the tradition of the 111 years 
of this company the new building is 
receiving much favorable comment. 

The new offices which face on Dan- 
forth St. replace the old building on 
Britannia St., that was used for 75 years. 
The old office has been abandoned and the 
new location is what was formerly used 
as a stock department. The grounds 
about the place have undergone marked 
changes. A park system has been built 
and will be extended as the days go by. 
A modern white way lighting system is 
also to be installed on Danforth St. in 
front of the main entrance to the building. 

The front of the building facing Dan- 
forth St. has been changed and on the 
structure in large letters of pewter, chro- 
mium plated, are the words “Reed and 
Barton.” 

The exterior is dignified and impressive. 
A liberal section of the first floor contains 
an impressive lobby and comfortable re- 
ception rooms. The balance is given over to 
the purchasing-sales promotion and kin- 
dred departments. The second floor is the 
general office—modern and efficiently set 
up. On the third floor are the executive 
offices—all different in character and 

















finely appointed—a small conference room 
—tiled rest rooms and the two beautiful 
show rooms. On each of the various floors 
are good sized lobbies comfortably fur- 
nished and all connected by a stairway 
which is an artistic gem. 

In the rear of the show rooms and 
separated by a corridor is a delightful 
dining room with fourteen windows. A 
butler’s pantry and a splendidly equipped 
kitchen complete this unit. 


Window Smashers Get Rings from 
Pittsburgh and Buffalo Stores 
PirrsBurGH, Pa., Aug. 13—The William 
J. Kappel Company, large credit jewelers 
of this city with three stores, and oper- 
ators of ten stores in New York City 








Photo Courtesy of Post-Gazette . 


Pittsburgh city detective examines smashed 
window at store of William J. Kappel Co. 


and one in Buffalo, suffered the misfor- 
tune of having two of their store windows 
crashed between 4 and 4.30 o’clock yester- 
day morning. 

At their Ninth St. store in Pittsburgh, 
the thieves made way with a tray of 
diamond rings and six individual stands 
of diamond rings while at the store in 
Buffalo, the perpetrators got away with 
20 watches and a dozen set rings. John 
F. Kappel, of the Pittsburgh store, was 
unable to estimate the value of the loot, 
when interviewed by the Pittsburgh repre- 
sentative of THe JEWELERS’ CIRCULAR- 
KEYSTONE as they had not yet finished 
check-up on the stock, but he said the firm 
was fully protected with burglary and 
plate glass insurance. There are no clues. 


Mr. Kappel put the blame squarely 
upon the shoulders of the police depart- 
ment, in so far as Pittsburgh is con- 
cerned. He said that while the Ninth 
St. store window had not been crashed 
for three years, the firm had suffered 
many attacks in their East Liberty and 
North Side stores and he believed it was 
due to insufficient police protection dur- 
ing the early morning hours when most 
of the robberies have occurred. 
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Girl Thwarts Bandit in a Jewelry 
Store 


SHEBOYGAN, Whs., Aug. 2.—(U.P.)— 
Miss Helen Pfister, attractive society girl, 
today was credited with thwarting a 
holdup at her father’s jewelry store in 
the downtown district. 

A bandit entered the W. A. Pfister 
store late yestetfday, pointed a revolver 
at Roland Pfister and demanded that he 
fill a case he was carrying with “rocks.” 
When Miss Pfister saw her brother grap- 
pling with the bandit she ran into the 
street and yelled for police. 

The bandit ran out a side door to his 
car which was parked nearby with the 
motor running. 


Detroit Jewelers Move to New 
Jewelry Center in Michigan 
Theatre Building 


Derroit, Micu., Aug. 15—Detroit jewel- 
ers have established a new center on the 
ninth and tenth floors of the Michigan 
Theatre Building, Bagley Ave. and Clif- 
ford St., in the heart of the business 
district. 

Twenty leading manufacturers and 
watchmakers moved during the first week 
in July from their former locations and 
are now established in the Michigan 
Theatre Building, as follows: 

Ninth Floor—Americus Watch Co., 
watch importers; Bauer & Lemke, Inc., 
manufacturing jewelers; J. Geo. Haller 
& Son, diamonds and mountings; Wach- 
ler & Horwitz, manufacturing jewelers; 
Jose Winsen Co., manufacturing jewelers. 

Tenth Floor—Art Jewelers, manufac- 
turing jewelers; A. C. Becken Co., whole- 
sale jewelers; Abe Brodie, diamonds and 
mountings; Ray F. Fanslaw, manufac- 
turing jewelers; Clarence Forster, watch 
repairing; Walter Hartwick, engraver; 
Frank D. Leslie, watch repairing; C. & 
E. Marshall Co., jewelers’ supplies; 
Michigan Jewelers Supply Co., jewelers’ 
supplies; Arnold Niess, diamond import- 
er; E. H. Pudrith Co., wholesale jewel- 
ers; Ringcraft, Inc., wedding rings and 
mountings; Scribner & Loehr Co., whole- 
sale jewelers; Jacob Segal & Son, Inc., 
diamonds and mountings; Herman Swier- 
kos, watch repairing. 


Andrew R. Zeitz 


Cuicaco, Aug. 3-—Andrew R. Zeitz of 
Zeitz Bros., 551 West North Ave., who 
also have a store at 3152 N. Ashland 
Ave., died July 20. 

The firm of Zeitz Bros. is one of the 
oldest in Chicago, having been estab- 
lished by Otto Zeitz in 1871. Andrew R. 
Zeitz and Frederick O. Zeitz took over 
the business in 1892. This partnership 
continued until 1919, when Frederick A. 
Zeitz died, and in the same year Andrew 
Zeitz, the surviving member, took into 
partnership his two sons, F. Otto Zeitz 
and William A. Zeitz. Andrew Zeitz 
was active until 1932 when he relin- 
quished his interest owing to ill health. 

The partnership continues under the 
name of Zeitz Bros. 
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Jewelry Strike Settled 


Men in Most Shops Return to Work But No Agreement is 
Reached With Platinumsmiths Association 


The strike of the jewelry workers of 
Greater New York, called by Local No. 
1 of the International Jewelry Workers 
Union on July 17, was concluded on Aug. 14, 
.when, with the exception of the Platinum- 
smiths, the associations of manufacturing 
jewelers signed a new agreement with the 
Union. The men returned to work on 
Aug. 15. 

Conferences had been held between the 
manufacturers and the representatives of 
the Union during the period in which the 
strike was in force. As reported in the 
August issue of THE JEWELERS’ CIRCULAR- 
KEYSTONE, the controversy centered on the 
question of an open or closed shop. The 
paragraph of the new contract dealing 
with this question is as follows: 

The members of the Association may hire 
workers in the free market. However, all 
workers shall, within the period of four weeks 
from date of their employment, become members 
of the Union, and the Union agrees that it will 
not refuse admission to membership in the 
Union to any such workers hired by members 
of the Association unless such workers have 
been guilty of strike-breaking at any time since 
July 1, 1934, or unless such workers have been 
expelled from the Union for violation of Union 
rules. The provisions of the foregoing shall not 
include factory office help, porters, and non- 
producing foremen. 

The hour and wage provisions of the 
new agreement remain the same as those 
in the one which expired June 30 of this 
vear. At this writing the jewelry workers 
employed by the members of the Platinum- 
smiths (an organization comprising be- 
tween 40 and 50 manufacturers of high 
grade platinum jewelry) are still on 
strike. Representatives of the Platinum- 
smiths were among the conferees attempt- 
ing to arrive at a final agreement with 
the Union officials, but they withdrew 
from the negotiations when it was found 

’ that representatives of the Jewelry Crafts 
Association and of the Associate Jewelers 
contemplated acceptance of the proposed 
closed shop agreement. 

At a meeting of the Platinumsmiths As- 
sociation held Aug. 9, the following reso- 
lution was passed: 


_Resotvep: That the action of the committee 

of the Platinumsmiths Association thus far 
ratified, and it was further 

ReEsotvep: That the committee of the Plat- 
inumsmiths Association be empowered to con- 
tinue acting only on the basis of the employer’s 
right to hire and discharge any employee at 
his discretion. 

Mr. Mebhrlust, president of the Plati- 
numsmiths, told THE JEWELERS’ CIRCULAR- 
KEYSTONE that his members felt that the 
closed shop is “impractical for manufac- 
turers of the higher grade of jewelry.” 
“Our workers,’ he said, “have better 
wages and more favorable working con- 
ditions than in other types of shops or in 
the other centers of jewelry manufacture, 
and we feel that even under the old agree- 
ment we were operating under a competi- 
tive disadvantage. We do not wish to 
aggravate that condition. We will negoti- 
ate on any question except that of a 
closed shop agreement.” 
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PROVISIONS OF THE NEW AGREEMENT 


The contract between the Union and 
the Jewelry Crafts Association, Inc., 
and the Associate Jewelers, Inc., pro- 
vides that all men who were employed in 
their respective shops immediately prior 
to the strike be reemploved before any 
new workers are engaged. The manu- 
facturers agree not to cause any lockouts 
during the term of the contract and the 
Union agrees not to call any strikes. A 
maximum of 7% hours of overtime per 
week is allowed, except in emergency 
work, for which time and a half is to be 
paid. The first four weeks of employment 
of a new worker is regarded as a trial 
period and only after that time is he re- 
garded as a regular member of the shop. 

In the list of holidays to be observed, 
Lincoln’s Birthday is omitted, for which, 
apparently, May 1 (International Labor 
Day), has been substituted. 

The manufacturers agree that— 

“Members of the Association shall not 
render any services to any person or firm 
against whom the Unions have declared 
a strike, until such strike in each case has 
been settled; except that any member of 
the Association shall have the right to 
render the specific services to such per- 
son or firm contracted for prior to the 
declaration of the strike.” 


ARBITRATION 


Controversies arising out of complaints, 
grievances or disputes are to be referred 
to an Arbitration Board composed of an 
equal number of representatives of the 
Association and the Union. If the matter 
under consideration is not settled within 
48 hours, the agreement calls for the ap- 
pointment of an impartial chairman, 
whose decision shall be binding. 


DISCHARGE 


The paragraph dealing with the dis- 


charge of employees by manufacturers 
participating in this contract is as fol- 
lows: 


The members of the Association reserve the 
right to discharge an employee for any just 
cause, including, but not by way of limitation, 
incompetence, soldiering on the job, and dis- 
honesty. In case of any disputed discharge, 
the following provisions with respect to arbitra- 
tion shall apply: 

(1) In case of any discharge for incom- 
petence, soldiering on the job or dishonesty, the 
issue to be determined by arbitration shall be 
whether or not such stated cause was the real 
cause for the discharge; and should a majority 
of the arbitration board or the impartial chair- 
man (as the case may be) decide that the 
stated cause was not the real cause, the em- 
ployee shall be reinstated. 

(2) In case of any discharge for any other 
cause, the issue to be determined by arbitration 
shall be whether or not the cause was just or 
unjust; and should a majority of the arbitration 
board or the impartial chairman, as the case 
may be, decide that the cause was not just, the 
employee shall be reinstated. 

(3) Complaints for any discharge, in order to 
be subject to arbitration, shall be taken up with 
the employer within three working days after 
the discharge occurs. 

(4) Whenever an employee is to 
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stated in accordance with the provisions of sub- 
divisions (1) and (2) above, the amount of the 
compensation to be paid to such employee for 
lost earnings shall be decided by the arbitration 
board or the impartial chairman, as the case 
may be. 

(5) Any statement made by a member of the 
Association in connection with a discharge con- 
cerning an employee shall be absolutely priv- 
ileged; and the Union will not institute any 
arbitration proceedings in cases of discharge 
and no member of the Association shall be 
obligated to furnish the Union with a state- 
ment concerning the reason for the employee’s 
discharge unless and until the employee or the 
Union furnishes the member of the Association 
or the Association with a release and waiver 
executed by the employee in favor of the em- 
ployer and any witnesses who thereafter may 
testify in said proceedings, releasing the said 
employer and the witnesses from any and all 
liability for libel and/or slander in connection 
with any statements and/or evidence they may 
make or give in said proceedings. 


The agreement is to remain in effect 
until Feb. 1, 1938, at which time revision 
of the wage provisions may be discussed. 


Gem Imports During June 


WasuinctTon, D. C., Aug. 12—Accord- 
ing to statistics just compiled by the De- 
partment of Commerce, the total value 
of the diamonds imported during June 
was $1,747,011. Of this the value of the 
rough or uncut stones was placed at 
$664,323 and that of the cut but unset 
gems, $1,082,688. During this month, 
rough from Belgium amounted to $61,535 ; 
from .the Netherlands, $87,661; from 
France, $465,248 and from England, 
$5,833, while during the same month we 


imported from South Africa, rough 
worth $44,046. As usual, over half of 
the cut stones imported came from 
Belgium. 

During May we imported pearls worth 
$44,608; rough precious stones, $482; 
cut precious stones, $67,718; imitation 
precious or semi-precious stones, except 
opaque, $70,218; imitation opaque 
precious or semi-precious stones and 
imitation pearls, $1,147. 

Fred S. Ladd 
SPRINGFIELD, Mass., Aug. 3—Former 


Alderman Fred S. Ladd died at his home, 
52 Mountainview St., July 26, after a 
short illness. He had been a jeweler 
in Springfield for the past 50 years, 
having come here as a boy from Middle- 
sex, Vt., where he was born. Mr. Ladd 
was known to Springfield citizens as a 
former alderman, and for having charge 
of the city clock in the municipal tower 
ever since its installation when the tower 
was built. He was responsible for its 
operation and had maintained it running 
continuously except for short periods 
when he was ill. 

Mr. Ladd was a member of the Hamp- 
den Lodge of Masons, the Consistory, 
Morning Star Royal Arch Chapter, 
Springfield Commandery Knights Tem- 
plar, Melha Temple Shrine, and had 
achieved the recognition of attaining 
thirty-second degree Mason’s honors. He 
was also a Past Grand of DeSoto Lodge 
of Odd Fellows and a member of the 
Winthrop Club. 

Besides his widow he leaves a sister, 
Mrs. Addison H. King, of Montreal, Can. 

















Imports and Exports of Jewelry and 
Silver During June 


WasuinctTon, D. C., Aug. 13—Accord- 
ing to figures just compiled by the Divi- 
sion of Foreign Trade Statistics, the im- 
ports of gold and platinum jewelry 
during June amounted to $2,086; of all 
other jewelry, $12,185; silver plated table- 
ware, etc., $49,410, and other silver 
plated articles except cutlery or jewelry, 
$6,038. 

During June our exports of fine jew- 
elry amounted to but $185, one shipment 
of that size being sent to British West 
Indies, but our exports of all other jew- 
elry during the month amounted to $55,- 
404. During the same month we exported 
sterling silver of $2,940; of silver plated 
ware, $9,666, and all other tableware in- 
cluding geld or pewter, $6,492. 





Certified Gemologist Examinations 
Now Available 


Los ANGELEs, CALiF., Aug. 12—The 
Examination Standards Board of the 
Gemological Institute of America has 
approved the questions which will be 
included in the several examinations 
which must be passed by candidates for 
a certificate as gemologists. This board 
consists of members elected or selected 
by various representative trade organiza- 
tions or groups, and by groups of uni- 
versity educators and museum curators. 

Candidates are already standing for 
these examinations in various parts of 
the country. The examinations are in 
three portions. One portion is taken by 
the candidate with the use of any de- 
sired reference books or materials. A 
second portion must be answered without 
the aid of any reference material, and a 
third portion consists of the actual identi- 
fication by the student of unknown natu- 
ral gems, synthetics and imitations. In 
the case of the second and third portions, 
educators in universities or museums are 
acting as proctors. 

The examinations are open to all 
candidates approved by the boards of 
the institute. They are in no manner 
confined to persons who have studied 
with the institute. 


Meetings of Vocational Study Groups 
Conducted by A.G.S. or G.1.A. 


Los ANGELEs, CALIF.. Aug. 14—All 
study groups conducted by the A.G.S. or 
G.LA. for their students will hold Sep- 
tember meetings. Below are listed dates, 
meeting places and names of instructors: 

Boston: Boston Society of Natural His- 
tory, September 10. Leader—Edward 
Wigglesworth. 

Eastern Pennsylvania: Academy of 
Natural Sciences of Philadelphia, Septem- 
ber 19. Instructor—Dr. Samuel G. Gor- 
don. 

New Jersey: Douglas Hotel, Newark, 
Friday, September 13. Instructor—Dr. A. 
C. Hawkins. 

Pittsburgh: Date and hour obtainable 
from officers of the Tri-State Guild, Paul 
Hardy (c/o Hardy & Hayes Co.), presi- 





dent. Instructor—Dr. Richard Sherrill of 
the University of Pittsburgh. 

Cincinnati: Dete and hour will be ob- 
tainable from Edward Herschede of 
Frank Herschede Co., Cincinnati. In- 
structor—Dr. Otto Von Schlichten, Geol- 
ogy Department of University of Cin- 
cinnati. 

Cleveland: Study group of the North- 
ern Ohio Guild. Date and place to be 
later advised by officers of Regional 
Guild, Clayton Allbery, 1641 East 85th, 
Cleveland. 

Washington, D. C.: September. Date 
and place of meeting obtainable from W. 
H. Wright, c/o Galt & Bros., Washing- 


ton, chairman Regional Certification 
Committee. Instructor—Dr. W. F. Fo- 
shag. 


Milwaukee: September. Exact date of 
meeting obtainable from officers of Wis- 
consin Guild, Ffister Hotel, Wm. H. 
Schwanke, president. Instructor—Dr. A. 
J. Wolcott. 

Chicago: September. Date and place 
of meeting obtainable from Organization 
Committee, Chicago Chapter, Paul Juer- 
gens, 55 E. Washington, chairman. In- 
structor—Dr. A. J. Wolcott. 


Killed in Automobile Crash 


PitrsBurRGH, Pa., Aug. 8—Harry Eisen- 
berg, owner of Burk Bros. jewelry store, 
404 Smithfield St., was killed instantly, 
Sunday, Aug. 4, and four others were 
seriously injured in an automobile acci- 
dent at Harlansburg, near New Castle, 
Pa. 

Mr. Eisenberg was a passenger in an 
automobile driven by his brother-in-law, 
Dr. Benjamin Kuntz, when the car 
crashed head-on into a bridge abutment 
on the Perry Highway, after colliding 
with two other machines. The party 
were en route to Conneaut Lake, Pa., to 
spend a brief vacation. Mrs. Eisenberg 
and daughter, Florence, were vacationing 
in Atlantic City at the time. 

Dr. Kuntz, who suffered a broken jaw 
and severe lacerations, was rushed to the 
Jamison Memorial Hospital at New 
Castle, together with two other passen- 
gers in the car. 

Funeral services were held Aug. 5 at 
the family home, 2013 Wightman St. 
Burial took place in the Tree of Life 
Cemetery. The widow and daughter 
survive. 


Check Swindler Arrested 


CINCINNATI, On10, Aug. 3—W. J. Mil- 
ner, who uses the names of “H. C. Bow- 
man,” “Walter Miller’ and “Harold 
White,” was arrested in this city recently 
while attempting to pass a _ worthless 
check on a jeweler here. He admitted 
having passed another worthless check 
on another local jeweler and succeeded 
in defrauding a Dayton, Ohio, hotel. 

Milner is described as 38 years of age, 
five feet ten inches, 158 pounds, medium 
complexion, almost bald, hair on side of 
head blond; wears glasses. Nose slightly 
deformed and noticeable. 

It is believed that this man may be 
responsible for swindling other jewelers 
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in different parts of the country as he 
is said to have been previously arrested 
in New York, Michigan and Ohio. 

If the man is recognized as one who 
swindled you, advise your local author- 
ities and arrange to have warrant lodged 
against him at the Ohio State Peniten- 
tiary, Columbus, Ohio. 





Vermont Retail Jewelers Hold 
Annual Convention 


BuRLINGTON, VT., July 30—The annual 
convention of the Vermont Retail Jewel- 
ers Association was held at Oak Ridge 
Manor in the outskirts of this city, yes- 
terday. The morning session was fol- 
lowed by a luncheon. In the afternoon 
the business meeting was held, with a 
dinner in the evening. 

The convention was devoted to a series 
of discussions on topics of general trade 
interest. These general discussions were 
participated in by practically every one 
who attended the convention and were 
both instructive and interesting. 

William D. McNeil, president of the 
American National Retail Jewelers As- 
sociation, and Howard L. Carpenter, pres- 
ident of the National Wholesale Jewelers 
Association, were among the principal 
speakers during the convention sessions. 

One of the topics which was given 
considerable consideration was the buy- 
ing of old gold, it being pointed out that 
there is still a lot of old gold to be 
purchased and that retail jewelers are 
the logical merchants to handle this 
business. So far as the code was con- 
cerned, many jewelers expressed the 
opinion that it was very helpful to their 
business and that it is to be regretted 
that it had not been continued, but all 
seemed to be of the opinion that any 
voluntary agreement without the force 
of law behind it would accomplish but 
little, as nothing could be done to pre- 
vent “chiselers” from taking advantage 
of honest merchants who compete with 
them. 

The officers elected are as follows: 
President, W. S. Preston, Rutland, Vt. 
(reelected) ; Frank B. Howard, vice-pres- 
ident, Rutland; Wayland S. Bristol, sec- 
retary and treasurer, Vergennes (re- 
elected). 

The executive committee consists of: 
Frank Oldfield, Burlington; O. S. Searles, 
Newport; Loren J. Bell, Barre, and M. 
D. Armstrong, St. Albans. 





George N. Joyce, Sr. 


George N. Joyce, Sr., who was in the 
retail jewelry business for the past 62 
years, passed away suddenly on July 11. 
He was in his 82nd year. 

When a young man, he started a re- 
tail store in the Old United States Hotel 
at Fulton and Water Sts., New York. 
He remained there until about 30 years 
ago when he moved his business to Nas- 
sau St., where his dependability and 
honesty had brought him many customers 
and friends. 

Although not active in business for 
the past twelve years he enjoyed excel- 
lent health until he died. 
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Dynamic window dis play— 
an arrangement by Lambert 
Bros., New York. Men’s jewelry 
shown with sports and trophy 
background. 








Old Masters Associates 
Right — Sterling 
silver window 
display by the 
Hess & Culbert- 
son Jewelry Co., 


firker Parker St. Louis, Mo. 


ee \\/\IDOW DISPLAY 
AND NEWS PHOTOS 
OF TRADE INTEREST 





Below—This complete window display featuring Norma 
pencils was recently shown by Schwartz Bros., 580 Fifth Ave., 
New York, and attracted much attention from passersby. 


Above—Schwartz Bros., 580 

Fifth Ave., New York, 

showed this attractive Parker 

watch window display a 

short time ago. They are 

firm believers in the value 
of excellent displays. 


oe 


Below — Attractive bride 
silver window display at the 
store of M. D. Hohenstine, 
Columbus, Ohio, which 
caused much favorable 
comment. 


Window display made from bottle 
fitted with a 612 ligne 15 jewel 
movement. Made by O. Thomas 
of Thomas Bros., Easton, Pa. 
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FISHER 
COM PACTS 





id mention 





ia fs Line 
Fisher compacts have long en- 
joyed a favorable reputation—for 
smart style—good quality and ex- 
pression of true jewelry crafts- 
manship. They are finished in both 
hard and soft enamels, featuring 
loose powder and refill types and 
are made to retail profitably for 
$1.50 to $5.00. 


There's a wholesale jeweler near 
you who sells Fisher compacts. 
May we send you his name? 

e 


EXTENSIVE LINES OF FINE 
SPORTS JEWELRY 
ROSARIES 
NOVELTIES 


J. M. FISHER COMPANY 


Manufacturer to the Wholesaler for over Fifty Years 


ATTLEBORO (Est.1879) MASSACHUSETTS 


The Most for the Money” for over Fifty Years 














Polite Bandits Loot Cleveland 
Jewelry Store 


CLEVELAND, Onto, Aug. 2—A trio of 
courteous bandits on July 29 obtained 
gems estimated at about $15,000 and $600 
in cash during a 15-minute holdup of the 
Berger Jewelry Co., 1040 E. 105th Street. 

The robbers raided an unlocked safe 
and the display counters and escaped 
with the loot after binding the owner, 
Leonard Berger, and forcing him into a 
side room with the watchmaker, Max 
Greenstein, 9605 Garfield Avenue, and 
two customers, Mrs. Malvina Weiss, 
10016 Adams Avenue, and her 12-year- 
old daughter. 

Outside, a boy saw three men run to 
a dark coupe and speed north in E. 105th 
Street. 

Descriptions of the men were: No. 1 
man—25, 5 feet 9 inches, 140 pounds, 
smooth face, light complexion, brown suit 
and hat; No. 2—35, 5 feet 4 inches, 130 
pounds, small mustache, dark complexion, 
black suit and hat; No. 3—30, 6 feet, 175 
pounds, reddish complexion and_ hair, 
brown suit. 


New England Jewelry Manufacturers 
Optimistic as Buyers Invade Provi- 
dence and the Attleboros 


Proviwence, R. I., Aug. 28—The an- 
nual invasion into the manufacturing 
jewelry districts of New England by 
numerous buyers and officials represent- 
ing jobbing, wholesale and retail houses 
from all sections of the country has in- 
spired the Providence and Attleboro 
manufacturers with increased optimism 
and great confidence as to the business 
outlook for the balance of this year. 

This invasion, which begins about the 
second week in July and lasts until about 
the middle of August, brought the larg- 
est number of seekers for new lines into 
the New England territory that has 
visited it in several years. Not only was 
there an increased number of buyers 
registered, but the amount of the orders 
placed were encouraging, although these 
only included what are known as “pre- 
liminaries,”’ being practically sample lines 
from which to place definite orders later. 

At the present time jewelry manufac- 
turers of this city and the Attleboros 
are showing only a moderate amount of 
activity, the stage is all set for a gen- 
eral awakening as soon as the summer 
vacation period is ended. The manu- 
facturing jewelry industry is usually in 
its slow season during the early summer 
months, and 1935 is proving no excep- 
tion. The greatest activity is in the 
making up of sample lines for their 
wholesale or jobbing customers to show 
the retail trade. 

The consensus of the buyers who have 
already visited the local field is that 
the new lines will be accorded a favor- 
able reception in retail channels. Reports 
from all sections of the country are to 
the effect that indications point that the 
size of stocks on the retailers’ shelves 
are of very modest proportions, due, to 
some extent, to the volume of sales dur- 
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ing the past season. With the beginning 
of September, the retail concerns which 
buy directly from the manufacturers, will 
make their visits and place their orders 
for the fall and ,holiday trade. 

Another favorable factor in the in- 
ventory situation is the fact that during 
the slow periods since 1931 retailers have 
moved much of their old stocks in order 
to build up their cash positions. The 
latter item has become increasingly im- 
portant in view of the shorter credit 
terms which became a feature in the 
industry under the reign of the Blue 
Eagle. For the most part collections in 
the industry are classified as “satisfac- 
tory.” , 

Prices in the manufacturing jewelry 
industry have held at about the same 
levels, but it is pointed out that there 
can be but very little downward revision 
possible in view of the narrow profit 
margins which a majority of the plants 
are showing. As for higher quotations 
the general feeling is that the trade is 
not yet prepared for any marked ad- 
vance. 

In the expectancy that business will 
increase. during the coming months many 
of the plants in the New England area 
have increased their productive capaci- 
ties either through the addition of new 
equipment or the enlarging of floor space. 





St. Louis Jeweler Kills Bandit 
Who Attempted Hold-up 


St. Louis, Mo., Aug. 3—Frank Hager, 
34, of 917 Mallinckrodt St., experienced 
holdup man, ran afoul of Paul Koehler, 
3012 South Jefferson Ave., last night, and 
paid with his life for his attempted hold- 
up. 

In the face of a drawn revolver, 
Koehler backed into the workroom of his 
jewelry store, took his pistol from its 
holster and, using the door as a shield, 
fired two shots at Hager, both of which 
penetrated his abdomen, passed through 
his body and imbedded themselves in 
the south wall of the store, one, in its 
flight passing entirely through a show- 
case. 

Hager, mortally wounded, fled from 
the shop, dropping his own weapon in 
the store, staggering north in Jefferson 
Ave. to an automobile, was seen to hand 
something to the man at the wheel, then 
collapsed against a building on Critten- 
den St. just east of Jefferson, where 
police found him. He died in the City 
Hospital at 9.15 o’clock, one hour after 
the shooting. 

Some time later police arrested a man 
at Eleventh and Mallinckrodt Sts. in an 
automobile bearing Texas license plates 
and answering the description of the ma- 
chine which Hager’s companion was driv- 
ing. The right front door was caked 
with newly-clotted blood and the driver 
admitted he had picked up Hager at his 
home earlier in the evening, but denied 
any knowledge of the robbery. 





Jack Gould & Co. has just established 
a wholesale watchmakers’ and jewelers’ 
supply house in the Sante Fe Bldg., Dal- 
las, Tex. 
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ANNOUNCING 
2 New Feature 


MISS VANITY 





STREAMLINED 
‘Diamond Rings 


A new line that is dis- 
tinctly different in 
every respect having 
immediate sales ap- 
peal and priced to 
meet every demand. 


A new idea for our 
many dealers to again 
capitalize with Miss 
Vanity and an oppor- 
portunity for us to add 
new friends. 


Miss Vanity STREAM- 
LINED Diamond Rings 
are ready for distribu- 
tion. Let us send you 
an attractive selec- 
tion, and tell you 
about the Miss Vanity 
franchise in your city. 











Bre = aie 
Distributed Solely by 
The D. Jacobs! ‘Sons Co. 


811-813 Race St. Cincinnati, Ohio 
CBee “ae 
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Daring Jeweler Prevents Attempted 
Hold-up at His Store 


HAMILTON, ONTARIO, Aug. 3—While 
busy Saturday shoppers crowded down- 
town King St. E., shortly before three 
o'clock this afternoon, a daring young 
jeweler and an unknown gunman stood 
behind protect ve |vildings in an alley 
30 yards distant from the street and ex- 
changed shots in a trief and spectacular 
gun fight. The jeweler, Murray G. 
Davies, frustrated an attempted armed 
hold-up by two men in his store at 213 
King St. E. 

The attempted hold-up a few minutes 
befcre was a failure when Mr. Davies 
dashed for the rear of his store and 
grabbed his own automatic pistol after 
the gunman and a companion entered 
casually, and, while crowds filed by out- 
side, ordered the jeweler to hand over his 
money. 

When Mr. Davies dived for his back 
| workroom the two would-be robbers de- 
| parted hurriedly. Grabbing his gun the 
jeweler followed the two men to the 
street and sighted them walking hur- 
riedly west on King street but a few feet 
away. At the corner of Walnut street, the 
pair separated, the gunman turning north 
on Walnut and his companion crossing 
to the south side of King. se 

Calling upon James Hornby to follow 
the man crossing the street, Mr. Davies 
pursued the gunman and as he entered 
Walnut street fired two shots after the 
fleeing man. Ip the meantime the unarmed 
man had entered the Queen’s cafe across 
the street and was arrested there 10 or 
15 minutes later by Detectives Joseph 
Duffy and Orrie Young. 

The other man then made a dash 
across the lane and entered the rear 
| door of a King street store with stairs 
| leading to the apartments above. Mr. 
Davies did not follow, but a few seconds 
later King street pedestrians saw a man 
appear at a window in the apartment 
above Moodie’s bakery, climb out on the 
awning and slide into the street before 
hurrying away down Walnut street. 











Asks Trade Practice Agreement 


WaASsHINGTON, D. C., Aug. 12—The 
Federal Trade Commission has an- 
inounced that the wholesale jewelers’ in- 
‘dustry has asked it to sponsor a trade 
practice agreement for it, having com- 
pleted all necessary preliminary ar- 
rangements looking to the negotiation of 
| such an agreement. 
| The commission also announced that 
it will be glad to receive suggestions or 
representations, either in writing or in 
person, from any parties having an in- 
terest in the proposed agreement. Such 
interested parties, says the commission, 
should make thei: views known to the 
commission promptly, as the proposed 
agreement will be considered by the com- 
mission at an early date. 





The Greenville Jewelry Co., of Green- 
ville, Ala., has been reorganized and is 
now under the management of F. J. Mc- 
Crory and E. A. Neuendorf. 
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NEW GIFT WARE 


Smart but Inexpensive 
Every Number a “Best Seller” 














Tipple Tumbler is 
the latest in Cock- 
tail Shakers. It’s a 
3-pint size with the 
bakelite trim in mod- 
ern design. Leak- 
proof and chillproof. 
Screw-on top. Smooth 
pouring and easy to 
handle. 






Complete cocktail sets with trays and 
cups to match the gay Tipple Tumbler. 
Sets in six to ten pieces. This fast-sell- 


ing line also includes highball sets, ice 
buckets and tongs. 
beautiful new Satin- 
Ray finish or chrome 
plate. 


Made up in the 


Drip Coffee Set 


The chromium Whistling Tea Kettle and 
handsome Drip Coffee Maker are de- 
signed as a set. The whistler heats just 
enough water to make 9 cups of de- 
licious drip coffee. An ideal promotional 
number for getting new accounts. 





Satin-Ray Cheese Cave 
One of the many popular numbers in the 


new line of Satin-Ray gift ware. Cheese 
board can be removed, leaving tray to be 
used as regular beverage and service 
tray. 


Gifts to Retail from 75¢ to $2 
Many items in this beautiful line are 
in the popular price range from 75¢ to 
$2. The best sellers include salt and 
pepper shakers, relish tray, ash trays, 
nut cups, ice buckets, and candlesticks. 
Be ahead with this new line for Fall and 
Holiday profits! 

See our display at the Chicago Convention, 
Hotel Sherman, Space 51, September 9 to 12. 


WEST BEND ALUMINUM CO. 


Dept. 77 West Bend, Wisconsin 
LANGE ARG LER BARRIS DE 














ROBERT BRUCE 
Sterling Flatware 


The virility of Old 
English and Nor- 
man Gothic is in 
this reproduction 
of an ancient pat- 
tern. 

VV 


Largely hand made 


Expensive but 
Exclusive 


vv 
TROPHIES 
AND 
PRESENTATION 

~ PIECES 
vv 
There is no factory 
better qualified for 
Fine Sterling 
Hollow Ware 


at Competitive 
Prices 


Graff, Washbourne & Dunn 


SILVERSMITHS 





142 WEST FOURTEENTH STREET 
NEW YORK CITY 














IT PAYS 


to buy the best 


WATCH STRAPS 


when they cost no more 


FOR QUALITY 


our prices are 


UNEQUALLED 


We can meet your 
every requirement and 


leave you a GOOD 
PROFIT. 


We make a specialty 
of lines for jobbers, 
wholesalers and watch 
importers. 


WESTERMAN MFG. CO. 
136-140 W. 21st St., New York, N. Y. 








| established licensed auction house. 


‘inspect the stock in order to check the 








Machine Gun Bandits Rob Boston 
Shop of Valuable Jewels 


Boston, Aug. 21—In less than two 
minutes four young men armed with a 
machine gun held up two clerks and five 
other persons in the store of Hodgson, 
Kennard & Co., retail jewelers in the 
Hotel Ritz-Carlton, here, at 1.45 p. m. 
yesterday, and escaped with 10 trays of 
diamond and emerald rings reported to 
be valued at approximately $60,000. 

Two of the bandits rémained in a car 
outside the store while the other pair 
conducted the robbery. One pointed the 
machine gun at the occupants of the store, 
while the other, nonchalantly chewing 
gum, tossed the loot in a canvas bag. 

The car used by the bandits, which had 
been stolen, was found abandoned later 
in the day. One suspect, a 25-year-old 
North End boxer, has been arrested. 

The event was described as “the most 
daring jewel robbery ever staged in 
Boston.” On July 6, 1934, the Magnolia 
store of Hodgson, Kennard & Co. was 
robbed of $376,000, under somewhat simi- 
lar circumstances. 





High License Proposed for Tampa, 
Fla., Jewelry Auctions 


Tampa, Fra., Aug. 14—An auction ordi- 
nance that would require a $1,000 license 
for an auction sale of jewelry for 15 days 
was presented to the Board of Aldermen 
last night as a measure intended to pro- 
tect the public from making bad bargains 
“under the stimulus and excitement of 
competitive bidding,” and referred to the 
city attorney. 

The ordinance in a foreword sets forth 
that the jewelry business is one of which 
the public has little knowledge, and that 
it is easy to mislead purchasers. 

The city’s legal department and W. J. 
Bivens, representing jewelers, prepared 
the proposed ordinance to replace a 
jewelry auction license ordinance, pro- 
viding for a license of $250 a day, which 
was held invalid by Circuit Judge Parks. 
Another general auctioneer’s license law, 
requiring payment of a license of $250 a 
year is still operative. 

The rate of $250 a year in the present 
ordinance is for an auctioneer in an 
An 
itinerant is required to pay $50 a day. 

Before an organization engages in sale 
of jewelry at auction under the proposed 
ordinance, an application must be filed 
with the city tax collector for a license, 
accompanied by an affidavit stating the 
reason for the sale, names of persons 
from whom the jewelry was obtained, 
date of delivery to the auctioning com- 
pany, a sworn inventory, and a $2,000 
bond. 

The $1,000 license would have to be 
paid for a sale lasting less than 15 days. 

The tax collector would be required to 


inventory and affidavit. Should suspicion 
of any irregularity appear, the tax col- 
lector is required to file his report with 
the city clerk, who would report to the 
Board of Alderman. The Board may 
call a hearing. 

Hours of sales and conditions of sales 
would be restricted by other regulations 





of the proposed ordinance. 
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LOUIS 
WATCH CO. 


Presents 
Diamond Watch Specialties 
For Fall 


14K — 17 Jewels — 20 Diamonds 
$24.95 





No. 200/20 33%, L — 14K — 17 Jewels 
20 Diamonds 





No. 719/20 73%, L — 14K — 17 Jewels 
Diamonds 


a 2 BOBO SO 


sr 
a 





No. 778/20 3% L — 14K — 17 Jewels 
20 Diamonds 


Exact Sizes Shown 
LOUIS WATCH CO. , Inc. 


116 Nassau Street, New York 
Factory: Bienne, Switzerland 











TYLER 
AUCTIONEER 


jewelers. 


business 


My 





Write for information and refer- 


ences. 


EDWARD R. TYLER 


6237 CHAMPLAIN AVENUE, CHICAGO 


Who conducts 
legitimate and 
successful Auc- 
tion Sales for 


Investigate my 
stand- 
ing and record 
for fair dealing. 


reputation 
was built by 
personal service and profitable dis- 
posal of merchandise desired sold. 
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Increase in Price of Diamonds 
Predicted 


Lonpon, Aug. 10 — Diamonds are al- 
most certain to become dearer within the 
next month or two since, apart from the 
increase of seven and a half per cent 
which the Diamond Corporation is im- 
posing on the prices of ensuing shipments 
from South Africa to the United King- 
dom, there is the increase wage conces- 
sion of 20 per cent granted the Belgian 
diamond workers. This, of course, will 
chiefly affect smalls and mélees on which 
workmanship plays the principal part. 

During August the demand for dia- 
monds and good jewelry has fallen off. 
This is a seasonal incident and _ in- 
separable from the vacation exodus from 
the metropolis to the coast resorts. Dia- 
mond men here anticipate improving busi- 
ness from September onwards. Backes 
and Strauss, metropolitan diamond brok- 
ers, say the improvement in the diamond 
trade which became marked a month or 
two ago is being well maintained. The 
firm says there is every indication that 
diamonds will be dearer owing to the 
increased prices for the rough and the 
wage increase conceded in Belgium. 

There is greater stability of feeling 
with regard to the Dutch currency and 
more security is now felt in the Amster- 
dam market. Antwerp reports that many 
foreign buyers are busy there at present. 
Owing to the vacation season, now at its 
height, there is less business passing in 
big pieces of jewelry than was the case 
a month ago. Medium classes of goods, 
however, are as much in demand as they 
have been all the summer, and a consider- 
able number of transactions in all classes 
of goods have been recorded. 





Bandit Pair Get Valuable Loot from 
New York Jewelry Store 


Two youths, one of them resembling a 
student, hatless and with a briefcase 
under his arm, on July 29 held up and 
robbed the jewelry store of N. Miller, 
743 Fifth Ave., of diamond jewelry, the 
value of which was placed at over $100,- 
000. Mr. Miller, who was absent from 
the store at the time that the holdup 
occurred, told a JEWELERS’ CircuLAR-Key- 
STONE reporter that the loss was partially 
covered by insurance. 

Lester Harran, manager of the store, 
and Joseph Friedman, a nephew of Mr. 
Miller, were standing in the sales room 
at about 4:45, Tuesday evening, when a 
young man entered and asked to see 
some cigarette cases. Harran walked to 
a showcase to obtain the article from 
stock. When he returned to the front 
of the store he found that another man 
had entered and that the two intruders 
were pointing pistols at him and Mr. 
Friedman. The bandits ordered the two 
jewelers to a private office in the back 
where they bound their hands with twine 
and covered their mouths with adhesive 
tape. Then they looted the open safe of 
practically all its contents, emptied the 
showcases and the window display and 
left the store. About four minutes later, 
Mr. Friedman estimated, he managed to 
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free his hands. He set off the alarm and 
at once released Harran. In a few mo- 
ments the store was thronged with police- 
men; however, no trace of the bandits 
could be found. 

Mr. Miller said that all of the mer- 
chandise stolen was his own property 
with the exception of one or two pieces. 
One of these was a ruby necklace reputed 
to have been worn by Marie Antoinette, 
ill fated queen of France, which had 
been left with Mr. Miller by a customer, 
for disposal. 





New Jersey Jewelers Hold 
Summer Outing 


More than 40 jewelers, their wives and 
invited guests attended the summer outing 
of the New Jersey Retail Jewelers’ Asso- 
ciation at Lake Hopatcong on Wednesday, 
Aug. 7. Louis Haimann, retail jeweler 
of Morristown, was host at his summer 
home on the shore of the lake where the 
members and friends gathered in the 
morning. 

Betrond A. Weber, of Ridgewood, N. J., 
president of the association, was present 
and the official delegates of the New York 
City retail jewelers’ associations included 
Phineas Peters and Samuel Feldman, of 
Brooklyn. ‘ 

A buffet luncheon and_ refreshments 
were served outdoors. The chief diver- 
sion of the afternoon was cruises on a 
speed boat which took the jewelers for 
hour rides around the lake. Many of 
the visitors went in swimming. 

The evening program began with a 
dinner in the ballroom of one of the hotels 
on the lake. President Weber made a 
short address of welcome and then in- 
troduced Mr. Haimann, host of the day. 
There was dancing after dinner. 





Herbert G. Fisher 


Denver, Coto., Aug. 1—Herbert G. 
Fisher, 67, of 836 Detroit St., died 
Wednesday in the Presbyterian hospital. 
He had been ill several weeks. 

Mr. Fisher was the manager of a 
wholesale jewelry firm here. He was 
born in Ontario, Canada, and was a stu- 
dent at Toronto University. He came to 
Colorado with his parents in the late ’80s. 

He was a prominent member of the 
Warren Memorial Methodist Episcopal 
church, and was one of the founders of 
the Clough Memorial church. He was a 
member of the board and Sunday school 
superintendent. 

Surviving are his widow, Mrs. Lilian 
Shafer Fisher; a son, Dr. Calvin Fisher; 
a daughter, Florence Fisher; two sisters, 
Mrs. Russell E. Manning of Clinton, 
Ontario, and Helena C. Fisher of Den- 
ver, and two brothers, William E. Fisher 
and Arthur A. Fisher, both of Denver. 





The Diamond Setters’ Association of 
Boston, Incorporated, has been granted a 
charter by the State of Massachusetts. 
Frederic Millar is president; Roy L. 
Spring, vice-president; Frederic  L. 
Huddy, secretary and William Haupt, 
treasurer. 
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ONE PIECE TUBING 
STITCHED 


Solid to make adjusting 
easy. 



















LOOKS 
BETTER 
AND 
WILL 
NOT 
PULL 

OUT 


New way Patented 
Sewed Tube. 


Save time in shorten- 
ing band. 


o¢¢¢4¢ 


Braided cord ends must be wired to place 
in opening. 


OLD WAY! 
¢¢¢ 


NEW WAY! 


or 


TUBE WAY! 


All ends are 
solid—easy to 
feed in open- 
ings. Looks 
Better! Wears 










Better! Cannot pull out. Have your 
watches and bracelets equipped with 
leather tube. Your dealer carries it. 


Manufactured by the makers of SPLIT- 
PROOF WATCH STRAPS. 


A. SAUER & COMPANY 
CINCINNATI, OHIO 


New York Office 
14 EAST 32ND STREET 




















OZ \AIII 


f 2,007,534 
Pat. Nes. 1 2 007,535 


Adjustable 
Absolutely Rigid 
Steel Strut (not cardboard) 


Secure—won't tip over 





The RIJID Easel is supported by a 
steel strut that cannot tear, twist or 
warp—like ordinary cardboard. This 
sturdy metal brace assures the photo- 
frame long-life and prevents tipping 
over. 

The other revolutionary feature is the 
simple locking device which allows the 
frame to be adjusted to any desired 
angle or position. 


The RIJID Easel is the answer to a 
long troublesome problem — torn, 
twisted backs, torn ribbons, insecure 
support, and dissatisfied customers. 


Your customers will appreciate the 
sturdiness, serviceability and con- 
venient features of the RIJID Easel. 


Manufacturers of Photo-Frames 


teaturing Lhe HL | ) Easel 


Sterling Silver Frames 
INTERNATIONAL SILVER CO. 
eriden, Conn. 
Plated Metal Frames 


STERLING gover ye 
24 East 22nd St., N. Y. C. 


Mirror & Crystal Frames 


ZUCKER ye go 
47 West 24th St., N. Y. C. 


Leather Frames 
A. HERMANNS & CO. 
12th & Brown Sts., Philadelphia 


Ask the paemen or your distributor— 
Write ... wire... telephone for samples. 











Jewelers Registered in 
American Gem Society 


The following jewelers have passed 
examinations entitling them to advertise 
as Registered Jewelers, American Gem 
Society: 

CONNECTICUT: Stuart G. Wikan- 


der, New Haven. 

MASSACHUSETTS: Henry Steven- 
son, Boston. 

NEW JERSEY: Donald J. Cooper, 
Bayonne. 

OHIO: John Z. Herschede, Cincinnati; 
William J. ‘Toensmeyer, Cincinnati; 


Frank E. Bromley, Shaker Heights. 
WISCONSIN: Ralph H. Young, La 
Crosse. 
PENNSYLVANIA—Joseph P. Carden, 
Scranton. 
The following jewelers pass gemologi- 
cal tests qualifying certified gemologists. 
Illinois—Hubert A. Fischer, Chicago. 
Ohio—Clayton G. Allbery, Cleveland. 





Cease and Desist Stipulation 


WasuHincTon, D. C., Aug. 16.—Unfair 
trade designations in the sale of watch 
parts, optical goods and _ wrist-watch 
straps will be discontinued by Michael 
Miller, of New York City, trading as 
Miller Brothers and engaged in the im- 
portation and sale of these products. 
Miller has entered into a stipulation with 
the Federal Trade Commission to cease 
and desist from using the phrase “Mo- 
rocco Leather Made in England” as a 
brand of wrist-watch straps not actually 
manufactured in England. 





Congressman Martin Files Protest 
Against Lower Tariffs on Jewelry 
to Head Off Proposal 


WasHIncTon, D. C., Aug. 15—Con- 
gressman Joseph W. Martin, Jr., has filed 
with Thomas Walker Page, chairman of 
the committee on Reciprocity Information, 
a vigorous protest in behalf of the Ameri- 
can jewelry industry against any lower- 
ing of the present jewelry schedule now 
in effect. He has informed Mr. Page that 
any lowering of the duties in the pro- 
posed trade agreement between the 
United States and Czecho-Slovakia might 
embody lower tariffs on jewelry produced 
in that country. This would permit a 
flood of low-cost jewelry to enter the 
United States, would destroy the Ameri- 
industry and would throw thousands of 
skilled workers out of work he points out. 

Low-cost jewelry is made in Czecho- 
Slovakia in great abundance. Labor costs 


| are very low and the American jewelry 


industry is dependent upon tariff pro- 
tection for its existence against importa- 
tions of these cheap products. 

Because jewelry is one of the chief 
products of Czecho-Slovakia, the Ameri- 
can industry is naturally fearful that any 
trade agreement with that country might 
embody tariff changes to permit jewelry 
to be shipped into this country. No an- 
nouncement has yet been made of tenta- 
tive agreements. Hearings must be held 
to give interested Americans an oppor- 
tunity to protest before any agreement can 
be consummated. 
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Congressman Martin’s protest is de- 
signed to head off any proposals the State 
Department may have in mind in con- 
nection with lower jewelry rates.. 





James E. McKee 


WappincTon, N. Y., Aug. 10—James 
Edgar McKee, for many years a jeweler 
and optician here, died July 31 at his 
residence here. He was 73 years old and 
had been postmaster since 1905. 

Mr. McKee was stricken ill with acute 
indigestion May 21 and his ailment later 
developed into a heart ailment. 





Handy & Harman to Build 
Plant in Canada - 


Handy & Harman, well known dealers, 
manufacturers and refiners of precious 
metals, are to erect a Canadian plant in 
Toronto. It will be completely equipped 
for melting, rolling and annealing gold 
and silver, refining waste products, and 
for the manufacture of other Handy & 
Harman products used by the trade. It 
is expected the plant will be opened in 
the late .Fall. 

The operation of the new plant will 
be directed by a Canadian subsidiary 
company, Handy & Harman of Canada, 
Limited. The president of the new con- 
cern, G. H. Niemeyer, is vice-president 
of the parent company; the vice-presi- 
dent, Robert H. Leach, is a director of 
the New York company; and the as- 
sistant treasurer and manager will be 
John W. Colgan. The new plant will be 
situated at the corner of Richmond and 
John Sts., Toronto. 

Handy & Harman was established in 
New York over 68 years ago, while one 
of its subsidiaries in the gold and silver 
business has been in operation for 98 
years. For more than 50 years, Handy 
& Harman have quoted the New York 
official price for silver which is used as 
the rate for settlement between smelters 
and miners and as a basis for interna- 
tional transactions. The firm is recog- 
nized as an international authority on 
silver and is well known for its ex- 
tensive dealings with London and Far 
Eastern markets. 

The principal business of the company 
is tied very closely to the jewelry and 
silverware industry. Most of the sterling 
silver used by American manufacturers 
is produced by the concern, and the com- 
pany has served prominent Canadian 
manufacturers with gold and silver for 
over 50 years. 

The new plant will be equipped to 
manufacture and fabricate precious met- 
als in the wide variety of forms required 
by science, the arts and industries. A 
complete department for handling scrap 
and waste products including old gold 
and silver will be included. 





A bandit attempting to escape after 
holding up the L. Seigel Jewelry Co., 205 
Alamo Plaza, San Antonio, Tex.; recently, 
accidentally shot himself in the leg and 
was caught driving away in a | amen car 
by a traffic officer. 
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NEW YORK: 


Jewelry News of the Metropolitan District 


The Eastern Jewelry Co., importer of 
jewelry, specializing in Indian merchan- 
dise, has removed from 271 Fifth Ave. 
to new quarters in 66 Fifth Ave. 


Fred F. Schwartz, diamond cutter, has 
announced the removal of his office and 
factory from 15 Maiden Lane to new 
quarters in 87 Nassau St. 


The firm of William Chalson & Co., 
Inc., manufacturer of platinum and dia- 
mond jewelry, has removed from 131 
Canal St., to Room 401, 42 W. 48th St. 


Heller & Neuman, odd shape watch 
crystals, have announced their removal 
from 116 Nassau St. to Room 514, 87 
Nassau St. 


Max I. Silber of the Eventov Diamond 
Co., Inc., 580 Fifth Ave., sailed on the 
Manhattan, Aug. 14, on a buying trip to 
the European diamond markets. 


Walter N. Kahn, of L. & M. Kahn, dia- 
mond importers, 608 Fifth Ave., returned 
from the European diamond markets on 
Aug. 16 aboard the Champlain. He had 
been abroad since June 28. 


Nat R. Hirschhorn, representing the 
Parker Watch Co., 580 Fifth Ave., is 
now calling on the trade in the Middle 
West and Northwest. He is expected to 
return to New York about Oct. 1. 


I. Goldstein of M. & I. Goldstein, dia- 
mond importers, 48 W. 48th St., returned 
recently from a five weeks’ trip abroad to 
the stone markets of Amsterdam and 
Antwerp. 


The Henry H. Harteveldt Co., 10 W. 
47th St., has announced that Lew Kane 
will soon show a complete line of plati- 
num, gold jewelry and watches to jewelers 
in the western territory. 


E. E. Robert of Edmond E. Robert, Inc., 
who was seriously injured in an automo- 
bile accident, April 11, is still in the hos- 
pital but expects to be able to return to 
his office the latter part of September. 


Robert Lipton, Inc., jeweler at 701 
Grand St., Brooklyn, has announced the 
opening, on Aug. 10, of another store 
in Plainfield, N. J., at 206 West Front 
St. Mr. Lipton has discontinued his other 
branch store at 7701 Fifth Ave., Bay 
Ridge. 


During August the showrooms of Cahn 
& Co., 325 Fifth Ave., was the scene of 
an exhibit showing the steps in the man- 
ufacture of Catalin, the synthetic plastic 
so much used in costume jewelry, from 
the liquid resin to the finished product. 
Many buyers come to see this instructive 
display. 


A testimonial dinner is being tendered 
to Max Wolf, who recently joined the 
sales staff of the Gruen Watch Co., on 
Tuesday, Sept. 24, 7.30 p.m., at the Hotel 
Victoria. Reservations are $3 per person 
and tickets may be obtained from Adolph 
Pusrin, 59 Chrystie St. 
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I. Lachman of I. Lachman & Sons Co., 
Seattle, Wash., has been passing a few 
days in this city, making his headquar- 
ters at the Addison Hotel. On his trip 
east he stopped in Detroit to visit his 
son and then went on to Providence 
and the Attleboros. He returned by way 
of Detroit. Mr. Lachman reports im- 
proved business conditions in Seattle. 


Sales of jewelry at wholesale in the 
New York district of the Federal Reserve 
Bank during June, 1935, are reported as 
16.5 per cent better than in the same 
month last year. Stocks declined 4.4 per 
cent. Wholesale diamond sales were re- 
ported as being 40.9 per cent greater this 
June, with a gain in stocks of 19.2 per 
cent. 


Peter Muller-Munk, designer, known in 
the jewelry industry as an originator of 
modern silverware creations, has been 
appointed as associate professor of in- 
dustrial design at Carnegie Institute of 
Technology, Schenley Park, Pittsburgh. 
Mr. Muller-Munk will also maintain of- 
fices with Design Associates, Inc., at 3 
E. 51st St., New York. 


Mrs. George Frey, 
Frey, eastern representative for A. L. 
Lindroth Co., died at their home in the 
Hotel Touraine, 23 Clinton St., Brooklyn, 
Aug. 13. The funeral was held Aug. 16, 
with burial in Greenwood Cemetery. 
Mrs. Frey was the daughter of the late 
Wm. H. Heathcote, who was for years 
in the jewelry business in New York. 


Samuel Goudvis of Goudvis Bros., 
diamond cutters, Amsterdam, is here on 
a visit of eight months to this country. 
While in New York he is making his 
headquarters with Albert Goudvis of 
the New York office of the firm, at 22 W. 
48th St. Mr. Goudvis told a JEWELERS’ 
CIRCULAR-KEYSTONE reporter that condi- 
tions here seem much improved since 
his last visit in 1933. 


wife of George 


The Carrington Co., Inc., manufactur- 
ing jewelers, with sales offices at 542 Fifth 
Ave., and factory at 42 Walnut St., 
Newark, have announced that the rumor 
said to be circulating in the trade that 
their lines are being discontinued is 
utterly false and has no basis in fact. 
W. C. Carrington, manager of the New 
York office, said that his concern is ready 
to fill all orders promptly. 

John Lazar, jeweler at 60 John St., was 
found recently by a reporter for the New 
York Sun to be standing in front of his 
establishment giving away dimes to pas- 
sersby. Questioned as to the reason for 
his philanthropy he replied that “When I 
came to this country 48 years ago I had 
but 35 cents. When I think of those first 
few days here I know what these people 
I am trying to help must suffer.” 


Announcement has been made by Jo- 
seph Hollinger, proprietor of the whole- 
(Turn to page 154) 
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EXPERT REPAIRS 


SI LV BEBERWARE 
Greatest Care Given to Heirlooms 
No job too small or too much trouble 


217 E. 38th St. 
CURRIER & ROBY “5.0. 











Diamonds, Pearls, Precious, 


Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New Yerk 


Orders for Jobbi Stones ane 
Werk alae , aa otly  Palted 





| 608 FIFTH AVE. 





Same Day Service GUARANTEED 


DIAL REFINISHING 


All jobs leave our shop same day received 


U. $. Watch Dial Mfg. Corp. $4:°° Yves 


RING FINDINGS 


ASSEMBLED 
Quotations on request 
A. W. MAYER & CO., INC. 
36 W. 47th ST. NEW YORK 


DIALS ano'crocx 


REFINISHED LIKE NEW 
HIGH GRADE EUROPEAN METHOD 
24 Hour Service 


A. Write for Price List 
novAs. DIAL & tnt. on co. 

















Nassau St., New Y: 











SOLE DISTRIBUTORS OF 
E. MATHEY-TISSOT & CO. 
NORMIS 
CHRONOMETER CYMA 
WATCHES CLOCKS 
NORMAN M. MORRIS 


INCORPORATED 
NEW YORK 








CHINESE GEMS CO, 
J ADE INC. 


Rosequartz Tarquoie 
Amethyst Lapis 
Carnelian Crystals 





Stone Ornaments for Lamps 


20 West 47th St., New York 
IMPORTER — WHOLESALER 


CRYSTAL BALL WATCHES 
De Frece Watcu Co., Inc. 


48 West 48th St., New York 


REPAIRING 


and sw EWA 
Solky Bros., Inc. 


142 Fulton St., New York 























JACK J. FELSENFELD 








farker. 


Micro-Synchronized Balance—Timed by 
Western Union-Naval Observatory Time 


PARKER WATCH CO-580 FIFTH AVE-N.Y. 











E will convert your old movements 

into stylish watches! Repair them, 
put them in new cases and dials at 
the lowest possible prices. Any kind 
of a watch ‘case supplied. 


NU-ERA WATCH CASE CO. 


155 Canal Street New York 











TA HUA CORPORATION 


Best Values-—Largest Assortment 


CHINESE JADE 
» Lapis, Turquoise, Carnelian 
(Amethyst 
Wholesale Suppliers to the Jewelry 
Prade 
Stones for Compacts, Smokers’ 


a cessories, Bags 


DIRECT IMPORTERS 
48 West 48th St. New York 





Silver repairing and refinishing. 
Vanity, Cigarette Cases and Bag 
Frames our specialty. 


Established over twenty-five years. 


CHARLES GRABHORN 4 Washington Place 


NEW YORK 





The Gift To Her Fiance 
THE STAR SAPPHIRE RING 


Gems of Fascination 


LOUIS N. MARX 


551 Fifth Ave. New York 
Tel. MUrray Hill 2-8838 





New York Notes 
(From page 153) 


sale jewelry and optical goods concern 
of that name, 169 Canal St., that he has 
purchased the adjoining building, a five- 
story structure on the corner of Canal 
and Elizabeth St. Mr. Hollinger plans 
to remodel the building to house a new 
jewelers’ exchange, similar to those on 
the Bowery. 


John M. Hartzberg of J. & L. Hartz- 
berg, 665 Fifth Avenue, who recently re- 
turned home after an extended stay in 
Europe reports: that the diamond market 
in Antwerp and Amsterdam is exceed- 
ingly strong especially on finer goods for 
which the demand remains steady. The 
diamond workers’ strike ended with the 
result of an average raise of 20 per cent 
in wages. 


Harry Goldstein has been appointed 
manager in charge of the metropolitan 
territory for The Gruen Watch Co. in 
New York. Assisting Mr. Goldstein will 
be Max Wolfe and Philip Schmidt. Mr. 
Goldstein is a well known figure in the 
trade, having been in the watch business 
for 25 years. During the past four years, 
he has been president of the American 
Watch Distributors Co. 


An explosion in the offices of Rombach 
& Borg, manufacturing jewelers, 15 John 
St., at about 2.15 p.m., Aug. 3, startled 
crowds of people in the street who feared 
a safe had been cracked by thieves. 
Police investigation proved that the ex- 
plosion occurred when an employee of 
the Consolidated Gas Co. opened a new 
gas meter connection. Accumulated gas 
caused the explosion, shattering a glass 
partition in the office. No one was hurt. 


The Gruen Watch Co. on Aug. 1 ten- 
dered a “housewarming” to its friends 
in the trade to celebrate the opening of 
its new eastern sales offices in suite 1456, 
International Building, Rockefeller Cen- 
ter. Scores of business men in the New 
York market thronged the attractive 
premises in this most recently completed 
unit of the Center. Teviah Sachs, as- 
sistant to the president, and manager of 
the New York office, was host. 


Raymond Mehrlust, son of Jacob Mehr- 
lust, manufacturer of fine platinum 
jewelry, 6 W. 48th St., returned home 
recently from a tour of the world. The 
countries visited by Mr. Mehrlust in- 
cluded Manchuria, Mongolia, Japan, 
where he inspected the cultivated peari 
fisheries of K. Mikimoto, Colombo, Cey- 
lon, Bombay, India, Egypt and Paris, 
France. Much of the traveling on this 
extensive trip was done by air. 


Leo L. Leveridge, elder son of A. D. 
Leveridge, diamond importer, 22 W. 
Forty-eighth Street, has been accepted as 
a student at the Faculty of Medicine, Mc- 
Gill University. He will leave for 
Montreal this fall to attend his first year 
there. His younger brother, Don, a 
student at Antioch, is fulfilling his “work 
periods” in employment with his father’s 
concern. Mr. and Mrs. Leveridge will 
return to their New York apartment after 
spending the summer on their farm at 
Pompton Plains, N. J. Mr. Leveridge 
will devote most of his time to calling on 

(Turn to page 155) 
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DIAMOND 
SCHICKSNAPS 


GOLD 


PLATINUM 


CULTURED 
PEARLS 


*« 
HARRY ¢. SCHICK, INC - NEWARK,N. J. 


WE PAY 


$0.68 per Dwt fer 10 KARAT Gold 
05 CT) “ ae 14 “ “ 





4“ “ 18 ae ae 

6“ “a 23 4“ a6 
Weight and Karat Test Guarantecd 
STERLING SILVER, Market Price. 


SWEEPS, FILINGS 
GOLD FILLED SCRAP 


Your lot accurately valued, reported, 
and held for your O. K. 


SLOVES & KRAMER, INC. 


ASSAYERS @ REFINERS 


149 Canal St. NEW YORK 








RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 








WATCH REPAIRING 
All Work Guaranteed One Year. 


GEDDES & CRAMER 


1113 Chrisler Ave., Schenectady, N. Y. 
Service That Satisfies 








The 
TRADE MARK 
for 
QUALITY 
FINDINGS 














LOUIS 
KOPPEL 


Manufacturer of Gold and 
Platinum Ring Mountings to 
Wholesalers 


126 Maiden Lane, N.Y. 








GAVELS 
SOLID EBONY 


with Sterling Silver Bands 
and Letters Engraved 
Complete $7.50 
SEIFERT’S MONOGRAM SHOP 
114 W. Baltimere St., Baltimore, Md. 











WATCH MATERIALS for all 
American & Swiss Watches 
Sole Distributors for ABRA Material 
Fine Watch Repairing for the Trade 


INTERSTATE WATCH Co. 
80 Nassau St. New York, N. Y. 
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Gold and Platinum Solders 
“Clinton Alloys” 
For White, Green, Yellow Gold 
Refiners of Precious Metals 


CLINTON REFINING CO., Inc. 
91 E. Kinney St. Newark, N. J. 
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GOLD ALLOYS 


FOR ALL COLORS AND KARATS 
FOR PLATE, WIRE OR CASTING 
COLD SOLDER ALLOYS 
SPECIAL ALLOYS FOR ENAMELING GOLDS 


H. HENRICH, INC 


ROUGH OPAL 


DIRECT 


oz. Lots f $1.00 to 
per oz. 

Also Black Opals and Collect 
Specimens 


rom 


Write for Free Lists 





Melbourne, Australia 





FROM AUSTRALIA 


Large Trade Parcels in 50 or 100 
- $10.00 


N. H. SEWARD 457 Bourke St. 
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f 
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Cua 





_—— Traveling 


D 


and Boudoir Clocks 


so complete Leather Case Service 


110 West 40th St New 


York 





PRISMS: 


THEIR USE and EQUIVALENTS 


A book containing a more extended knowledge 
on this branch of refraction than is contained 


n works on ophthalmology 


The Optical Journal and Review 
239 West 39th Street, New York 


Price $2.00 














{SAL “HYDE 


Concentrated Salts for Electro Plating 


for Rhodium, Gold, Silver, Platinum, 
White Gold, Nickel, Bronze and Cop- 
per Plating, Oxidizing, Spotting, Strip- 


ping, Etc. 
25 different colors and shades 


For 42 years Sal-Hyde has been the reco 


nized concentrated electro-plating salts of 


quality. 
* * a 


Demonstration rooms and laboratories at 


The W. Green Electric Co. 


182 BROADWAY, NEW YORK 
Tel. Cortlandt 7-1156 (Entrance 2 John St. 


) 
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New York Notes 
(From page 154) 


the out-of-town trade, while Mrs. Le- 
veridge, a member of the firm, will re- 
main in the office. 


The four hold-ups of jewelers on Fifth 
Ave. during July, causing some of the 
victims severe losses, has resulted in the 
demotion and transfer of 19 detectives 
of the Fifth Avenue squad, according to 
an announcement by the police depart- 
ment. Additional detectives have been 
assigned to the various jewelry shops in 
the midtown area. Captain William 
Pedrick, president of the Fifth Ave. As- 
sociation, commented that “The associa- 
tion has always enjoyed the finest type 
of cooperation from every member of the 
department.” Hoping to allay the feeling 
of insecurity among merchants on the 
Avenue, he said that “Some merchants 
have become unduly apprehensive about 
the ability of the police to protect their 
property.” 

David Pheffer, 108 Fulton St., known 
to the trade for the past 16 years as an 
assembler of ring findings for the whole- 
sale and manufacturing trades, has in- 
corporated his business under the name 
of David Pheffer Co., Inc., and equipped 
a tool room with complete facilities for 
the production of findings. Officers of 
the new concern are David Pheffer, presi- 
dent; Herman Resnick, vice-president and 
Charles Levine, secretary. Mr. Resnick, 
who for the past 15 years has traveled 
the country as sales representative for the 
Simson Bros. Refining Corp., will have 
charge of the selling end of the new 
business. Mr. Levine, also with Simson 
Bros. for years, will superintend the tool 
room. Mr. Pheffer has given up his 
quarters on the eighth floor of 108 Ful- 
ton St., and has taken the entire 14th 
floor of the building for the factory, office 
and showroom. The new lines will be 
ready on or about Sept. 1, and will in- 
clude both findings and finished mount- 
ings offered to the manufacturing and 
wholesale trades. 


Representatives of about 25 Fifth Ave. 
jewelers gathered on Aug. 7 in the office 
of Captain Hugo Wunsche, commanding 
officer of the 7th Precinct police station, 
153 E. Sist St., to listen to the officer’s 
suggestions as to ways of cooperating 
with the Police Department in the pre- 
vention of crime. The discussion. lasted 
about an hour and upon its conclusion, 
all the jewelers felt that it had been time 
well spent. Among the recommendations 
that Captain Wunsche made were that 
jewelers should not be hesitant in re- 
porting to the police the presence in their 
store of suspicious characters. He said 
that merchants need have no fear that 
the officer investigating such a _ report 
will act tactlessly or in any way to 
offend a person who might prove to be 
a good customer. He urged the jewelers 
to be extremely careful about admitting 
strangers to the store at times of opening 
and closing, when merchandise is being 
moved about. Jewelers, he said, should 
design their stores so that people passing 
in the street are able to see into the in- 
terior of the store. 
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REBUILT 
WATCHES 


Hamilton, Elgin 
and Waltham 
GUARANTEED 


Cases in Great 
Variety at 
Special Prices 


Illinois Cases 


6/2 & 6%, ligne at $3.00 per doz. 
Write for Catalogue 


N. SEIDMAN 


173 Canal St., New York, N. Y. 

















[D OBING recent months a rumor to 
the effect that we are retiring from 
business has been brought to our atten- 
tion. We would remind our customers 
and friends in the Trade that, after 
sixty-three years of continuous opera- 
tion, we are prepared to take care of 
their needs in our line, and hope to 
do so for years to come. 


CARRINGTON CO., Inc. 


Manufacturing Jewelers 
42 Walnut Street Newark, N. J. 
New York Sales Agent 
W. C. Carrington, 542 Fifth Avenue 








wt freee Announcing 


THE STERLING 
RING GUARD 


In lacquered Sterlin 
silver. A popular pri 

j Protec- 
tion Ring Guard, 14-kt. 
gold. 


One doz. on card of assorted usual sizes. 


The Lion Safety Pin Clutch Co., Ine. 


20 W. 22nd 5St.. New York, or Jobber 











REVOLV.-IT SLIDE-IT 
NOVELTY WATCHES 
in combination with 
Lipsticks - Lighters - Clips - Pencils 


J. LIPSCHUTZ 


48 W. 48th St. New York 








Become an 


OPTICIAN 


Open An Optical Department 
3 to 6 Month Courses 





Day and Evening 
Co-Educational 





Write for Bulletin of Information “ 
SCHOOL of MECHANICAL OPFICS 
Incorporated 


Montague & Henry Streets 
NEW YORK 


BROOKLYN 











ae 
ee 


| ware TO BUY 








EUREKA MFG. 
PAUNTON, MASS. 
Wakers of 
SILVERWARE BAGS AND ROLLS 


and used by 


CO. 


approved 
Leading Manutacturers and Retailers 


Samples on Request 





ANCHESTER 
SILVER COMPANY 


0} 3 LAND 








TongueTyed 


Also Makers of Men’se Buckles and Sete 
Cc. A. MARSH & C@., ine. 


ATTLEBORO, MASS. 














i 
DINIKS 
STERLING 








| 0 (\) Almost 
Ready 
by J SIMMONS 
It’s Fascinating 











CONCORD 
Silversmiths 


~N CONCORD 
oN i Ne NAN 2 








Massachusetts School of Optometry 
INCORPORATED 
Standard Three-Year Day Course 
Post Graduate and Special Courses 
Arranged 
For further information address: 


1114-1118 BOYLSTON STREET 
Boston, Massachusetts 








| Block & Co., 











PROVIDENCE: 


Happenings in the New England Territory 


The Hadley Co., of this city, has an- 
nounced the renovation and enlargement 
of its New York offices, at 20 W. 47th St. 


Thomas Hanna, for several years 
associated with the Union Plate Co., died 
at his home in Attleboro, Aug. 12. 

Charles F. Lincoln, Jr., with the Fill- 
kwik Co., Attleboro, was married the 


| past month to Miss Yvonne B. Prioux. 


Henry Novak and Miss Charlotte Swan, 
both associated with the L. G. Balfour 
Co., Attleboro, were married the past 
month. 


C. M. Rebok now represents the Man- 
chester Silver Co. in addition to the Poole 
Silver Co.’s line which he has represented 
for the past few years. 


William A. Shawcross, of Monroe 
has been appointed by 
Governor Green as a member of the 
new State Board of Vote Tabulation. 


The sum of $27,844 is announced as 
the amount to be allotted to Rhode Island 
by the Federal Government for the tak- 
ing of a census of business. 


The H. M. H. Co. of Pawtucket, is 
representing the jewelry industry in this 
year’s Manufacturers’ Baseball League, 
which it is now leading. 


The Universal Chain Co. has moved its 
offices from the lower floor of the Ballou 
Building, 61 Pack St., to more commodi- 
ous quarters on the top floor. 


Congratulations are being extended to 
Kenneth F. Woodward, head ‘of the 
precious stone department at the L. G. 
Balfour Co., Attleboro, on his recent 
marriage in New York. 


Each of the 173 participants in the 
recent handicap golf tournament at the 
Highland Country Club, Attleboro, was 
presented a chain tie holder, made by 
the Baer & Wilde Co., of that city. 


Cohn & Rosenberger, Inc., of New 
York, with a plant in this city, has made 
application for a trade mark, “Wafer,” 
in design covering compacts and vani- 
ties made wholly or in part of precious 


| and ornamental metals. 
The Weybosset Jewelry Co., which has 


been located at the corner of Weybosset 
and Mathewson Sts. for 37 years, is now 
located in new quarters at Suite 202, 
Woolworth Building, corner of West- 
minster and Dorrance Sts. 


Alfred A. Cobb, former manufactur- 
ing jeweler of North Attleboro, was 
recently given a testimonial surprise on 
the occasion of his 78th birthday. Among 
those present were two sons, four daugh- 
ters, seven grand-children and one great- 
grandchild. 


The Narragansett Products Corpora- 
tion of Providence, has been incorporated 
with an authorized capital consisting of 
100 shares of common stock of no par 
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value. The incorporators are: Thomas 
F. Black, Harry F. Cross and Harvey S. 
Reynolds. 


While attempting to displose of some 
articles of jewelry that he had stolen in 
a series of house breaks, a young man 
stole a watch valued at $50 from the 
repair desk at the jewelry store of 
Charles Colitz, on Washington St. He 
was captured after a long chase, when 
he tried to sell the watch at a local pawn 
shop. In District Court he was adjudged 
probably guilty and held for action by 
the grand jury. 

Some two months ago a sample case 
containing 20 trays of cut steel buckles 
and ornaments worth nearly $100 was 
stolen from E. E. Weller of 235 Eddy St., 
Providence, while he was in a restaurant 
at Lynn, Mass. Sunday, July 14, police at 
Dedham, Mass., found the samples scat- 
tered in the woods of an estate in that 
town where they had been thrown when 
it was discovered that they were of little 
value. 


The annual outing of the employees of 
the General Plate Co., accompanied by 
those of the Spencer Thermostat Co., 
both of Attleboro, was held Saturday, 
July 28, at the grounds of the. Pomham 
Club, on the east shore of Narragansett 
Bay. The employees were guests of 
officials of the companies and a party of 
235 enjoyed the festivities of the occa- 
sion. Luncheon was served upon arrival 
by motor busses shortly after noon, after 
which various sports were in order, with 
suitable prizes offered in each event. 
This was followed by a shore dinner. 


UNREDEEMED 


ELGIN and 
WALTHAM 
WATCHES 


Open Face 
7 Jewel, 16 Size 


$4.00 


(With new White 
Fancy Engraved 
case.) 


Same in 15-Jewel 
$5.00 





Sg reed 


Same in 17-Jewel 
. $6.00 
Same in 12 size, 





7-Jewel ....... $4.00 
with a beautiful 15-Jewel ....... 5.00 
Fancy Silver Dial 17-Jewel ....... 6.00 


fine unredeemed Railroad 


Also 
Watches similarly priced. 


25% with order, balance C. O. D. 
Cash Buyer of Unredeemed Pledges 


PAUL ROSENBERG 


5 South Wabash Avenue, Chicago 
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Philadelphia College of Horology 


» g SCHOOL FOR WATCHMAKERS 
OTe 
J fi WO 
Ms é 
~ < 
. 





JEWELERS AND ENGRAVERS 


\y 
EAST. Broad and Somerset Streets 
RAYA He PHILADELPHIA, PA. 

















THIMBLES—TIE CLIPS 
IDENTIFICATION WRISTLETS 





Simons Bros. Company 


269 So. Oth St. 


Philadelphia 





DIAMONDS 
WEDDING RINGS 


Manufacturers of the Best in Wedding 
Rings for Nearly a Century 


ALFRED HUMBERT & SON 
117 So. 10th St. 


Philadelphia 








WATCHMAKER - JEWELER - ENGRAVER 


JOHN C. BAIR 
Established 1913 


119 East Chestnut St. 
LANCASTER, PA. 


ALL WORK I18 GUARANTBBD 














MOUNTINGS 
OF RECOGNIZED MERIT 


FuLMER & GIBBONS, INC. 
117 So. 10TH St. PHape_pHia 








BOWMAN 
Technical Schoel 
fer Su fer 
Watchmakers 
Engravers, Jewelers 
Write fer free beok “Your Future and Gur Scheei.” 
JOHN J. BOWMAN, Directer 
Bowman Bidg., Lancaster, Pa. 








—s 











Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 


805 Sansom Street - Philadelphia 


BYARD F. BROGAN 








We Are Authorized 
Distributors for 
TELECHRON & REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL PRODUCTS 


JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


We All orders fer these items in the 
Rotation as Received 
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Herberts, credit jewelers, have opened 
a new store at 112 South Ninth Street. 


Frank Vogel of Alfred Humbert & Son, 
117 S. 10th St., left the latter part of 
August on his annual fall trip through 
Pennsylvania, Delaware and Maryland. 


Louis Sickles, Jr., of the firm of Louis 
Sickles, is now on an extended trip 
through the South and reports that the 
retail jewelers anticipate a good fall 
business. 


M. F. Meeser, engraver, 713 Sansom 
St., passed away, Aug. 4, at his home, 
4126 Chester Ave., after a heart attack. 
Mr. Meeser was in his 77th year and is 
survived by his daughter, Ruth Meeser. 

A window at the jewelry store of Ezra 
F. Bowman’s Sons, Lancaster, Pa., was 
smashed early Monday morning, Aug. 
5, and a small amount of loot obtained. 
Police say out of town thieves are re- 
sponsible. 

Over 100 attended the eighth annual 
outing of the Sansom St. Business Men’s 
Association held, Aug. 24, at Kugler’s 
Old Mohican Club, Morris-on-the-Dela- 
ware, N. J. Various sports were engaged 
in including a baseball game, tennis, golf 
and swimming, and a delicious’ chicken 
dinner was served. Music was fur- 
nished by the Mengorni Orchestra. 


Moses L. Sickles and his father, Louis 
Sickles, are the personification of happi- 
ness these days. The cause of their 
present exultation is due to the arrival 
of the stork at the home of Moses L. 
Sickles, which left in its flight a bounc- 
ing baby boy, Louis Sickles, 2nd. Con- 
gratulations are in order and the proud 
father and grandfather will be gladly 
forgiven for the air of importance they 
have so lately assumed. 


A jeweler who acted as his own detec- 
tive on Aug. 7, caused the arrest of an 
alleged thief who it is charged had robbed 
him of a gold chain. The jeweler is Max 
Gleiser, 144 S. 16th St. an officer in the 
Penn Watch and Optical Co. Accord- 
ing to Gleiser, the man entered his store 
on Tuesday and after examining several 
gold chains finally departed without mak- 
ing a purchase. Later the jeweler dis- 
covered, he says, that a $10 gold chain 
was missing and that a cheap make of 
chain had been left in its place. Gleiser 
patroled Chestnut St. at lunch hour, saw 
the man enter the Caldwell store and 
called Policeman McDonnell, who was 
directing traffic. 





Henry Bennett 


PHILADELPHIA, Aug. 1—Henry Bennett, 
70, well-known resident of Collingswood, 
died at his home, 634 Atlantic Avenue, 


recently. Mr. Bennett lived 45 years in 
the same house. He formerly resided in 
Camden. 


He was one of the founders and charter 
members of the Collingswood Fire Com- 
pany. He served as secretary of the fire 
company for years and has been an active 
member of the company for 40 years. His 
death leaves Thomas W. Jack as the 
only surviving charter member. 
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Mr. Bennett was the oldest living com- 
municant of St. John’s Episcopal church. 

Mr. Bennett was a watchcase maker 
and for many years with the firm of 
John Yardley. Besides a son, David, he 
is survived by two grandchildren, Henry 
and May. A sister, Mrs. Lillie Rowand 
of Haddon Heights, and three brothers, 
Frank of Philadelphia, Frederick of 
Montgomery, Ala., and Alfred of Cali- 
fornia, also survive. 





Platinum Market 


Platinum prices, as of Aug. 22, 1935, were 


ks ceed ewnds Sha eek ceace crane $33.00 
Containing 5% Iridium ............... 34.00 
Containing 10% Iridium .............. 35.00 
RUM eS 6esccccu muss daees oni 50.00-55.00 
Pe 6644654 ta eee 24.00-25.00 





“The last roundup” session of The 
Town Criers, of Cincinnati, was held at 
the Gibson Hotel on Aug. 9. The booste:s 
of Cincinnati jewelry and allied indus- 
tries are now on the road and most of 
them will be out until Christmas. In- 
terest in the meeting of Aug. 9 was 
enhanced by the presence of Arno Dorst, 
of the Dorst Co. 





Cc OOPER 
AOS 


SINCE 1907 
SPECIAL ORDER WORK—REPAIRING 
711 5ANSOM 8ST. PHILADELPHIA 








Z IRNKILTON 


CREATORS OF ARTISTIC 
_ HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 





F.X. ZIRNKILTON #.toutbaia 








woonD 
WATCH CASES 
EDWIN A. NEUGASS 


MANUFACTURER 
212 E. 40th St. New York 














Student Jewelry 
of the Better Sort 
Since 1893 to 
JEWELERS 
THE J. F. APPLE CO. 


Lancaster, Penna. 














OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SW EEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from ali parts ef the 
U. S. prove our checks satiety 


Your lot is accurately valued, reported 
same day as received and heid intact 
awaiting your OK. 


EMPIRE SMELTING & REFINING CO 
Metallurgical Chemists 
713 Samsom Street, Phila., Pa. 











wud 


WHERE TO BUY 











WOLFSON & GRAU 
Manufacturing Jewelers 


Our Specialty 
Diamone Setrme ann Speciat Onver Worx 
Waren ano Jewerey Rerainine 
Eweraviwe ano Carvine of Act Kinos 
Arso Stampine of Learner Goons 


416 CLARK BUILDING 


1918 PITTSBURGH, PA. 1935 








REPAIRING 
JEWELRY & SILVERWARE 


PLATING 
GOLD—SILVER—RHODIUM 


ENGRAVING 


SPECIAL ORDER WORK 
HEEREN & COMPANY 


Successere to Heeren Bros., Company 


140 8TH ST., PITTSBURGH, PA. 








JEWELERS’ SUPPLIES 


DISTRIBUTORS 
of 


Elgin, Waltham, Hamilton, Illinois, How- 
ard, Bulova, & Gruen Genuine Materials. 


V. T. F. Watch Crystals B. B. & K. K. 
Brands—Fancy Crystals. 


Fancy & Round Unbreakable P. B. U. 
Crystaloids. 


MARTIN GLUCK & SONS 
718 Penn Ave. _— Pittsburgh, Pa. 














C. PROESSLER & SON CO. 


1221-27 PENNSYLVANIA AVE. 
N.S. PITTSBURGH, PA. 


SHOW CASES 


and 


STORE FIXTURES 


MANUFACTURERS OF A 
COMPLETE LINE OF 


JEWELRY STORE 
FIXTURES 


Made in Pittsburgh 
We Serve Jewelers 
From Coast to Coast 


Phone: CEDAR 1716 











PITTSBURGH: 


S. E. Hall of Hall Bros., Clark Build- 
ing, says that their men are on the road 
and report good business. 


I. Eiseman, I. Eiseman & Son, Clark 
Building, has returned from Florida, 
where he spent a vacation. 


Emanuel Grafner of Grafner Bros., 
and Mrs. Grafner, spent an enjoyable 
vacation at Bedford Springs, Pa. 


Morris Colker of Colker Bros., Clark 
Building, is on an extended road trip for 
the firm. 


August Leidheiser, of Hickok-Matthews 
Co., Newark, N. J., called upon the trade 
recently. 


Harry H. Silverman, vice-president of 
the Samuel Weinhaus Co., Penn Ave., 
and family, are vacationing in Atlantic 
City. 


C. R. Keil, sales manager of the United 
States Glass Co., South Side, advises 
their men are now on the road with some 
new lines. 


Max Fine of Max Fine & Sons, New 
York diamond house, was in Pittsburgh 
recently. He reports good business and 
advancing prices. 


W. J. Clapper of the W. J. Clapper 
Co., Oliver building, reports business 
ahead of last year with good prospects 
for a splendid holiday trade. 


Martin Schulheer, treasurer of Big- 
gard & Co., Clark Building, says that 
business has held up well during the 
summer months. This firm is_ anticipat- 
ing a splendid fall trade. 


S. A. Meyer, well-known retail jeweler, 
who operates stores at Washington and 
Canonsburg, Pa., will open a new store 
about the middle of September at 
Charleroi, Pa. 


David Davis of the House of Barnett 
Davis, Clark Building, returned August 7 
on the Ile De France from Amsterdam 
and Antwerp. Mr. Davis also visited in 
London and Paris. 


The Associated Credit Bureau of Penn- 
sylvania will meet in Pittsburgh, Sept. 
23 and 24. Delegates are to be present 
from 69 bureaus and a number of credit 
jewelers are expected to attend. 


I. E. Boucher, general manager of the 
Waltham Watch Co., Waltham, Mass., 
was a recent Pittsburgh visitor. L. R. 
Olsen has succeeded A. A. Colvin as 
district representative of the company in 
this territory. 


Paul S. Hardy, president of the Hardy 
& Hayes Co., Oliver Ave. and Wood St., 
and family, who have been spending 
their vacation in Canada, attended the 
New York Gift Show and the A.N.R.J.A. 
convention on their way home. 


The Westmoreland Glass Co., Grape- 
ville, Pa., will resume operations about 
(Turn to page 159) 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 


DIAMONDS 


* 
818 LIBERTY AVE. PITTSBURGH 








LEATHER AND 
BEADED BAGS 


e 
TOILET 
SETS 
« 


RHINESTONE AND 
COSTUME JEWELRY 


Inquiries Invited 


M. BONN CO. 


713 PENN AVE. PITTSBURGH, PA. 














BEAUTYCRAFT 
JEWELRY 


NEW AND DIFFERENT 


LA PIERRE 


INTERNATIONAL 


DRESSER SETS 


SETH THOMAS 
CLOCKS 
DIAMONDS 


AND DIAMOND JEWELRY 


BIGGARD & CO. 


INCORPORATED 
CLARK BLDG. PITTSBURGH, PA. 
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Pittsburgh Notes 
(From page 158) 


Sept. 1, according to S. B. West, son of 
Charles West, president of the company. 
The plant has been closed for the usual 
summer repairs. 


The Canonsburg Pottery Co., Canons- 
burg, Pa., has resumed operations after 
being closed for the usual summer re- 
pairs. W. C. George, general manager, 
says the prospects for fall business are 
very good. 


Phil P. Lipson of the Lipson Jewelry 
Co., Fairmont, W. Va., was in Pittsburgh 
buying merchandise Aug. 8. Mr. Lipson 
says that he anticipates a good fall busi- 
ness and that enactment of stabilizing 
coal legislation would be a big boon for 
that territory. 


The M. Bonn Co., Penn Ave., exhibited 
before the Women’s Apparel Club of 
Michigan at the Hotel Statler, Detroit, 
Aug. 11-13. The exhibit was in charge 
of George Hartung, Detroit manager for 
the company. Herman Cerf, president of 
the company, also attended. 


J. Loughrey Roberts, Head of John M. 
Roberts & Son Co., and family, spent 
the month of August on their farm. Miss 
Mary Jane Rowley, secretary and mana- 
ger of the silverware department for this 
company, has returned to the store, fol- 
lowing a several months’ illness. 


Charles H. Pascoe has succeeded 
George H. Mayer as director of sales 
for the American Window Glass Co., 
Mr. Mayer having resigned on account 
of ill health. This company recently in- 
troduced a new window safety glass, 
particularly applicable to jewelry stores. 


Donald M. Smith, vice-president of the 
McKee Glass Company, Jeannette, Pa., 
has informed THE JEWELERS’ CIRCULAR- 
KEYSTONE representative that the com- 
pany expects business to pick up this 
fall. They are now operating at 60 per 
cent capacity with 700 employees. 


Bert Biggard, vice-president of Big- 
gard & Co., wholesale jewelers of the 
Clark building, and Miss Esther Ruth 
Mervis of Homestead, were married Aug. 
11 in the Hotel Schenley of this city. 
The happy couple have gone to Bermuda 
on their honeymoon. 


Maurice W. Rihn, Terheyden Co., 
Smithfield St., together with Mrs. Rihn 
and family, spent their vacation by motor- 
ing through ‘the New England States to 
Quebec. Miss Frances Hinkel and Miss 
Gertrude Soder of the same firm have 
returned from a sojourn to Waldemere 
Beach on Lake Erie. 


Morris W. Rihn of the Terheyden Co., 
Smithfield St., was hurriedly called to 
New York because of the sudden illness 
of his daughter, Sister Miriam Theresa, 
who has been studying music at Colum- 
bia University. She underwent an oper- 
ation for appendicitis and is recuperat- 
ing nicely according to Mr. Rihn. 


David F. Walton, manager of W. W. 
Wattles & Sons Co., Wood St., reports 
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an exceptionally good diamond business 
during July and August. Mr. and Mrs. 
J. Harvey Wattles, who have been spend- 
ing six months on the Pacific Coast, are 
expected to return to their home in Wash- 
ington, D. C., early in September, stop- 
ping off in Pittsburgh enroute. 


Nearly one hundred friends of Herman 
Cerf, president of the M. Bonn Co., Penn 
Ave., gathered at the Sky Club the 
evening of August 3 to celebrate his 
75th birthday. A few days previously, 
Mrs. Cerf had reached the proverbial 
three score years and ten. The happy 
couple were the recipients of innumer- 
able gifts. 


The Hardy & Hayes Co., Oliver Ave. 
and Wood St., exhibited a large and 
beautiful gold cup donated by William 
Randolph Hearst in connection with the 
motor boat regatta sponsored by Hearst’s 
Pittsburgh Sun-Telegraph and the Oak- 
mont Boat Club Aug. 3 at Oakmont. The 
cup, which attracted unusual attention, 
was won by Gar Wood, Jr., son of the 
celebrated racer. 


The prizes for the athletic events held 
at the Freeland public park, Thursday, 
Aug. 15, have been on exhibition at Polk’s 
jewelry store, Hazleton, Pa. The main 
prize for the athlete accumulating the 
majority of points for all events was a 
panorama trophy which was donated by 
Mr. Polk. This trophy stands about 
eight inches high, the base on which is 
inscribed: “Championship Trophy St. 
Ann’s Celebration August 15th, 1935.” 


Wm. J. Kappel, head of the Wm. J. 
Kappel Co., which operated three credit 
jewelry stores in this city, one in Buffalo 
and ten in New York City under the name 
of Busch Jewelry Stores, returned recently 
on the Europa from Antwerp, Belgium, 
where he purchased diamonds for the 
Christmas trade. John F. Kappel stated 
that two or three of their buyers and all 
of their store managers, will attend the 
credit jewelry convention in Chicago this 
month. 


L. K. Evans, secretary of the Duncan 
& Miller Glass Co., Washington, Pa., 
announces the appointment of William 
L. Tickell as southern sales representa- 
tive with headquarters at 908 Juniper St., 
Atlanta, Ga., where he has opened a dis- 
play room. Mr. Evans says that fall 
prospects are excellent and that there is 
a distinct trend in the glassware industry 
toward better and finer merchandise. On 
account of increased business, the com- 
pany was forced to curtail the usual 
summer repairs and resumed operations 
July 24, a week earlier than had been 
planned. 


C. Glenn Sipe of the House of Sam 
F. Sipe, Diamond and Wood Sts., has 
purchased the interest of his brother, 
Harry A. Sipe, and is now the sole 
owner of the business. The latter, who 
is a professional engineer, plans to follow 
engineering lines. He entered the busi- 
ness a number of years ago following the 
death of his brother, Sam F. Sipe, Jr. 
C. Glenn Sipe, Jr., is now associated with 
his father in the business. The “boys” 
are all Princeton graduates and highly 
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regarded in the retail jewelry trade. 
Their father, the late Sam F. Sipe, was 
one of the greatest diamond merchants 
of his day, having died a number of years 
ago as the result of an operation. 





Prices of Silver Bars 


UF. 

Government New 

London Assay Sell- York 

Date Official ing Price Official 
Aug. 1 305 70% 67% 
Aug. 8 30 #5 70% 67% 
Aug. 15 29 67% 65% 
Aug. 22 29 67% 65% 





I. Fried, for 33 years a retail jeweler 
in Mobile, Ala., has opened a credit 
jewelry business at 116 H St., N.E., 
Washington, D. C. 








Seeks Your Patronage 








DOERNBERGER & MUCK 
406 Pittsburgh Life Bidg. 
PITTSBURGH, PA. 
Manufacturing © Repairing 
ENGRAVING @ DIAMOND SETTING 


(Successors to H. L. Ehrhard Ce.) 
Established 1901 
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GOLD and SILVER 


Scrap and Wastes 
PURCHASED 


Highest cash rates, by assay 
or over the counter. 
cash for your scrap promptly. 
This is the only complete 
gold refinery operated in this 
section of the country. 


GOLD, SILVER, PLATINUM, alleys 
and KARAT GOLDS, etc., furnished 


ON-BENSHOFF 
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Clark Busiaing 
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ritrsourgn, Pa 











WATCH MATERIALS 
JEWELRY SUPPLIES 
* 


We carry a complete line of 
all genuine American and 
Swiss watch materials. 
VTF—BB—KK and GS 
Watch Crystals 


LANDAW BROS. 


628 Penn Ave. Pittsburgh, Pa. 
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est. SILVERWARE | .33 
Relined | Repaired - Replated | "noises 








SWARTZ & CO. 
10 S. Wabash Ave. Chicago, Il. 








Wren You THINK Or 


FINDINGS 


THINK OF 


FULLER 





ORDER FROM YOUR JOBBER 











Guompauatl 
tut Ce pain 


OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 


BECKER-HECKMAN CO. 


29 E. Madison St. CHICAGO, ILL. 














es DIAM OND kk 
Rs RECUTTING [gag 





Mn 


REPAIRING 


Ws.E ScuuMeré Son, Inc. 
DIAMOND CUTTERS 
44 Wicoins Brock, Cincinnart.Onto 











S. KAPPER 
MANUFACTURING JEWELERS 
Mountings & Wedding Rings 
REPAIR SERVICE! 

Diamond Setters Engravers 
Special Order Work and Repairing 
Country trade guaranteed immediate 
and satisfactory attention. 

159 N. State Street Chicago, Ill. 











CENTRAL WATCH CoO. 

WATCH REPAIRING FOR THE TRADE 

Best Workmanship at Lowest Prices 
Prompt Service 

5 South Wabash Ave. CHICAGO, ILL. 











ive way 
rove 
DISPLAY 
WINDOWS 
Send Glass Sizes for 
| Samples and Designs 


Camden and Company 
CHICAGO 






George B. Goldfarb, accompanied by 
Mrs. Goldfarb, Oklahoma City, were vis- 
itors in Chicago recently during a busi- 
ness and vacation trip in this section. 


E. M. Bond, Chicago representative for 
Bristol Seamless Ring Co., recently re- 
moved his headquarters from room 1218 
of the Heyworth building to suite 1104 
of the same building. 


Gus Callaway, of Ewing Bros., Atlanta, 
Ga., spent several days in Chicago re- 
cently while on a business and vacation 
trip in this section. He made the re- 
turn trip in a new car. 

E. T. Williams, veteran jewelry 
traveler in Michigan, who decided last 
Spring to devote his time to looking for 
oil on his farm in that state, is again 





back with The Ball Co. and will make 
his regular trips this Fall. 

S. B. Kahn, of the Central Monogram 
Works, 7 West Madison St., just returned 
from an extended eastern trip. While 
there, he stopped in New York City, 
Providence and Attleboro. He made ar- 
rangements with several eastern manu- 


| facturers for holiday items. 











Clarence J. Roehr, who for a number 
of years resided in Chicago, but for the 
past several years has been located in 
the east, has returned to Chicago as the 
representative of Manchester Silver Co. 
and expects to be located in 31 N. State 
St. 

Ingersoll-Waterbury Co., whose Chi- 
cago office has been located at 111 N. 
Canal St. for the past ten years, have 
removed to convenient quarters on the 
seventh floor of the Garland building at 
58 E. Washington St., where efficient 
display rooms and sales office have been 
established. 

The Manheimer Watch Co., located on 
the 15th floor of the Pure Oil building 
at 35 E. Wacker Drive, since the building 
was erected, is now located in a newly 
fitted up suite at the northwest corner 
of the 16th floor. The space has been 
specially arranged and fitted for the busi- 


| ness. 


Emil Noel who, accompanied by his wife 


| and her friend Mrs. Kaatz, left Chicago 


late in July for an extended automobile 
trip through the west and along the Pa- 
cific Coast, met with a serious accident 
near Basin, Wyo., when the car left the 
road. Both Mr. and Mrs. Noel received 
serious injuries and were confined to the 
hospital in Basin for several weeks. 


S. Kapper, who has for the past 15 
years maintained a shop in the Capitol 
Building at 159 N. State St. for special 
order work and as a service unit for retail 
jewelers, has recently greatly enlarged his 
sales'- and manufacturing organizations 
and plant and now offers a complete line 
of wedding rings and mountings of all 
kinds, in addition to the service depart- 
ment. 
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HICAGO: 


4 Jewelry News Flashes from the Great Central West 


















William D. Wands, age 62, proprietor 
of Wands Art Co., jewelry and artware, 
6412 Eggleston Ave., died on July 25, 

(Turn to page 161) 





Over $600,000.00 in divi- 


dends has been paid to jewelers 
carrying our policies. 

Present saving on fire policies 
is 33 1/3%. Write us for details. 


NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


NEENAH, WISCONSIN 











SANDSTEEL 
QUALITY MAINSPRINGS 


For American and Swiss Watches 
$2.50 per dozen; $27.00 per gross 
INSPECTOR QUALITY MAINSPRINGS 
For High Grade American Watches Only. 
$3.00 per dozen; $32.40 per gross 
Crosscurved construction gives them more 
power and lasting Elastic Resilience 
Patented 8,15,33 No. 1922921. Made in U.S.A. by 
WATCH-MOTOR MAINSPRING CO., Inc. 
145 Hudson St. New York, N. Y. 
Demand them of your Jobber 














RING TRAYS 
for SHOW CASES 


Now is the time to replace your old 
trays with new ones. 


“METAL FRAME TRAYS” 


Do your Trays have that worn appear- 
ance? Let us replace “NEW IN- 
SERTS” for them. 


Prices quoted upon application. 


WESTERN TRAY & CASE COMPANY 
“WESTRAY” 


Est. 1864 423-27 Plum St., Cincinnati, Ohio 








A. E. Phone: Central 5400 


KRAUSE 
& CO. 


RELIABLE WATCH REPAIRING 
37 South Wabash Ave. CHICAGO 








QUAST & OLSEN 
Manufacturers of Wedding 
and Mountings - : - 


Send your jewelry repairing, diamond set- 
ting, order work to us. First clase 
workmanship, prompt service guaranteed. 


S Seuth Wabash Ave., Chicage, Ili. 
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Chicago Notes 
(From page 160) 


after a long illness. Mr. Wands had been 
a resident of Chicago for more than 47 
years. He is survived by his widow, one 
son, William D., Jr., and a daughter, Mrs. 
Steward Jamieson. Funeral services were 
conducted in the Englewood Methodist 
Church, under the auspices of Englewood 
Commandery, No. 59, Knights Templar, 
with interment at Mount Hope. 

In preparation for the fall business, 
The Ball Co. conducted a three day sales 
conference of all Ball representatives last 
month and topped off the affair with an 
all-day outing at Cedar Crest Country 
Club which was attended not only by the 
executives and representatives but also 
by the entire office force, and all partici- 
pated in golf and other games. The busi- 
ness conferences, which were conducted in 
one of the private dining rooms of the 








ABOVE ALL 


Est’b. 1876 


NOBLE 


JEWELER’S 


FINDINGS 


Throughout the land Jewelers 
are expressing a preference for 
the well known (N) Brand Her- 
cules Findings. Even as the 
popular (N) Brand Gold Solder 
is supreme so Hercules Find- 
ings excel all others! 


&séO 


ORDER TODAY—BUY FROM YOUR JOBBER 





WN) 


F. H. NOBLE & CO. 


535-559 W. 59th Street 
CHICAGO 


Branch Offices 
ATTLEBORO 


NEW YORK 





Where to Buy 


DOMESTIC 
____China and and Glass 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in Amertea 
Trenton, N. J. 


bo 


LENOX 
LENOX, INC. 
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Palmer 
to all who attended. A complete line of 


House, proved very inspiring 
their new merchandise was on display 
during the conference. 


George Weidig, who would have been 
73 years of age on Sept. 23, died at his 
home here on July 26, after a brief ill- 
ness. Mr. Weidig was truly a veteran 
in the jewelry trade and devoted to the 
promotion of its best interests at all 
times. For his services in Chicago over 


a period of about 50 years he was elected | 
to honorary membership in the Chicago | 


Jewelers’ Association several years ago. 
Mr. Weidig was born in New York, and 


| started his career as an office boy for 


Jos. Fahys & Co., watch case makers. He 


| came to Chicago in the late 1870’s as their | 


| Manager. 


Cincinnati and returned here in 1886 and 
remained in their service until the com- 


| pany was dissolved. He then established 


his own selling company and for the past 
few years has had associated with him 
Ben Boosel, who will continue the busi- 
ness. He is survived by his widow. 
Funeral services were conducted at the 
Scottish Rite Cathedral under the auspices 
of the St. Bernard Commandery No. 35, 
Sekine Templar. 





Use the Stickers on Your Mail 


Stickers have been prepared and dis- 
tributed by the A.N.R.J.A. to various 
branches of the jewelry industry. They 
read as follows: “We have subscribed 
to the Jewelry Publicity Campaign.” 

It is requested that the stickers be used 


WE HAVE SUBSCRIB 


JEWE LRY 
PUBLICITY CAMPAIGN 





For a time he was located in | 








Where to Buy 
IMPORTED 
China and Glass 








ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original producti 


wh. 8. aS IRN’ co 
104 Fifth Ave PORATION | 





FINE CHINA 


Finer hood, 


Famous the World Over 
Available from New York Stocks 





| ROSENTHAL CHINA CORP., 149 Sth Ave., New York 


on all letters and invoices by subscribers | 
| to the fund, thus calling attention to the 
| campaign and in that way, leading others 
| to help the project along by subscribing. 


Important concerns are interested in 
the development of the campaign, one 
house having contributed $3,000 toward 
a two-year program, and one $1,500 for 
the first year. It is hoped to raise about 


$30,000 before the first year’s operations | 


begin. Subscriptions are being solicited 
from all branches of the industry, ahd it 


| is desired that the campaign be started 


| in September. 


not later than Sept. 15. 


Prof. Otto Von Schlichten, head of the 
Geology Department of the University of 


Cincinnati, whose radio talks on gems are 
well known, will conduct monthly meet- | 
| ings of a vocational study group to begin 


Newly enrolled and pro- 
spective students, as well as advanced 
students of the A.G.S. and G.I.A. in Ken- 
tucky, Eastern Indiana and Southern 
Ohio, will be eligible to attend these meet- 
ings. Applications may be addressed to 
Edward F. Herschede, chairman, A.G.S. 
Regional Certification Board, c/o Frank 
Herschede Co., Cincinnati, or to Nolte C. 


| Ament, member of that board, c/o Geiger 


and Ament, Louisville, Ky. 
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CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


In steck for immediate delivery. Great 
variety of patterns and designs. 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Ine. 
Importers. 105-107 Fifth Ave., New York 


ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS Lp 


EDWARD BOOTE i: 


37 WwW. st. 
NEW Yorn’ nN. Y. 








SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Win Factories 


FROM NEW YORK STOCK 


Heinrich and Wines Inc. 
49 W. 23rd St. ork, N. 





FINEST CRYSTAL 
_STEMWARE 


"AT POPULAR PRI R PRICES. 


Stock and I 
J. H. VENON, Inc. 


mor os FIFTH AVE. 
NEW YORK 





THEODORE HAVILAND 


ring ERENCH CHINA 
o—- MADDOCK.. os “sons 
“GENUINE QU  QUIMPERWARE” 


THEODORE a” AVILARD & Ine. 
26 W. 23rd St. New York 











ROYAL BE YREUTH CHINA 


MYOTT SON & CO. 
L. BERNARDAUD & CO. 


Orders filled immediately from 
” few York stock 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 





Wedgwood Ware 


Bone China Dinnerware, 
Jasper and Black Basalt 
Trade-Mark WED@WOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 


























WHAT WE PAY 


(not conversation) 


that encourages jewelers to con- 
tinue the practice of sending 
their accumulations of 


OLD GOLD 
FILINGS 
BENCH SWEEPS 
FLOOR SWEEPS 
-POLISHINGS, ETC. 
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PURCHASED 
ESTIMATED 
or REFINED 














Sweepings, Polishings and Filings 
Accepted for Refining 


IMMEDIATE PAYMENT 





SMELTING & REFININ 
CORP 


Refiners of Precious Metal Since 18% 
107-109 West Brookline-Street 
Boston, Massachusetts 
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HOROLOGICAL 
DEPART MEN® 












Eliminating the Middle | emperature Error 


Abstract of a lecture before the Horological Society of New 
York by Howard L. Beehler, Research Assistant 
Hamilton Watch Co., Lancaster, Pa. 





(Continued from July Issue) 
OTHER Factors IN Correct TIMING 


N order that a balance and hairspring act as a perfect 

vibrating assembly the balance wheel would have to be 
influenced only by the force stored in the hairspring and 
be totally unaffected by any outside influence. 

Leaving out of consideration the matter of friction and 
the driving power released by the escapement, it is evi- 
dent that the only outside influences that can affect the 
rate of oscillation are gravity and magnetism. 

The effects of gravity raise the question of position ad- 
justments. Poise is probably the chief factor in obtaining 
accurate timing in various positions. Not only must the 
balance staff be absolutely poised, but the hairspring collet 
and hairspring as well. In case the balance wheel is not 
poised and is oscillating with the balance staff in a horizon- 
tal position, the balance is influenced not only by the 
hairspring but also by the action of gravity on the un- 
poised portion of the oscillating system. 


EFFECT OF GRAVITY 


Assume that the balance wheel is out-of-poise due to 
a weight so placed that when the balance staff lies in a 
horizontal plane the center of gravity or mass of the 
balance wheel is directly underneath the center of rota- 
tion when the balance wheel is at rest in its zero position. 

Now consider that the balance wheel is in motion but 
moving through less than one turn. When the balance 
wheel comes to rest with all the energy stored in the hair- 
spring as potential energy, the unbalanced portion will 
be near the top of the balance wheel: 

As the potential energy in the hairspring is trans- 
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formed into motion of the balance wheel the force of 
gravity acting on the unpoised weight will add additional 
kinetic energy to the balance wheel in the same direction 
as that added by the hairspring with the result that the 
balance wheel will be acted upon by a stronger force and 
will move faster than when acted on by the hairspring 
alone. This will make the watch go faster. 

Now assume that our unpoised weight has reached the 
bottom of its path with all the energy stored in the bal- 
ance wheel and none in the hairspring. The kinetic 
energy stored in the balance wheel will, during the’ next 
portion of its path, be given up partly to the hairspring 
and partly to raising the unpoised portion of the bal- 
ance. Thus our balance wheel will transform its kinetic 
energy to potential energy faster than if under the influ- 
ence of the hairspring alone. The result of this is again 
as if a stronger hairspring was used and the balance wheel 
during this portion of its path will come to rest sooner. 
From this it can be seen if our unpoised balance described 
above is making less than one turn motion it will take less 
time to complete an oscillation than a poised balance, and 
the watch will be fast. 

Now suppose that it is making more than one turn 
motion. Starting with the balance wheel in its position 
of rest with all energy stored in the hairspring, during the 
first portion of its path until the unpoised portion reaches 
the top, the hairspring will be acting to move the balance 
wheel in one direction and the unpoised weight will act 
in the opposite direction. During this portion of its path 
the balance moves as if acted upon by a weaker hairspring. 
After reaching the top of its path and going down to the 
zero position of the balance wheel the hairspring is seem- 
ingly strengthened by the energy added to the balance 
































“SILICOSIS IS INCURABLE— 


(LUNG DISEASE) 


A MORTAL ENEMYS 





—says High Insurance Authority. 


Don’t wait a minute longer than is necessary when 
the question of your health is involved. 


A little dust is sneaking into your lungs daily—whether 
you do the polishing personally or not, is not the point— 
if you are in the room or near the room where polishing 
is done, then you get this dust into your lungs. PRE- 
VENT IT WITH 





LEIMAN BROS. PATENTED 
POLISHING 
DUST COLLECTOR 


NEW 8Q)5 rousuigs wie 
MODEL WITH MANY NEW Fee ROVEMENT. Ss 


These outfits are just what boards of health, labor de- 
partments and others charged with responsibility for the 
health of workers have always advocated—To the pro- 
prietor they cost little, less than what you spend daily 
for car fare, or a cigar, or any other trifle. 

They make a neat and clean workroom possible and they 
save precious metallic particles in the dust that may be 
= paying for the machine over and over again each 


LEIMAN BROS., INC. 


138 Christie St., Newark, N. J. 
LEIMAN BROS. New York Corporation, 23 Walker St. 
MAKERS OF GOOD MACHINERY FOR 45 YEARS 

















37 Years of 
Refining Service 


Precious metals to 


meet requirements of 
jewelry manufactur- 
ers. 


HONEST 
ANDO 


> Prompt </ 

- RETURNS FOR z 
YouR 7— 

OLp GoLD. 7 


“SILVER FILINGS: 
SWEEPINGS- 
m'€ oem 


T.B. HAGsToz & SON 





Producers of 


GOLD-SILVER 


PLATINUM 
and their 


alloys .. 





(Arthur T. Hagstoz) 


REFINERS and ASSAYERS 
709 Sansom St. 
PHILADELPHIA 




















IN PHILADELPHIA 


Air Rates 
Conditioned as low as 
Restaurant $3.50 





All the luxuries and comforts of modern 
living ...a gracious hospitality famed 
the world over .¥ . and at the very hub 
of Philadelphia's social and commercial 
life. Theatres, Shops, Sports, Transpor- 
tation and your appointments are but 
a step away. 


BELLEVUE STRATFORD 


One of the World’s Great Hotels 
CLAUDE H. BENNETT, General Manager 
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wheel from the unpoised weight. Thus during one por- 
tion of the path the unpoised weight is making the balance 
wheel move slower, in the other portion of its path the 
unpoised weight is making it move faster than a poised 
balance wheel and it might appear that there may be some 
motion at which these two effects would counteract each 
other. 

Actual tests with an out-of-poise balance wheel, com- 
paring changes in rate between the 12 up position and the 





Fig. 6—The two-piece, friction fit balance staff used in Elin- 

var-equipped watches. Hub (A) is riveted to the balance arm 

so that the hole is perfectly true with the outside diameter of 

the balance. The staff (B) is held securely in place by a 

forced friction fit. The groove (C) has been cut into the staff 

merely to distinguish it from a staff of similar appearance used 
in the earlier models of this watch. 


6 up position due to variation of the amount of rotation, 
have shown that this reasoning is sound. 

The following table gives the results of such a test. 
From these figures it will be seen that with a motion of 
270 deg., the 12 up position runs 131 seconds faster than 
the 6 up position. By increasing the angular motion of 
the balance wheel this gain is gradually reduced until at 
a motion of 444 deg., we obtain a zero difference between 
the rates in the two positions. 


is therefore advantageous from the repairman’s viewpoint. 

In the Hamilton 992 Railroad watch, which is equipped 
with Elinvar hairspring and solid rim balance wheel, the 
vibrating assembly can be removed as a unit. This watch 
has a two-piece, friction fit balance staff, making it pos- 





Fig. 8—Cross section of balance with Elinvar hairspring and 
monometallic, non-magnetic balance wheel, which, obviously 
cannot exert any magnetic pull on the hairspring. 


sible to readily replace a damaged balance staff without 
disturbing the adjustments. 


MAGNETISM 


The effect of magnetism on the rate of a watch is to 
throw the balance unit “magnetically out-of-poise.” Be- 
cause an Elinvar hairspring does not require a bimetallic 
compensating balance, we can and do use a one-piece, 
non-magnetic balance wheel. This means, of course, 
that the balance wheel is immune to magnetization, a 
frequent cause of erratic timing or of watch stoppage. 

Now Elinvar itself, although influenced by magnetism 
while actually in a strong magnetic field, cannot become 
permanently magnetized. Therefore, with this combina- 
tion of a hairspring that will not retain magnetism and 
a balance wheel that is entirely non-magnetic, we have a 
watch that will resume running as soon as withdrawn 
from a magnetic field strong enough to put the ordinary 
watch out of commission. 

When a watch with a conventional carbon steel hair- 
spring and bimetallic balance wheel is subjected to a 






Motion 270° 290° 330° 350° 360° 380° 400° 420° 438° 442° 444° 
12 up Rate +57.0 +460 +37.0 +33.0 +12.6 —02.8 —01.5 —08.8 —15.5 —17.8 —17.4 
6 up Rate —74.4 —71.6 -—64.0 —59.0 —44.2 —34.6 —27.0 —23.8 —18.0 —18.8 —17.4 

Difference +131.4 +117.6 +101.0 +92.0 +568 +31.8 +25.5 +15.0 +02.5 +01.0 00. 








From our consideration of the importance of estab- 
lishing good poise in the balance unit, it will be realized 
that a vibrating assembly that can be removed as a unit 
has a very practical advantage because any or all of the 
five position adjustments are easily disturbed. 
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Fig. 7—Cross section of balance with ordinary steel hairspring 

and bimetallic balance, showing how magnetization of the steel 

parts of the balance wheel causes the hairspring to be drawn 
down on the balance arm. 


The use of a monometallic balance wheel with uncut 
rim, made possible by employing an Elinvar hairspring, 
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strong magnetic field, the balance arm becoming mag- 
netized, draws the hairspring down to it. This effect on 
timekeeping will vary according to whether the balance 
wheel is fully or only partially magnetized. If fully mag- 
netized, the watch will not run until demagnetized. If 
only partially magnetized, the steel arm and hairspring 
will be influenced by any fixed magnetized part, causing 
the balance unit to be “magnetically-out-of-poise.” 

In a watch with a non-magnetic monometallic balance 
wheel and Elinvar hairspring, the hairspring cannot be 
affected by a magnetic pull from the balance arm be- 
cause the balance arm is made of a non-magnetic metal. 

Extensive comparative tests have been made as to the 
effect of exposure to magnetic fields on watches with con- 
ventional balance unit and those with Elinvar hairsprings 
and monometallic, non-magnetic balance wheels. 

As an example, five Hamilton 992’s and five Illinois 
Bunn Specials with bimetallic balances and carbon steel 
hairsprings were tested in comparison with five of each 

(Turn to page 167) 














HOROLOGICAL QUESTIONNAIRE 


By 
LESTER B. PRATT 











(Continued from the August issue) 


OW shall we proceed to make the winding and 
setting clutch? 


Answer—We observe that the diameter of the wind- 
ing and setting clutch is .102 and the length is .088. Our 
first operation will be to center a piece of steel rod 
carefully and drill a hole in order to form the square 
for the stem. We may obtain the diameter of this hole 
by measuring across the parallel sides of the stem. We 
will assume this measurement to be .040. Then we may 
drill the hole this diameter and to a depth of .110 which 
will be ample for our purpose. Then we may turn the 
blank to the approximate diameter and cut it off, allow- 
ing sufficient stock for finishing to size. In order to form 
the square hole to take the stem, we may make a small 
sub punch, which may be hardened and drawn to a light 
straw color. The sub punch may be made of stock .097 
in diameter, which will fit in the hole of one of our 
large staking tool punches. After the sub punch is hard- 
ened and tempered, we may grind it to the same dimen- 
sions as the square of the stem and also face the end 
of the punch flat. The length of the square which we 
grind should be just sufficient to go through the blank. 
Then we may center a hole in the staking tool die that 
will clear the sub punch, and with the blank in position 
we may readily punch a square hole in the blank that 
will fit the square of the stem. As the sub punch will 
wedge tightly in the blank, we may remove it by reversing 
the blank in the die and drive the sub punch out with 
a small round punch. If we follow this method, we may 
form a square hole very easily and it will be straight 
and smooth. 

In order to hold the blank securely while milling the 
teeth, we may use the rod from which we cut the blank, if 
we grind a square on the end of the rod and force the 
blank securely onto this square. Soldering in this case will 
be unnecessary if we make a tight fit. 

With the blank in position on the end of the rod, we 
may turn it to the exact diameter, .102, and also recess 
the end to match the recess in the bevel pinion. Then we 
may proceed to mill the ratchet teeth in the blank to 
match the bevel pinion, using our very small ratchet 
cutter for this purpose. 

Our next step will be to remove the blank from the 
end of the rod and reverse it. Then we may turn the 
blank to the exact length, .088, and recess it similar to the 
opposite end. The teeth may be milled in the end of the 
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blank, in this case, with a large pinion cutter of the cor- 
rect form to mesh with the inter-setting wheel. We need 
not mill the teeth straight across the end of the blank, 
but may set the slide at a slight angle, just sufficient to 
cut a full tooth and clear the opposite side of the blank. 
The teeth in the end of the winding and setting clutch 
are usually cut at this slight angle, principally to allow 
the use of a large pinion cutter, as we can always work 
to better advantage with the large cutters. Furthermore, 
such teeth are in action only when the watch requires 
setting ; therefore, they do not affect actual running con- 
ditions. 

Assuming that the tooth milling operations have been 
completed, then we may turn the groove in the winding 
and setting clutch to fit the clutch spring, which should 
be a free fit. 


OW shall we proceed to harden the three parts we 
have made? ; 


Answer—We place each part on a small iron wire, 
heat it te a cherry red and quench in cottonseed oil. 


three 


OW 


parts? 


shall we proceed to temper the 


Answer—lIn most tempering operations, we brighten 
the steel parts in order to observe the proper temperature 
color. It is not always convenient to brighten such parts. 
In this case we may use a piece of flat steel, large enough 
to contain all of the parts we wish to temper. The flat 
piece of steel may then be brightened. If we place all 
of the parts of this flat piece of steel and draw the color 
to a full blue, then quench in water, we may obtain the 
same results as in brightening and drawing each part 
separately. 


OW shall we proceed to finish the parts for use in 
the watch? 


Answer—The teeth will require polishing in order to 
facilitate smooth operation. We may polish the teeth 
with a stiff bristle lathe brush, using a small amount of 
rottenstone and oil on the brush. Such polishing should 
be done cautiously, as too much polishing may change the 
form of the teeth. 

The flat surface of the crown wheel may be lapped 
smooth and polished, if required. Then we may place 
the crown wheel in a wheel chuck and turn out sufficient 
stock to fit the cap properly. 
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The bevel pinion may be lapped flat and polished on 
the flat surface. Then if we wish to make a first-class 
finish on the bevel pinion and the winding and setting 
clutch, we may turn a blank stem to fit the two parts 
and file or grind a square to take the winding and setting 
clutch. The two parts may be cemented to the blank 
stem. Then we may grind and lap the cylindrical portions 
of the two parts. If we use the pivot polisher for this 
purpose, we may produce a first-class finish. The final 
operation will be a slight amount of fitting to insure free 
action in the watch. 


SSUMING that a special barrel is required, what 
type of cutter is most suitable for milling the teeth 
in the barrel? 


Answer—The teeth in barrels and all wheels which 
are made of brass are usually cut with a fly cutter, which 
is simply a single cutting tooth held in an arbor and run 


at a high speed. 
(To be continued) 


Eliminating the Middle Temperature Error 
(From page 165) 


make having Elinvar hairsprings and non-magnetic bal- 
ance wheels. 

These were tested in magnetic fields of three different 
strengths—36 lines, 360 lines and 3600 lines per square 
inch. 

The bimetallic groups were permanently magnetized 
by exposure to the strongest of these magnetic fields, 
while the Elinvar-equipped watches resumed running 
again immediately on withdrawal from the field. 

Even at some point between a magnetizing field 
strength of 36 and 360 lines per square inch, the watches 
with conventional balance units were rendered useless as 
timekeepers, showing an average variation in rate over 
five positions of 122.3 seconds per day and an average 
variation of 48.7 seconds per day due to temperature 
changes from 41° to 95° Fahr. Elinvar-equipped watches, 
on the other hand, showed a variation in rate over all 
positions of only 10 seconds a day and an average varia- 
tion in rate due to temperature change of only 2.9 seconds 
per day. 

A loss in time was shown after magnetization, but in 
the Elinvar-equipped watches this was slight and was 
readily corrected by the usual regulation. The following 
table shows this effect comparatively between the two 
groups: 


BIMETALLIC ELINVAR 
Not Magnetized ........ 0. seconds per day..... 0. seconds per day 
Magnetized 36 lines ...... 0.3 seconds per day..... 0.1 seconds per day 
Magnetized 360 lines ..... 58.8 seconds per day..... 1.4 seconds per day 
Magnetized 3600 lines ..... BR eee 6.3 seconds per day 


It will be noticed that while bimetallic watches were 
put out of commission by magnetization in a field of 3600 
lines, Elinvar-equipped watches showed only a loss of 
approximately 6 seconds a day. This loss was regular, 
however, and the variation in the daily rate caused by 
changes in temperature and position ran parallel to the 
original rate before exposure to the magnetic fields. 


RESISTANT TO CORROSION 


A characteristic of Elinvar which I have not yet touched 
upon is its resistance to corrosion, an advantage that all 
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watchmakers will appreciate, knowing how frequently a 
rusty hairspring is the cause of irregular running. A hair- 
spring to all intents and purposes rustproof is a boon to 
watch users, especially to those who live in humid cli- 
mates, work in a moist atmosphere or travel much on 
water. : 

Now summing up the causes of watch inaccuracy, we 
have—temperature variation, position variation, mag- 
netism, rust. 

By creating an alloy of constant elasticity through a 
normal temperature range, Dr. Guillaume, the originator 
of Elinvar, has dealt a body blow to all four enemies. 

He has: 


1—Eliminated the need for a compensating balance; 
2—Made it practicable to use a solid rim balance; 


3—Eliminated disturbance of adjustments when re- 
moval of the balance staff becomes necessary; 


4—Rendered a watch immune to permanent mag- 
netization ; 


5—Banished rust from the category of hairspring 

troubles. 

In creating these important improvements he has made 
possible a more simple, more sturdy construction by the 
use of a balance wheel of one, instead of two metals and 
without cuts in its rim. 

As the cut-rim, bimetallic balance has been in general 
use for centuries, all we watch men have grown up in 
the belief that a solid balance wheel is the mark of a 
cheap watch, of an uncompensated watch, a watch that 
rightly could not be expected to keep accurate time. 

But Dr. Guillaume has rendered this belief obsolete. 
We must reorganize our engineering knowledge as ap- 
plied to watches. The day has come when a solid-rim, 
monometallic, non-magnetic balance in conjunction with 
an Elinvar hairspring is the mark of a true time-teller, a 
high-grade watch. 

The exclusive American rights to use and to grant the 
use of Elinvar for hairsprings in watches and precision 
instruments are held by the Hamilton Watch Co., Lan- 
caster, Pa., and the Illinois Watch Co., Springfield, Ill. 


(The End) 


H.1.A. Certifies Watchmakers 


WasHIncTon, D. C., Aug. 3.— The Examining 
Board of the Horological Institute of America met in 
New York City, July 15, and granted certificates to the 
following watchmakers: 


CERTIFIED WATCHMAKERS 


NAME EMPLOYED BY ADDRESS 
Clarence H. Childs Carl Gildemeister San Antonio, Texas 
A. H. Coleman Self Orlando, Fila. 

James N. Freeman Jensen & Jeck Co. Nashville, Tenn. 
E. H. Shoaf Self Gastonia, N. C. 
John Van Puifelen Bosch Jewelry Co. Grand Rapids, Mich. 


Junior WATCHMAKERS 


Portland, Maine 

Grand Rapids, Mich. 
Huntington, W. Va. 
Grand Rapids, Mich. 


Philip L. Ames Self 
Clifford A. Berry A. E. Willman 
Jack Graham Capehart J. M. Darby 
Roy C. Denton Bosch Jewelry Co. 
Walter D. Jones H. J. Edmunds Morrisville, Vt. 
Nay C. Maxwell T. B. Bond Hillsboro, Texas 
Abraham Ogulnick Student, State Rehabilita- Los Angeles, Calif. 
tion 
Student at Bradley Poly- Peoria, IIl. 
clinic Inst. 
H. E. Foss 
McEntree Jewelry Co. 


Ralph W. Tiede 


Bagley, Minn. 
Muskogee, Okla. 


Oscar A. Welander 
Homer A. Worrell 
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Wants 
SANDERS 


Manufacturers would 
not recommend us to 
their friends if they 
were not satisfied 
themselves. 


SWEEP 


SMELTERS 
BIRMINGHAM, ENG. 
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Send us your 


OLD GOLD, SILVER, PLATINUM 


Gold Filled Cases, Optical Scrap, Etc. 
Prompt and accurate returns Guaranteed 
We are now paying 6%¢ per kt. 


4 Generations of Service 
N. L. SHTEINSHLEIFER = smezrer 


78 Bowery, New York City REFINER 











Save Oxygen! 


Send us your regulator for overhauling. 
Your savings will quickly repay our 
small charge. We'll lend you one to use 
meanwhile. 


Ask about allowance 
toward getting new model. 
k Inc. 122 Fifth Ave., New York City 























LOUIS COLMES 


THE JEWELERS 
AUCTIONEER 


1235 6TH AVE. 
NEW YORK CITY 














‘\ 


PAST PERFORMANCES 
SPEAK FOR THEMSELVES 


We not alone raise you immediate cash, but in- 
crease your clientele and friendship with the 
people of your community. 





Recent Sales 









Matt Irion & Sons Barton Smith 

Louisville, Ky. ... $175,000 Jamaica, L. I... . .$200,000 
Mothner & Co. Trask & Plain 

Beaumont, Texas.. $80,000 Aurora, Ill....... $35,000 





No sale too large or too small. 


ALL CORRESPONDENCE TREATED 
STRICTLY CONFIDENTIAL 


WRITE or WIRE 
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YOUR NEW YORK 
Headquarters 






You pay no premium to enjoy 
the full comfort and luxury of 
the famous Hotel Lexington. 
That’s why men and women 
of the jewelry industry select 
this hotel as their headquarters. 
, Pleasant, airy rooms. Both tub 
and shower baths. Circulating 
ice water. Full length mirror. 
Bedside and dresser lamps. Radio. Unexcelled service and 
courtesy, four popular-priced restaurants, famous orchestras 
play nightly in the Silver Grill and the handiest location in 
New York...Only 3 blocks from Grand Central Station. 
Single rooms as low as $3 a day, double rooms $4 and up. 


HOTEL LEXINGTON 


48TH STREET AT LEXINGTON AVENUE - NEW YORE 
Charles E. Rochester, Manager 
Directed by National Hotel Management Co., Inc. - Ralph 


Hitz, President. Hotels Book-Cadillac, Detroit: Netherland 
Plaza, Cincinnati: Adolphus, Dallas: Van Cleve, Dayton 
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WORIKSEOIP WOITES € QUWIEIRITIES 


EMOVING CANNON-PINION. — What method 
can you suggest for removing the cannon-pinion in a 
Swiss bracelet watch? So far as I know no tool is avail- 
able for this purpose and yet it is a source of trouble in 


many cases. (Question No. 4952.) E.A.N. 


Answer—Grasp the cannon-pinion with a parallel- 
jaw pliers on which the inner sides of jaws are smooth- 
finished. Holding the watch movement with the fingers, 
turn the movement and the pliers in opposite directions, at 
the same time pulling straight outward, away from the 
watch, with the pliers; this will easily remove the pinion. 


XIDIZING COPPER.—Please let me know what 
to use to oxidize engraving on copper. (Question 


No. 4953.) A. B. 


Answer—Obtain from your druggist, some potassium 
sulphide, or liver of sulphur as it is commonly termed. 
Dissolve about an ounce of this salt in a pint of hot water. 
Use the solution hot and either dip your copper article into 
the solution or brush it on the surface you wish to oxidize. 

The complete article will soon oxidize, then wash with 
cold water, then hot water and relieve the high lights with 
powdered pumice stone applied with a soft cloth. 


ORLD CLOCK.—I have a clock showing the 

time in a number of cities in different parts of the 
world. The dials are named as follows: Vicksburg, 
Miss.; New York; San Francisco, Cal.; Greenwich, 
England; Amsterdam, Holland; Madrid, Spain; Peking, 
China; Petersburg, Russia.. Please inform me at what 
time each of these dials should be set, to show correct 
time when it is 12 o’clock noon in New York City. 


(Question No. 4954.) Ss: ae 


Answer—When it is 12 o’clock noon at New York 
(Eastern Standard time), the other dials will be on time 
if set as follows: Vicksburg, Miss., 11 a. m. (U. S. 
Central time); San Francisco, 9 a. m. (Pacific time) ; 
Greenwich, 5 p. m. (Greenwich time); Amsterdam, 
Holland, 5.20 p. m. (Amsterdam local time) ; 
Madrid, Spain, 5 p. m. (Western European time) ; 
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Peking, China, | a. m.; Petersburg, Russia (now Petro- 
grad), 7.01 p. m. (Pulkova Observatory time). 


NTIQUE WATCH.—A customer of mine has 
asked me for information about the age and value 
of a watch of his, which I would describe as follows: 
Quarter-hour repeater, cylinder escapement, about 19% 
lignes diameter, key wind and set, with the name “Bautte, 
a’Geneve” engraved on the inner cap. What may I tell 
him? I will add that the workmanship on this watch 
is very fine. (Question No. 4955.) E. O. 


Answer—The watch described should be considered 
very valuable from the collector’s viewpoint. Jean F. 
Bautte was in his time one of the best- makers of fine 
watches in Geneva, Switzerland, which was then, as it 
is now, the center of the finest watchmaking in Europe. 
Watches made by Bautte are prized sufficiently to be in 
some of the best watch collections in the world. As 
nearly as we can judge, from the facts known about 
Bautte’s career, this watch was made between about 1820 
and 1835. 


AINSPRINGS. — What breaks miainsprings? 
(Question No. 4956.) E. A. P. & S. 


Answer—The most frequent cause of breakage in 
mainsprings is believed to be a change that takes place, 
due to the constant bending and unbending, in the molecu- 
lar structure of the steel. This idea is not a full or defi- 
nite explanation; metallurgists, who are trying to find 
scientific explanations for all facts observed about the be- 
havior of metals, have not yet been able to reach full 
agreement upon exactly why or how breakage happens, 
in springs that are properly fitted, not too hard, and that 
perhaps run well for some years and then break. Outside 
of this class of cases, the reasons for breakage may be 
easily enough seen; for example, when an excessively long 
arbor-hook makes a “kink” in the spring; or when the 
spring is tempered too hard, in which case it breaks soon 
after it is put into service. As far as we know, the break- 
ing of springs in your customers’ two watches at the 
same time, was just a coincidence. That is always possible. 
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James L. Hand 


America’s Leading Jewelry 
Auctioneer 
87 Nassau Street 
New York, N. Y. 


Phone, COrtlandt 7-8693 
Cable Address, Hand-Sale, New York 


Let your Scrap 


Gold help buy 
your fall stock 


The summer months may have been 











quiet but the Christmas buying season STRICTLY ETHIC AL AUCTIONS 

is not far distant. You will be buying Conducted for Jewelers 

new stocks, and that is why we suggest Executors, Trustees, Receivers, Banks, Trust Companies, 
that you collect your old jewelry, fil- LARGE “OR TOO SMALL. Write for “HAND” book on 
ings and sweepings, and send them ” INQUIRIES TREATED CONFIDENTIALLY 
Spyco today. Our check, representing the 

full value of all the precious metals con- ‘6 9 
a ea oe THE PATHWAY TO SUCCESS 
promptly. 


Send your old gold to 


SPYCO 


SMELTING & REFINING CO. 
55 So. 3rp St., MINNEAPOLIS, MINN. 








WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 


SCHOOL OF HOROLOGY 
Dept. C Peoria, Ill. 

































INCREASED KNOWLEDGE 
INCREASES GEM SALES 


Read how one successful jeweler has 


N the laboratory and refin- 
ery of Wm. F. Nye, Inc., 
the process of refining lubri- 
cating oil for fine timepieces 
has reached its highest de- 
velopment. Tests, wherever 
made, prove the _ viscosity, 
low degree of oxidation and 
evaporation, unvarying purity 
and lubricating value of 
Nye’s oil. Sets the highest 
standard. 





increased his sales and prestige by a 
study of Diamonds and Gems as told in 
the articles on pages 36-37 of the 


Nye’s Oil— 100% American 
from “fish to finish.’’ 








August Jewelers’ Circular-Keystone. 





NEW BEDFORD, MASS. es 





Mr. Vondey is but one of our many 


WM. ENYE ine 
[ s ESTABLISHE! 





students who attributes his increased in- 





SPECIAL SALE 120 different models of Finished Balance Staffs for 
hes. 3000 g 


imitati A i P. 
come to the study of our CERTIFIED . ae tt american watehes. 3000 gress in stock. Per dezen 
= sizes.... 
- Hole J a assorted si f 4 Yo li 
GEMOLOGIST courses. Proprietors or Sela Wrad melt subnets, 7B comperimentes TH/s"inthes Tongs 4% 
e nehes w . 5. 


“ L high. Fine finished, strong ond durable, good for ome ‘years. ‘Price... 
large American city are our students. ize. The same item in smaller Gimenctons having 72 compartments. . 
Shipped Cc.0.D. + Meee payment in advance. 
Postage adde 


Write for names of students and com- H. KURI - 37 Maiden Lane - New York, N.Y. 


(Established 1916) 





plete information. 


DISEASES OF THE EYE 


By Charles H. May, M.D., New York. For students and 


GEMOLOGICAL INSTITUTE general practitioners, with 377 original illustrations, in- 
OF AMERICA cluding 22 plates with 71 colored figures. Eleventh edition, 
3511 West Sixth Street revised. Cloth, 440 pages. Price, $4.00. 
Los Angeles THE OPTICAL JOURNAL & REVIEW 


239 WEST 39TH STREET, NEW YORK 
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LD CLOCK.—I have an old clock that I believe 

should be valuable as an antique. It is 26 in. 
high and 16 in. wide. On the glass below the dial there 
is a painting of an eagle and cannon with stack of cannon 
balls. The clock is old but all parts seem to be original, 
and my jeweler says that he can put it in running order, 
so that it will keep good time. It strikes the hours—not 
half hours. The printed label in the back of the case 
states that it was made by “S. Johns, 16 Courtlandt 
Street,’ but the part of label that would state the city 
of the address, is torn off. Do you think the clock is 
valuable? Can you tell me anything about the maker? 
(Question No. 4957.) L. C. M. 


Answer—Your description indicates one of the many 
clocks that were made in Connecticut, and contracted for, 
from the manufacturers, by men who sold clocks at 
wholesale or retail in the South and West. In some 
cases, these clock merchants were wholesalers of hard- 
ware and other goods who had established trade in distant 
territory, and simply added clocks to their other lines. 
The city of S. Johns’ location was no doubt New York. 
If your clock has brass “works,” it was made approximate- 
ly between 1845 and 1860; if it has wooden works, be- 
tween 1825 and 1840. As to its value: these Connecticut 
clocks were in considerable demand by collectors until 
early in 1930; but. the depression then largely spoiled the 
market for old clocks as for other antiques; and the 
business recovery now beginning will have to make further 
progress before the demand and the prices paid for old 
clocks can recover as a result. 


1TS.—Can the pits sometimes found worn in the work- 
ing surface of endstones be removed, and if so how 


should it be done? (Question No. 4958.) A. B. 


Answer—In those cases where a new endstone is for 
some reason difficult to obtain, or where it would cost 
considerably more than the value or from a quarter to a 
half-hour’s work, it is advisable to remove the worn pit 
from an endstone; and it can be done by grinding the stone 
on diamond-charged laps. The laps may be either flat in 
form, used on the bench, the work laid on the lap and 
rubbed over it; or they may be rotary laps used in the lathe 
and the work held against the moving lap. Material for 
these laps is copper for coarser grinding powder, and ivory 
or tortoise shell for the finest powder for the final polish. 
Material dealers sell laps charged ready for use; but some 
watchmakers make their own laps, and charge them by 
rolling the diamond powder grains into the lap with a 
hardened steel hand-roller. Diamond powder of assorted 
grain can be bought of material dealers. It is mixed 
thinly with plenty of oil, spread over the surface of the 
lap, and the steel roller passed over the lap with moder- 
ately increasing pressure, to press the grains in gradually 
without much crushing. Repeat this charging until the 
surface of lap is rather closely studded with imbedded 
grains. <A lap once well charged will last for a great many 
operations. They are useful not only for the purpose 
stated above, but also for altering pallet stones, roller 
jewels, and other such work. 


IVETING A LOOSE GUARD-PIN.—What is 
the best way to rivet in a loose guard-pin that be- 
comes slightly misplaced when the safety-action is tested in 


an American lever watch? (Question No. 4959.) J.G.A. 
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Answer—lIn a case like this, the only reliable remedy 
is to put in a new guard-pin. This is done by roll-filing 
a pin, tapered slightly, of hard brass wire; after the end 
is reduced sufficiently to just enter the hole in the fork, 
polish the wire with a burnishing file; thrust it into the 
hole until firmly tight; mark the places for the two ends; 
withdraw, and cut the ends; replace the pin in the fork. 
What sometimes causes guard-pins to loosen easily is 
filing them with too great a taper; they should be filed 
almost straight; the polishing with burnishing file is also 
important; an unpolished or poorly polished pin does not 
fill the hole compactly, and is therefore more apt to work 
loose. 


YANIDE SOLUTION.—When we put articles of 
yellow gold in our cyanide solution, they turn white 
in color; why is this, and how can.it be prevented? (Ques- 


tion No. 4960.) H. J. CO. 


Answer—Y our cyanide solution may be contaminated 
with mercury or silver; or, if not, the articles must be 
just thinly plated with gold, which if immersed long 
enough in the cyanide, will be stripped of gold, which 
would expose the white metal under the original 
gold plating. Try a freshly made solution of cyanide; dc 
not allow gold-plated goods to remain immersed long 
enough to remove the plating. If the trouble has been in 
cleaning gilded Swiss watch plates, bridges, or wheels, it 
must be borne in mind that these are gilded very lightly 
on silver-plated brass, or occasionally on solid white metal ; 
so that anything except a very brief immersion in cyanide 
will remove enough gold to expose the white metal sur 
face underneath. 


Model of Largest Clock on Display in Toronto 


MontTreA, Aug. 12.—A model of the Dow electric 
clock, the timepiece now under construction in Montreal 
which will be, when completed, the largest in the world, 
is being displayed at the Canadian National Exhibition 
at Toronto. 


The original clock, which is being erected on the roof 
of the Dow Brewery here, is supported in a superstruc- 
ture of triangular shape and has three dials, each 60 feet 
in diameter. It will be visible for miles. The mechan- 
ism, of electric pendulum-driven type, is especially de- 
signed to withstand the rigors of Canadian winters. Re- 
serve power is provided to 96 times normal capacity to 
overcome wind resistance, sleet and snow. Accuracy is 
assured bya pul-syn-etic master clock, located in the build- 
ing and connected with the observatory at McGill Uni- 
versity. 

Weight of the clock mechanism is approximately 15 
tons. Each of the minute hands is 30 feet long and 
weighs 2,500 pounds; hour hands are 20 feet long and 
weigh 1,500 pounds. To cover the dials and steel struc- 
ture, about 40,000 square feet of porcelain enamel will 
be required. The electric control and the main clock 
mechanism are housed in a plate-glass-enclosed room; the 
pendulum is kept in motion by a series of 24 magnets. 

Despite the giant proportions of the mechanism, it is 
built with such precision that less than 1-12th horsepower 
will be required to operate the movement during normal 
weather conditions. Provision is made for a carillon, also 
elevators to conduct visitors to observation towers. 








Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words, Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








CLOCKMAN, age 50, married, 35 years 
of active experience, wishes’. steady 
work; moderate wages. Frank Wolf- 
berg, 615 Nesquehoning St., Easton, Pa. 





COMBINATION MAN, able to handle any 
department in a jewelry store; salary or 
commission basis. Address ‘“‘B., 3162,” 
care Jewelers’ Circular-Keystone. 





COMPERTENT WATCHMAKER on all 
makes and sizes; quick high grade me- 
chanic; full charge. I. Natanson, 1971 
Mapes Ave., New York. 





DIAMOND SETTER, JEWELER and en- 
graver, able to do first class work, 
Spanish. Address ‘“K.,” 917 Central 
St., Kansas City, Mo. 





EXPERIENCED FOREMAN, Al plati- 
numsmith, seeks position as foreman 
or at the bench; excellent references. 
F. H. Schmidt, 31 N. State St., Chicago. 





EXPERT REPAIRER of clocks, watches 
and jewelry, also knowledge of optical 
repairing. J. Pitluck, 536 West 159th 
St., Bronx, N. Y. 





IF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., 37 So. Wabash Ave., 
Chicago, Il. 


STENOGRAPHERS, BOOKKEEPERS, 
ists, clerks furnished, no charge. 
Iton Agency, 93 Nassau St., Cort. 

7392, New York. 


A WATCHMAKER, OPTOMETRIST, 
with 20 years’ experience, desires to 
make a change of location; references 
furnished. Address “B., 3379,” care 
Jewelers’ Circular-Keystone. 











Al WATCHMAKER and good jeweler 
with 27 years’ experience, wants posi- 
tion at once; best references. Address 
“G., 3248,” care Jewelers’ Circular- 
Keystone. 





BOOKKEEPER, full charge of records, 12 
years with last concern, knows jewelry 
business thoroughly; highest references. 
Address “J., 3250," care Jewelers’ Cir- 
cular-Keystone. 





CAPABLE MAN formerly in own success- 
ful business, experienced in manufactur- 
ing gold jewelry; also sales experience. 
Address “G., 3382,’ care Jewelers’ Cir- 
cular-Keystone. 





CERTIFIED WATCHMAKER, 20 years’ 
experience, front or shop work, capable 
of taking charge of repair department, 
desires position. Address ‘‘N., 3335,” 
care Jewelers’ Circular-Keystone. 





ENGRAVER, manufacturing jeweler, 
platinum worker and setter; finest of 
workmanship; prefer retail store. Ad- 
dress ‘‘G., 3266,’’ care Jewelers’ Circular- 
Keystone. 





ENGRAVER, JEWELER and diamond 
setter, open for change; thoroughly ex- 
perienced, first class workman. Ad- 
dress “J., 3320,” care Jewelers’ Circu- 
lar-Keystone. 





FIRST CLASS WATCHMAKER, 25 years, 
all grades; engraver, plain jewelry 
work, salesman; American; New En- 
gland preferred. Address “G., 3319,” 
care Jewelers’ Circular-Keystone. 





FRONT MAN for high class store, as 
salesman and to take charge of watch 
repair trade; best of reference; fine en- 
graver. Address ‘‘C., 3352,’ care Jewel- 
ers’ Circular-Keystone. 





GUARD FOR JEWELRY SALESMAN, 
also has auto and pistol permit; rea- 
sonable; retired New York City police- 
man. Address “A., 3374,’’ care Jewel- 
ers’ Circular-Keystone. 





PLATINUM JEWELER, experienced, 
finest workmanship, ‘seeks permanent 
connection with manufacturer. Address 
“A., 3348,”’ care Jewelers’ Circular-Key- 
«stone. 





POSITION WANTED by first class en- 
graver and stone setter: must be steady 
job; state salary you will pay; reference. 
Address ‘‘E., 3354,’’ care Jewelers’ Cir- 
cular-Keystone. 





RELIABLE WATCHMAKER, can take 
charge, attend to sales, plain engraving, 
some jewelry, clocks, if desired ; Ameri- 
can; honest; references, tools. “Optico,” 
Box 74, Greenfield, Mass. 





RETAIL JEWELRY SALESMAN, 20 
years’ New York experience, desires 
position; salary secondary; references. 
Address “N., 3324,” care Jewelers’ 
Circular-Keystone. 


SAND MOULDER, model maker and 
jeweler, specializing on gold rings; also 
capable melter and refiner of gold and 
platinum. Address “V., 3281,’’ care 
Jewelers’ Circular-Keystone. 








WATCHMAKER, first class, 15 years’ 
experience, all makes and grades; also 
jewelry repairing and plain engraving, 
capable of taking charge. R. A. Steiner, 
Nashua, Mont. 





WATCHMAKER, first class, 15 years’ ex- 
perience; all makes and grades of 
watches, jewelry repairing, plain en- 
graving, capable of managing. R. A. 
Steiner, Nashua, Montana. 





WATCHMAKER, JEWELER and en- 
graver, 25 years’ experience sales and 
estimating; also can teach, sell, tune and 
repair pianos. H. DeWitt Talmage, 
Urbana, Illinois. 





WATCHMAKER, SALESMAN, desires 
permanent position in retail store; 11 
years’ experience; best references. Ad- 
dress ‘‘F., 3265,’’ care Jewelers’ Circular- 
Keystone. 








WANTED BY SEPTEMBER IST, place 
as watchmaker and optometrist, by good 


watch and optical man; years of store 
experience. John W. Winans, 710 So. 
Main St., Findlay, Ohio. 





WATCHMAKER, ENGRAVER, all around 
good mechanic, employed, wishes to 
make change; best reference; Southeast 
preferred. Chas. A: Page, 1130 Green 
St., Augusta, Ga. 





WATCHMAKER, 29, single, 14 years’ ex- 
perience Swiss and American watches; 
best of reference; will go anywhere, 
Address “O., 3274,’’ care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, JEWELER, engraver, 
stone setter; sober, reliable; fair sales- 
man; 14 years’ experience; best refer- 
~~ L. -A. Kennard, Box 50, Sumter, 
eS. C. 





WATCHMAKER, age 39, employed, ex- 
ecutive ability, desires position in high 
class store only; salary $50 week. Ad- 
dress ‘‘V., 3372,’’ care Jewelers’ Circular- 
Keystone. 





YOUNG LADY, expert jewelry engraver, 
with several years’ selling experience of 
jewelry and stationery; New York or 
vicinity preferred. Address “Q., 3284,’ 
eare Jewelers’ Circular-Keystone. 





YOUNG MAN, married, wishes position 
with watch importer, wholesale jewelry 
house or credit store; 12 years’ experi- 
ence; Al references. Address ‘‘G., 3359,” 
care Jewelers’ Circular-Keystone. 





CHINA AND GLASS SALESMAN, 35 
years of age, 15 years’ experience as 
salesman, window, trimmer and buyer, 
seeks position with recognized store; 
excellent references. Charles H. Cha- 
mine, 30 Weider St., Rochester, N. Y. 


COMBINATION watchmaker, jeweler, 
stone setter, employed, wishes to make 
change; 15 years’ experience; sober, 
good references, good personality; state 
best salary. Address ‘‘W., 3288,’’ care 
Jewelers’ Circular-Keystone. 








EXPERT WATCHMAKER, fine jeweler, 
engraver, diamond setter, 18 years’ all 
around experience; reliable store only 
considered, anywhere; age 38. Address 
“T., 3370,’ care Jewelers’ Circular- 
Keystone. 





FACTORY MANAGER, also salesman, 
with 20 years’ experience in diamond 
jewelry trade, capable and responsible, 
desires new connection; best references. 
Address “D., 3313,” care Jewelers’ Cir- 
cular-Keystone. 





FIRST CLASS WATCHMAKER, front 
man, desires connection with reliable 
firm; 17 years’ experience; neat appear- 
ance; fine on railroad or bracelet work; 
best references. Address “L., 3363,’’ 
care Jewelers’ Circular-Keystone. 





JEWELER, general platinum mountings, 
specialty rings; supervisory knowledge 
of toolmaking; foremanship ability; 
wants permanent connection with re- 
liable firm. Address ‘“Z., 3349,’ care 
Jewelers’ Circular-Keystone. 





MANAGER, instalment, now employed; 
Al salesman, trimming effective win- 
dows, complete charge, checking credits, 
collections, advertising, sales promotion; 
salary secondary. Address “S., 3341,” 
care Jewelers’ Circular-Keystone. 





MATERIAL MAN, 20 years’ experience. 
knows Swiss and American materials 
thoroughly, also tools-findings; age 35; 
married; very capable; excellent ref- 
erences. Address “K., 3362,” care Jewel- 
ers’ Circular-Keystone. 





RETAIL SALESMAN, 20 years’ experi- 
ence, thorough knowledge of diamonds; 
well recommended; connection with 
reputable jeweler desired, anywhere. 
Address “R., 3331,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN, having long experience with 
department store buyers, retail jewel- 
ers, Middle West territory, would like 
to connect with a manufacturer. Ad- 
dress “Reliable, 3154,” care Jewelers’ 
Circular-Keystone. 
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SALESWOMAN, many years’ retail 
jewelry ex erience, window trimming, 
minor repairing, capable, pleasing per- 
sonality, good references, wants per- 
manent position. Hedwig W. Muck, 88 
East End Ave., New York. 





WATCHMAKER, 45, first class, requires 
position New York City; 20 years’ ex- 
perience; complete set tools; com- 
plicated watches, used to new work. 
Address “V., 3332,” care Jewelers’ 
Circular-Keystone. 





WATCHMAKER, §skillful Swedish me- 
chanic, 25 years’ experience with leading 
American concerns; competent on all 
sizes and makes; have fine tools and 
references. Address ‘‘P., 3336,’’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 18 years’ experience, 
railroad, baguette, Swiss watches, light 
jewelry, clock repairing; sales ability, 


estimator ; permanent; references ; 
married, age 35. Earl Kirmse, Traer, 
towa. 





WATCHMAKER, 37, desires position; 17 
years’ experience on all grades of 
watches and clocks; can furnish best 
of references: will go anywhere. Ad- 
dress “K., 3321,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, 16 years’ experience, 
baguette, railroad, Swiss watches, light 
jewelry, clock repairing, salesman, esti- 
mator; no job too difficult; references; 
married, age 33. Carl Johnson, Route 2, 
Washburn, Ill. 








DIAMOND MAN; experienced buyer, as- 
sorter and selector for stock and special 
order jewelry; manufacturing and re- 
tail experience, also a good retail sales- 
man; position desired anywhere. Ad- 





dress “T., 3329,” care Jewelers’ Circu- 
lar-Keystone. 
ENGRAVER, long’ experience, desires 


position through the Winter with first 


class house; high grade monograms, 
lettering, ornamental and enamel cut- 
ting: Central or South; A-1 reference. 


Address “Chicago, 3316,’ care Jewelers’ 
Circular-Keystone. 





EXPERT watchmaker, engraver, sales- 
man, stone setter, 20 years’ experience; 
12 railroad inspection; good appearance, 
sober, reliable; best references from best 
stores; ten years last two places; Mid- 
dle West or Pacific Coast. Address ‘‘C., 
3296,” care Jewelers’ Circular-Keystone. 


FIRST CLASS WATCHMAKER, 30, 
wishes permanent position with reliable 
concern; plain engraver and jeweler; 
selling experience; best of references ; 
prefer position in Eastern or Southern 
States. Address “M., 3323,” care Jewel- 
ers’ Circular-Keystone. 











POLISHER, expert lapper, platinum and 
gold watch cases, rings, bracelets, clips, 
ete., producing finest rapid workman- 
ship; 18 years’ experience; have brightest 
gold stripping solution; best references. 
Address “D., 3261,’’ care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN with 17 years’ experience in 
wholesale jewelry business, as manager, 
buyer, salesman; have good following in 
Rocky Mountain States; now open for 
good proposition; references. Address 
“F., 3356," care Jewelers’ Circular-Key- 
stone. 





SALESMAN, 20 years’ experience in the 
capacity as manager, buyer and sales- 
man, familiar with all details pertain- 
ing to retail jewelry business; Al 
references as to ability, honesty and 
character. Address “B., 258," care 
Jewelers’ Circular-Keystone. 





YOUNG LADY desires position as watch 
and jewelry repairer, stone setter and 
engraver ; will complete one ‘year train- 
ing at Bradley, October ist; also quali- 
fied as stenographer and bookkeeper. 
Address “Watchmaker,” 100 N. Glen- 
wood, Peoria, Illinois. 








MAN thoroughly experienced in the watch 
material and jewelers’ supplies ; am also 
watchmaker; desires position in or out 
of New York with reliable house; rea- 
sonable salary; best references. Address 

~~ 3351,”" care Jewelers’ Circular-Key- 
stone. 





YOUNG MAN, age 23, Christian, experi- 
enced sawpiercer, modeling, casting, 
buff polisher, two years’ design training, 
seeks connection where originality in 
designing will be given opportunity. Ad- 
dress “A., 3257,"" care Jewelers’ Circu- 
lar-Keystone. 





AVAILABLE OCTOBER 1ST, Christian 
young man, competent watchmaker, ex- 
p°rienced salesman, window trimmer, 
etc. ; conscientious worker, pleasing per- 
sonality and appearance; photograph 
upon request; a money-maker; age 29. 
Address “EB., 3376,” care Jewelers’ Cir- 
cular-Keystone., 


CERTIFIED WATCHMAKER, 34, married, 
16 years’ experience, fast and accurate 
on all sizes and grades, also jewelry re- 
pair and plain engraving, wait on trade, 
wants permanent position in good store; 
Illinois or nearby states; salary $40. Ad- 
dress ‘‘T., 3342,” care Jewelers’ Circular- 
Keystone. 








EXPERIENCED SALESLADY, minor re- 
pairing, understands repair department; 
estimator, familiar with materials, find- 
ings and tools; position wanted offering 
opportunity; would consider traveling 
with watches, jewelry or materials; 
references. Address ‘“L., 3267,’ care 
Jewelers’ Circular-Keystone. 


Highest class Horologer wishes a posi- 
tion with a high class firm. Address ‘“‘J., 
3385,”’ care Jewelers’ Circular-Keystone. 


EXPERT WATCHMAKER and repair 
man desires position in Rocky Mountain 
States; capable of managing credit busi- 
ness collections and repair department; 
personal tools and bench; age 33; refer- 
ences upon request; college education. 
Address ‘“‘R., 3188,’’ care Jewelers’ Cir- 
cular-Keystone. 











WATCHMAKER, 
stone setter, skilled mechanic, thor- 
oughly competent, trustworthy, rapid, 
no come backs, wishes to work for a 
reliable concern where good work is 
appreciated; can take full charge. Ad- 
dress “H., 3318,” care Jewelers’ Circu- 
lar-Keystone. 


JEWELER, engraver, 





YOUNG MAN, 15 years’ experience with 
Swiss and American watch _ houses, 
thoroughly conversant with office rou- 
tine, supervision of watchmakers and 
watch materials, including six years’ 
experience on the road, desires position 
of responsibility. Address “F., 3077,” 
care Jewelers’ Circular-Keystone. 





YOUNG JEWELER with a degree‘in the 
study of gem stones, at present em- 
ployed, is desirous of making connec- 
tion with reputable firm only where ad- 
vancement is assured on one’s merits; 
will consider dealers; locate anywhere; 
capable of managership. Address “‘B., 
3295,’’ care Jewelers’ Circular-Keystone. 





FIRST CLASS combination man, watch- 
maker, jeweler, engraver, diamond 
setter, good salesman, and window trim- 
ming; 20 years’ experience; long experi- 
ence railroad inspection; unusual ability; 
young, neat, married; best of references; 


state best salary. Address ‘‘Watch- 
maker,’ General Delivery, Wichita, 
Kansas. 





BUILD YOUR BUSINESS with a busi- 
ness builder; Mid-West organization, 
cash or high-grade credit, desiring profit 
producing manager of wide experience, 
will have distinct advantage in my serv- 
ices; qualifying Certified Gemologist; 
Sheldon Science of Business graduate. 
Address “S., 3287,’’ care Jewelers’ Cir- 


| 








MASTER WATCHMAKER and clock- 
maker, appraiser, good salesman, for 
high class store; 20 years’ experience : 
age 38, married, fine personality, uni- 
versity qradente: at present employed 
with a large firm in Indiana, having 
charge of railroad inspection and re- 
pair department. Address “P., 3325,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, thoroughly experienced 
and known in import line as capable 
and exceptionally quick at casing; form- 
erly with large import organization; at 
present employed with New York credit 
jewelrv firm but desirous to connect 
with importers; can manage an entire 
department. Address ‘‘V., 3346," care 
Jewelers’ Circular-Keystone. 





HIGH CLASS MAN of 30 years’ experi- 
ence in all branches of the jewelry 
business; competent watchmaker; at 
present managing store in New York 
State, wishes position in Florida, Texas 
or California, November ist; several 
years with two of largest stores on 
Pacific Coast; finest references fur- 
nished. Address ‘‘A., 3292,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, at present connected 
with one of the largest credit jewelers 
in the city of New York; knows credit 
as well as watchmaking; formerly 
managed credit jewelry store; can re- 
pair, act as salesman, buyer, and excel- 
lent all around man; will only be 
interested if chance for advancement is 
good. Address ‘‘W., 3347,”” care Jewelers’ 
Circular-Keystone. 





WORTHY of your consideration; I am 
unusually well qualified and experi- 
enced to buy and select diamonds for 
stock and special order jewelry, take 
in diamond special order and remount- 
ing work, and a salesman of produc- 
tive ability ; American, 38 years of age, 
over 20 years’ experience; desires con- 
nection anywhere. Address “S., 3330,” 
care Jewelers’ Circular-Keystone. 





MANAGER, CREDIT STORE, 18 years’ 
experience retail jewelry industry, ex- 
tending to.every possible phase of retail 
credit business, embracing _ selling, 
supervision of credits and collections, 
writing newspaper displays as well as 
ereating new sales ideas, trimming ef- 
fective window displays and purchas- 
ing; fine references. Address “E., 
3311,” care Jewelers’ Circular-Keystone. 





HIGH CLASS STORE MAN, capable 
taking charge; first class salesman, 
high grade watchmaker, good en- 
graver, window trimmer, 20 years’ 
experience; now employed; 
connections where eventually may 
be opportunity to purchase interest 
in business; Northern States; $50 
week. Address “E., 3301,” care 
Jewelers’ Circular-Keystone. 





MAN POWER TO UNLEASH; advertising 
and sales promotion manager of com- 
pany in jewelry field, advertising full 
color page SatevPost et al; credit man- 
ager large urban department store; as- 
sistant sales manager famous low priced 
watch company; salesman in two G.E. 
Mazda Lamp Divisions; salesman cos- 
metic and drugs; college and Yale law 
education, 35, married. Address “A., 
3344,’ care Jewelers’ Circular-Keystone. 








Lines Wanted. 


Minimum charge (25 wards) $1.50 
Additional words, 5 cents a word 








SALES ORGANIZATION of 12 travelers 
covering all States, calling upon jewel- 
ers and gift shops, seeking additional 
line. Address “V., 3334,” care Jewel- 
ers’ Circular-Keystone. 





(Continued on page 174) 
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Special Notices 


(Continued from page 173) 








LINES WANTED—Continued 








SIDE LINE WANTED, fast selling up- 
to-date, for legitimate jewelry stores; 
no watches; territory east of Cleve- 
land. Address ‘“‘C., 3231,” care Jewel- 
ers’ Circular-Keystone. 





WANTED A LINE for the Pacific Coast 
by young man with eight (8) years’ 
experience on the road with one of the 
largest wholesale jewelry firms west of 
Chicago. Write “U., 3381,” care Jewel- 
ers’ Circular-Keystone. 





SOUTHERN SALESMAN acquainted with 
Texas and Louisiana jewelers, depart- 
ment stores and novelty shops, desires 
lines of silverware, jewelry, novelties 
or kindred lines. Address ‘“‘B., 26,” 
care Jewelers’ Circular-Keystone. 





SALESMAN, with loyal following among 
wholesale "jewelers, wants line of gold 
jewelry, rings, or novelties for the 
Middle West; commission only; very 
best references. Address “Circular, 
1121,’’ Room 1205 Heyworth Bldg., Chi- 
cago. 








Hide Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SIDE LINE SALEMAN to sell diamond 
mounted jewelry for retail trade. Ad- 
dress “New York, 3286,” care Jewelers’ 
Circular-Keystone, 


MANUFACTURER wishes to connect with 


a traveling salesman who calls on the 
Southern territory better retail and 
wholesale trade, to represent a_ well 
known, established and popular 14K and 
18K ladies’ mountings and semi-mounted 
line, on a commission basis; we have a 
large clientele throughout the South; 
full particulars and references required 
at once. Address “L., 3384,’’ care Jewel- 
ers’ Circular-Keystone. 








Help Wanted. 


Minimum charge (25 words) $1.5@ 
Additional words, 5 cents a word 








SALESMAN WANTED for New York City 


and surrounding territory. Address “E., 
3263,’’ care Jewelers’ Circular-Keystone. 





WANTED, 


watchmaker, 
Henry Mc- 


combination 
jeweler and engraver. 
Claulin, Sanford, Fla. 





SALESMAN, Eastern representative for 


well known watch case line; state ex- 
perience and references. Address ‘‘R., 
3340,’ care Jewelers’ Circular-Keystone. 





SALESMAN with road experience in sell- 


ing materials and supplies; state age, 
experience, references. Swartchild & 
Co., 29 E. Madison St., Chicago, Il. 





WANTED, JEWELER, for repairing, 


special order work and class rings. Ad- 
dress ‘“‘T., 3279,’ care Jewelers’ Cir- 
cular-Keystone. 





WANTED, all around engraver, one who 


can design and cut hubs and dies. Ad- 
dress ‘‘S., 3280,’ care Jewelers’ Circular- 
Keystone. 





MANUFACTURERS LINE of gold wed- 
ding rings, to better retail trade, com- 
mission basis; state territory and 
references. Address “‘D. 3353,”" care 
Jewelers’ Circular- Keystone. 





SALESMAN with a following of the better 
class; we manufacture a complete line of 
wedding rings and also semi-mounted 
diamo jewelry; this is a good proposi- 
tion for the right man. Address “D., 
3239,’ care Jewelers’ Circular-Keystone. 





SALESMEN, with following among job- 
bers, Middle West, South, New England 
and Eastern States, to carry manufac- 
turer’s line watch attachments; com- 
mission basis; state experience and 
references. Address “V., 3373,’’ care 
Jewelers’ Circular-Keystone. 





SALESMEN WANTED to carry a side 
line of high grade sterling silver belt 
buckles, manufacturer’s line; also man- 
ufacturer’s line leather belts on strictly 
commission basis; territory, Ohio, In- 
diana, part of Illinois and West Vir- 
ginia. Box 1473, Cincinnati, Ohio. 





WANTED, SALESMAN calling on legiti- 
mate retailers, to carry side-line semi- 
mounted white- gold and platinum rings 
and diamond wedding rings; commission 
basis only; Middle West or New Eng- 
land. Address ‘‘H., 3249,”’ care Jewelers’ 
Circular- Keystone. 





MANUFACTURERS of gold rings, etc., 
with established trade in Greater 
New York, wishes connection with 
salesman carrying another reputable 
line; good proposition ; state particu- 
lars. Address “H., 3360,” care Jewel- 
ers’ Circular-Keystone 





SALESMEN, one to cover Pacific Coast 
and one to cover New York and sur- 
rounding States, to handle complete line 
of platinum, gold and filled Waldemar, 
neck and sautoir chains to fine retail 
and department’ stores; commission 
basis; state full particulars. Address 
“N., 3273," care Jewelers’ Circular- 
Keystone. 


JEWELER, all around man with some 


experience in fraternity and school pins; 
temporary position. Meyer & Alexander, 
Marion, Indiana. 





WANTED, WATCHMAKERS for trade 


shop; must be good on Swiss and Ameri- 
can watches; state salary and experi- 
ence in first letter. Wichita Mfg. Jlrs. 
& Watchmakers, 116% S. Broadway, 
Wichita, Kansas. 





WANTED, SALESMAN ‘with following in 


Ohio and Indiana territory to represent 
established jewelry jobbing house; com- 
mission basis; state experience and 
references. Address ‘‘M., 3268,’ care 
Jewelers’ Circular- Keystone. 





WANTED, certified watchmaker thor. 


oughly capable of taking complete 
charge repair department; splendid 
chance for advancement; salary 
starts $30; references and photo. 
Moon Jewelry Co., Tallahassee, Fla. 





PROMOTIONAL SALES CONDUCTOR, 


familiar with jewelry merchandising and 

advertising; only high grade executive 

type considered; write complete quali- 

fications with references. National Sales 

— 6651 Enright Ave., St. Louis, 
oO. 





ACCOUNTANT EXECUTIVE experi- 


enced in the operations and account- 
ing of installment jewelry stores; 
state qualifications, experience, sal- 
ary expected; replies strictly confi- 
dential. Address Mr. Chas. B. Shaw, 
care Shaw Jewelry Co., Dallas, Texas. 





SALESMEN, calling on small town jewel- 


ers, to represent well established manu- 
facturer of wedding rings and popular 
priced diamond rings; only experienced 
men with following who sell watch ma- 
terial will be considered. Address ‘‘Cir- 
cular, 1120,’’ Room 1205, Heyworth Bldg., 
Chicago. 





WANTED SALESMAN, Chicago resident 


preferred, with following amongst de- 
partment stores and large retailers, for 
Pittsburgh and points West, by estab- 
lished manufacturer of pearls and 
novelty jewelry ; commission basis: ref- 
erence. Address ‘“J., 3361,” care Jewel- 


- ers’ Circular-Keystone. 











WANTED: JEWEL SETTER (Sertisseur) 


for industrial jewels; good steady job 
for reliable competent man. Write to 
“A., 3378,” care Jewelers’ Circular-Key- 
stone. 





WANTED, watchmaker and jeweler, with 


at least four to five years’ experience; 
write stating minimum salary, experi- 
ence and reference. Sherman’s Jewelry 
Store, Berwick, Pa. 





WANTED, WATCHMAKER, young man 


who does not object to clock work; send 

references, experience and age; $25 

= to start. A. S. Eby, Bartlesville, 
“& 





WANTED, a first class watchmaker, pre- 


fer one who can do jewelry repairing 
and engraving; state age, reference, ex- 
perience and salary expected. S. 
Kaufman, Fredericksburg, Va. 





WANTED, experienced watchmakers for 


rebuilding watches, American and 
Swiss; must be good and capable of 
making all repairs. Address ‘“‘S., 3368,’ 
care Jewelers’ Circular- Keystone. 





WATCHMAKER WANTED, Al mechanic 


on all makes and sizes, experienced in 
rebuilding and otherwise; must be fast 
and accurate. Address ‘Philadelphia, 
3234,’’ care Jewelers’ Circular-Keystone. 





SALESMAN, covering Middle West and 


Coast, to carry fine platinum mountings, 
also flexible wedding rings and watch 
bracelets, on commission basis. Address 

3269,”" care Jewelers’ Circular- 
Keystone. 








SALESMAN WANTED with experience 


in credit store; prefer one who can trim 
windows and do show card writing; 
steady position; state salary wanted to 
start with. Goodman’s, 94 E. 7th St., 
St. Paul, Minn. 


WANTED, YOUNG MAN 





with at least 
five years’ jewelry experience to man- 
age credit jewelry store in Tennessee; 
Southerner preferred; reliable reference 
as to honesty, integrity, ability, person- 
ality, required; salary of $30 week, plus 
nice bonus on stores’ business; fine op- 
portunity for a ‘‘real go-getter’’; if not, 
please do not apply. Address ‘‘R., 3285,”’ 
care Jewelers’ Circular-Keystone. 





SALESMAN WANTED by manufacturer 


of gold and platinum mountings, dia- 
mond rings, wedding rings, for direct 
delivery line to retailers in Wiscon- 
sin, Michigan, Illinois, Indiana, Ohio, 
Pennsylvania; must have following 
of long standing; one who can com- 
mand liberal drawing account need 
only apply; state references and ex- 
perience. Address “‘M., 3364,” care 
Jewelers’ Circular-Keystone. 





MANUFACTURER with an extensive line 


is desirous of two salesmen with non- 
conflicting lines to represent a very 
beautiful line of wedding rings, mount- 
ings, etc., in platinum and all colors of 
gold; no advanced drawing account; 
must be a recognized salesman posses- 
sing ability; give information as _ to 
ability, character, line you now carry 
and the States where best known when 
making reply. Address ‘‘M., 3272,’ care 
Jewelers’ Circular-Keystone. 








SALESMAN for Middle West territory, 


preferably one with an office in Chicago, 
to represent a manufacturer of an ex- 
ceedingly high grade line of non-con- 
flicting sterling novelties: one who has 
connections with the better stores; must 
be a go-getter and furnish the best of 
references; will consider additional 
representatives for other States; high- 
est commissions; write full qualifica- 
tions in first letter. Address “Ta, eeeu, 
care Jewelers’ Circular-Keystone. 
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HELP WANTED—Continued 








LEARN WATCHMAKING, engraving, 
jewelry repairing, diamond setting 
under practical specialists ; each sub- 
ject taught by a Master Craftsman, 
familiar with the practices demanded 
in the finest shops; no “Combina- 
tion” instructors, no jack-of-all 
trades trying to teach several distinct 
branches; every instructor must 
have an established reputation be- 
fore joining our faculty; you get 
master training in every modern 
practice in each field—watchmak- 
ing, engraving, jewelry repairing, 
diamond setting ; write today for big 
Free Book and learn how you can 
get this Master Training. Chicago 
School of Watchmaking, 641 Ash- 
land Block, Chicago, III. 








For Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.5@ 
Additional words, 5 cents a word 








JEWELRY STORE established 40 years; 
death reason for selling. 242 West 
116th St., New York. P 





FOR SALE, up-to-date jewelry store in 
Northern Illinois, at a sacrifice on ac- 
count ill health. Address “W., 3289,’’ 
care Jewelers’ Circular-Keystone. 





SMALL JEWELRY STORE, busy loca- 
tion upper Broadway; will sell on ac- 
count of bad health. Address “F., 
3317,’’ care Jewelers’ Circular-Keystone. 





FOR SALE, JEWELRY STORE, only 
jewelry store in town; rent $14 per 
month; a real buy for watchmaker and 
optometrist. Spernak Jewelry Co., 
Elizabeth, Pa. 





FOR SALE, JEWELRY STORE; a snap, 
reduced to $5900; large territory; 8000 
town Eastern Iowa, only one other 
store. Address “Q., 2327,” care Jewel- 
ers’ Circular-Keystone. 


FOR SALE, old established jewelry store, 
Western City, 40,000 inhabitants; all re- 
pair work one man can do; $2,500 cash. 
Address ‘“D., 3297,’’ care Jewelers’ Cir- 
cular-Keystone. 








JEWELRY AND SOUVENIR STORE, 
best location in Denver for tourist and 
jewelry trade; low rent; will reduce 
stock; must sell, so act quick. Judd, 
613 17th St., Denver, Colo. 





JEWELRY STORE, low overhead, clean 
stock, good one-man store; large draw- 
ing territory; good run of repairs. Ad- 
dress ‘‘B., 3271,’’ care Jewelers’ Circular- 
Keystone. 











JEWELRY STORE, established 14 years: 
repair work .pays all expenses; new 
modern fixtures; can reduce stock; liv- 
ing quarters. M. Kukkonen, 31-12 
Broadway, Long Island City, N. Y. 





JEWELRY STORE FOR SALE with or 
without stock; busy location; low rent, 
with three year lease; good —- 
135 East 34th St., corner xington 
Ave., New York. ‘ 





OLD ESTABLISHED jewelry store in 
Masontown, Pa.; good repair trade; 
clean stock; will sell cheap on ac- 





count of death of owner. Write Mrs. 
S. Rosenshein. 
CONNECTICUT JEWELRY STORE for 


sale, long established, 40,000 population, 
centrally located; modern fixtures with 
fine stock; good repairing; rent reason- 
able. Address “‘E., 3302,’’ care Jewelers’ 
Circular-Keystone. 





WELL ESTABLISHED installment 
jewelry store, one hundred per cent lo- 
cation, best city in North Carolina; will 
sell or combine with progressive firm 
interested in expanding. Address “P., 
3277,”" care Jewelers’ Circular-Keystone. 


COMPLETE LOT OF BENCH TOOLS to 
sell, bargain prices; Moseley 36 chuck 
lathe, motor, staking tool, demagnetizer, 
and all small tools, first class condition. 
What do you need? Ask for prices. 
H. R. Daniels, Douglas, Wyo. 





FOR SALE, one of the finest jewelry 
stores in Kansas City, Missouri; estab- 
lished 22 years; very fine stock, beauti- 
ful solid walnut fixtures; invoice ap- 
proximately $10,000; going in exclusive 
optical business; sacrifice for cash. 
John Mednikow, 1233 Walnut St. 


FOR SALE, old established jewelry busi- 
ness located in Southern Indiana, town 
of 10,000 population, drawing power of 
40,000; good payrolls; low overhead; 
golden opportunity for watchmaker; will 
sacrifice on account of health. Address 
we 3303,”" care Jewelers’ Circular-Key- 
stone. 


MANUFACTURING PLANT, only one in 
city of 60,000; established 15 years, 
doing a steady business with universi- 
ties and colleges; trade work; whole- 
sale and retail; machinerv, dies, tools. 
ete., invoice $8,500; can be bought at 
a bargain. Address “V., 3213,” care 
Jewelers’ Circular-Keystone. 


NEWARK, N. J.; due to death in family 
will sacrifice nine room dwelling, all im- 
provements with two story brick factory 
in the rear: fine light all around, about 
600 square feet each fioor and basement, 
suitable for platinumsmith or other light 
manufacturing. Address “C., 3259,” care 
Jewelers’ Circular-Keystone. 


IDEAL WATCH REPAIR SHOP; must 
have quick sale, account of death. widow 
unable to manage: established 18 years, 
well known for its reputation; $600 in- 
vestment, $100 down, balance in pay- 
ments; must sell at once: this is a real 
investment for right partv. The Watch 
Shop, 303 Utah Savings & Trust Bldg., 
Salt Lake City, Utah. 




















FOR SALE, one of the finest jewelry 
stores in city of 65,000, corner store with 
six display windows: sales increase this 
vear 30 per cent: if bought now Fall 
and holiday business would repay in- 
vestment; assets $18,000: will sacrifice; 
object for selling, have business inter- 
ests out of state. Write for particulars 
and price to ‘‘P., 3283,’’ care Jewelers’ 
Circular-Keystone. 





FOR SALE, only credit jewelry store in 
Tilinois city, 6500 population; established 
14 years; good reputation; approxi- 
mately 15,000 accounts in our files; good 
lease, modern front, elegantly equipped 
throughout. one hundred per cent loca- 
tion; industrial city with heavy payroll: 
not necessary to purchase any stock; 
very little cash required; other interests 
require owner’s time; investigate. Ad- 
dress “E., 3242,’ care Jewelers’ Circu- 
lar-Keystone. 








For Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








FOR SALE, combination wire and flat 
roller, dynamos and motors. Room 706, 
49 Maiden Lane, New York City. 





COMPLETE jewelry store fixtures, mod- 
ern and up-to-date: can be seen at 
Youngstown, Ohio. Address “J., 3255,” 
eare Jewelers’ Circular-Keystone. 





WATCHMAKER, write today for free cir- 
cular on the new book, “Modern Methods 
in Watch Adjusting.” Harold Kelly, E. 
314-29th Ave., Spokane, Wash. 





WILL SELL CHEAP, 10-foot plate glass 
show case, with two.shelves and eight- 
foot glass show case, 17 inches high. J. 
D. Moseley, Clarion, Iowa. 





ARB YOU MOVING? We move plants, 
single machines and safes; also buy 
and sell safes. S. Krasilovsky & Bro., 
216 — Street, New York; nal 
6-2500. 





MORE FOR YOUR MONEY—a large 50c. 
bottle of crystal cement that excels 
other cement, for glass or unbreakable 
crystals; sent on five days’ free trial, 
postpaid. N. Johnston, Orchard St., 
Sharon, Pa. 


SHOP UIPMENT, benches, polishing 
dust collectors, presses, dies, drop ham- 
mers, rolls, furnaces, scales, safes, bot- 
tom prices; fav e terms. Leiman 
Bros., 152 Christie St., Newark, N. J., 
and 23 Walker St., New York. 


AMERICAN REBUILT’ WATCHES, com- 
plete or movements 7 to 23 jewel, 
grades standard makes; we buy your 

surplus watches; check by return mail 

same day as received; get our a ge on 
rebuilts. Klar & Winterman, 2310 Elm 

St., Dallas, Texas. 


JEWELERS PIERCING SAWS, Swiss 
made in sizes from 5/0 to 2, per gross 
50c.; 35 gross, 5 gross of each size, $14: 
shipped C.O.D. or 2 per cent discount 
against 2 1 in advance; postage 
added. . Kuri, 37 Maiden Lane, New 
York, N. Y. (Established 1916). 


1000 used two-ounce jewelers’ pocket 
scales for gold buyers; weights included; 
all scales accurate; 256 watch move- 
ments of various makes; will submit list 
and prices. International Gold Refiners 
Corporation, 1910 W. Madison St., Chi- 
cago, Illinois. 

















MODERN mahogny finish store fixtures, 
complete set-up, central horseshoe 
effect, seven wall and five counter cases, 
office partitions and furniture, beauti- 
ful light fixtures, two ceiling fans, two 
safes, and cash register. George Hager, 
602 First National Bank Building, Lin- 
coln, Nebraska. 





FOR SALE, two beautiful antique walnut 
wall cases and six walnut counters with 
beveled edge, glass flat tops; an ex- 
ceptional opportunity for some refined 
jewelry store, with prestige and finan- 
cial standing; none other need apply, 
as they are very valuable fixtures and 
would be a fine asset to some exclusive 
store. Address “C., 3139,” care Jewel- 
ers’ Circular-Keystone. 





COMPLETE clockmaker’s equipment, two 
pees clockmaker’s lathes, two watch- 
maker’s lathes complete, complete as- 

sortment of escapewheels, wheel and 

pinion cutters, large assortment of 
clock material, and small hand tools; 
also a very fine library on watches and 
clocks, etc.; on account of death. For 

sale reasonable, through Sigvald T. 

Jenssen, 1211 Connecticut Ave., Wash- 

ington, D. C 





OXFORD CHAINS with soldered links on 
individual cards in rhodium plated white 
metal, sterling silver and 1/20-12K, yel- 
low gold filled, 45c. to $1.40 each; all 
are popular sellers; if unsatisfactory 
may be returned; we pay postage if 
money is sent with order; watch tag 
circvlar sent upon request; write for 
details of our September free offer. 
Sterling Jewelers’ Supply Co., 153 Centre 
St., New York. j 


Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewelers’ 
Circular to keep its advertising columns 
clean. Advertisers under Business Oppor- 
tunities, etc., must furnish trade refer- 
ences. Announcements. must pass the strict 
censorship requirements of The Jewelers’ 
Circular-Keystone. ; 





DO YOU WANT CASH for any_part of 
rour stock or stock and fixtures? 
Write or wire S. Siegel & Co., 718 Vine 
St., Cincinnati, Ohio. 





(Continued on page 176) 
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Special Notices 
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ALWAYS PAID HIGHEST CASH price 
for complete jewelry stocks and 
fixtures. Sell out to old reliable 
Joseph M. Gordon, 37 Cornhill, 
Boston, Mass. 


OPTOMETRIST; leading jewelry store in 
Buffalo, with modern optometrist’s 
rooms in connection, wishes to contact 
qualified optometrist as tenant; unusual 
opportunity. Address “B., 3237,’ care 
Jewelers’ Circular-Keystone. 


GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; bank 
and trade references of the highest 
character. Write 37 Maiden Lane, New 
York. Telephone John 3454. 


ARE YOU GOING OUT OF BUSINESS? 
We pay highest cash value for entire 
stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage; rating and ref- 
erence of the highest order. Van 














Praag & Co., 718-720 Broadway, New 
York, established 1889. 
WE PAY MORE; before selling 


jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer ; 
or send surplus stock and get cash 
by return mail; best references. 
Colmes Brothers, 11 Beacon St., 
Boston, Mass. 


HIGHEST CASH PRICES PAID for at 
or part of your jewelry stock, with or 
without fixtures; we have bought out 
and liquidated leading jewelry con- 
cerns; communicate with us without 
obligation; established 36 years, same 
address. Brooklyn Purchasing Syndi- 
cate, Frank Walker, Proprietor, 610 
Broadway, Brooklyn, N. Y. Telephone: 
Pulaski 5-1798. 


GET THE CASH AND MORE, too, from 
us; we have bought some of the largest 
stocks in the country; none too large 
nor too small for us to handle; all cor- 
respondence kept in strictest confidence; 
ship your dead or surplus stock to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
unsatisfactory, but since others have 
been satisfled, you will too; bank and 
trade references upon request: wire to- 
day to have our representative call if 
you have a complete stock to close out, 
otherwise ship your surplus goods and 
receive cash. Gordon Bros., 18 Prov- 
ince St., Boston, Mass. 














Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








BUY 100 Hamilton 992 movements; must 
be cheap. Address “Y., 3290,” care 
Jewelers’ Circular-Keystone. 





JEWELRY STORE, in town not over 6000 
population in Tennessee, North Carolina, 
South Carolina, Alabama. Address “‘R., 
3278,”" care Jewelers’ Circular-Keystone. 





WILL PAY CASH for good used National 

Cash Register installment posting ma- 

chine; give price and details. P. O. Box 
3, Birmingham, Alabama. 





WANTED, coin silver spoons, articles, 
odd pieces, sterling silver, trays, tea and 
coffee sets, complete, or part. Trois, 
Box 14, Brooklyn, Conn. 








WANTED, New Century engraving ma- 
chine; give full rticulars and lowest 
eash price. Address “L., 3322,” care 
Jewelers’ Circular-Keystone. 








WANTED, ANTIQUE SILVER of every 


description; teapots, creamers, bowls, 
mugs, boxes, ladle spoons, etc.; free 
appraisal. Schwartz, 1219 


nk S&S. 
Boardwalk, Atlantic City, N. J 








Watch Work for the 
Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SEND ALL YOUR WATCH REPAIRS to 


the Factory P. Tieche, 95 Nassau St., 
New York, N. Y.; repairs and mate- 
rials; quick mail service. 





GUARANTEED WATCH REPAIRING 


for the trade; established 31 years: 
expert work; lowest prices; promptest 
mail service everywhere in United 
States; trial convinces. Wolf Bros., 920 
Chestnut St., Philadelphia, Fa. 





GUARANTEED watch repairing (no 


cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 





EXCELLENT WATCH REPAIRING for 


the trade; satisfaction guaranteed; low 
prices; best references furnished; a 
trial will convince you; mail orders 
promptly attended to. Hamilton Jewelry 
Shop, 16 West 31st St., New York. 
Lackawanna 4-5044._. 





HIGH CLASS watch repairing for the 


trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 19 Cliff St., 
New York. 





wi 


HELFGOTT, high grade watchmaker 
for the trade, specializing in experi- 
mental work, cutting wheels, parts for 
watches, clocks, chronometers and re- 
peaters; satisfaction guaranteed; esti- 
— upon request. 64 Fulton St., New 
ork. 





ACCURATE HAIRSPRING vibrating flat, 


65 cents; breguet, $1; send wheel and 
bridge; this price applies to all makes 
and sizes; we unconditionally guarantee 
our hairspring vibrating to run from on 
time to within three minutes a day; also 
balance staff fitting, $1; try us once and 
judge for yourself. The H. & T. Steffes 
Co., Box 711, Springfield, Ill. 





MASTER REPAIRERS and rebuilders of 


antique and foreign clocks, watches and 
associated mechanisms, wheels, pinions, 
barrels, racks, etc., made; experimental 
models developed and _ constructed; 
French clock material, mainsprings, 
suspensions, taper pins, dials and re- 
finishing. Greenwich Clock and Instru- 
ment Co., 2 W. 47th St., New York. 








Special Order Work and 


Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





ABSOLUTE GUARANTEED 


reproduc. 
tion of any photo carved in finest ivory, 
ring, pendants or memorial; smallest 
size one-half inch up to five inches; 
small statue free-standing, in bust or 
full figure; mail orders guaranteed, 
Send for information, Erik Krull, 
Jeweler-Artist, P. O. Box 282, Water- 
bury, Conn. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 








JEWELRY DEPARTMENT wanted in a 


SPACE TO LET in very desirable office 


with fine light for watchmaker or other 
business. Apply Room 803, 68 Nassau 
St., New York. 


large installment furniture store in the 
Anthracite Coal Region; 100% location: 
rent on commission basis. Address “K., 
3256,’’ care Jewelers’ Circular-Keystone. 


AN INVITING OPPORTUNITY to occupy 


part of an office, unobstructed south 
light, running hot and cold water, at 
9, 11 and 13 Maiden Lane, New York. 
Address ‘‘Concessions, 3366,’ care Jewel- 
ers’ Circular-Keystone. 





LEASED DEPARTMENTS; jewelry store 


in Buffalo wishes to rent two large 
upper floors, served by elevator, as 
leased departments handling lines which 
can be properly sold in connection with 
jewelry; reasonable rent; exceptional 
opportunity. Address ‘‘C., 3238,’’ care 
Jewelers’ Circular-Keystone. 


FACTORY SPACE FOR RENT, ready for 


immediate occupancy, four floors each 
200 feet long by 40 feet wide; up-to-date, 
well equipped jewelry manufacturing 
building; low insurance rates; desirable 
location, three minutes from railroad 
station; labor conditions excellent. Big- 
ney Real Estate Co., 98 County St., 
Attleboro, Mass. 








Lost 


Minimum Charge (25 words $1.50) 
Additional words, 5 cents a word 








HAMILTON 


yellow gold filled cushion 
shape watch, raised gold numerals on 


dial: name of owner James or J. B. 
MacDonald scratched inside case bj 
last repairman; reward. 100 Haven 
Ave., New York. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











RING ASSEMBLING and gold mount- 


ing special order work; equi to 

do excellent work. Abraham g; 

a 1101, 49 Maiden Lane, New 
ork, 





PENS REPAIRED 


FOR DEALERS; 
fountain pens, desk pens, ‘Vaku-um”’ 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service. (Est. 1904). Welty Pen 
and Repair Co., 38 S. State St., Chicago. 





EXPERT JEWELRY ENAMELING, fra- 


ternal jewelry and special order work; 
expert work and rapid service; lowest 
prices quoted on quantity orders. P. 
Bedrosian, 604 Metropolitan Building, 
Detroit, Mich. 


LEARN WATCH REPAIRING by doing 


it; thorough training under expert in- 
structors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





PATENT ATTORNEY secures patents, 


trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 








WATCHMAKERS! increase your ability 


through the highly recommended 
books: ‘‘Rules and ctice for Adjust- 
ing Watches” and ‘Practical Balance 
and Hairspring Work’’; circulars free. 
Walter Kleinlein, Waltham, Mass. 








176 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for September, 1935 


















J 
r 
J 











Unknown Father of the Talkies 
(From page 103) 


springs ; and this was just as well, for Fritts had a bad leg 
which had to be amputated later in his life. It even kept 
him from waiting on customers, so he never could run a 
shop of his own. 

He was a rare fellow when it came to fixing up watches, 
and for years, as an older man, he edited a question-and- 
answer column in THE JEWELERS’ Circuar. He also 
wrote two books on watch repairing, one of which is still 
a standard authority. —The watchmakers of America once 
presented him with a big gold medal as a token of gratitude 


- for the help he had been to all of them... . 


He had no means, but in his travels he met and impressed 
a man named Hopkinson, editor of THr JEweLeErRs’ Cir- 
CULAR, and Hopkinson decided to back him insofar as he 
could. Some others joined in, too. The upshot of it was 
that Fritts came to New York, with a writing job to give 
him a modest livelihood, and great dreams of a career as 
an inventor. 

Even then he seems to have been a secretive man and a 
lone wolf, as the inventor of those days might well be; 
and he was a cripple besides, hobbling around with a cane 
or crutch. People found him cranky, gruff, queer, and 
hard to make friends with. 

Taking three rooms at 303 West 50th St., he turned one 
into a bedroom and another into a kitchen, where he cooked 
all his own meals. The third might be called his living 
room. Here he did all his experimenting. The room was 
a litter of scientific paraphernalia and the hub of his per- 
sonal universe. He literally lived in a laboratory. 

Two young fellows came in during the day to serve as 
assistants. Otherwise Fritts scarcely saw anybody. But 
at rare intervals some famous American or European sci- 
entist would seek him out (and this was true even much 
later in his life, when he was a hunted, futile old man). 
For he was doing work of first-rate importance; he was 
made a member of that honorable body, the American 
Association for the Advancement of Science; and, espe- 
cially, his work with the selenium cell attracted world-wide 
attention. 

Selenium is the moon-element. It was named for the 
moon, a lady whom the Greeks called Selene (a smooth, 
slinking, silky name). If a bit of selenium is hooked into 
an electric current it will conduct the current in proportion 
to the amount of light falling on it, and resist the passage 
of the current in proportion to the lack of light. This 
curious hook-up of electrical conductivity with light in 
selenium was to be used later in sending pictures by wire, 
translating light into sound signals for blind people, con- 
trolling electric devices by means of light, and what not. 

The photoelectric cell or “electric eye” of today is an 
improvement in this field. We think of it as one of the 
most modern of developments. Back in 1880, the develop- 
ment might be described as a vision dimly seen by only a 
few men in the world... . 

The most important of his inventions that we know 
about was his apparatus for photographing sound. He 
made the voice vibrate a disc like the diaphragm in a tele- 
phone. The movement of the diaphragm in turn was made 


to vary the amount of light admitted through a tiny slit 


into a black box. This varying light coming through the 
slit was photographed on a roll of sensitized paper or 
parchment, which was moved past the slit by hand or me- 
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chanically, exactly like the film in a movie camera. ( Fritts 
used paper or parchment because it was not until 1889 that 
George Eastman invented photographic film.) Thus the 
photographic record on the sensitized strip reproduced the 
voice in all its modulations, but in terms of light instead 
of sound. ... 

When Charles Edgar Fritts died in 1905, motion pic- 
tures were still in their infancy. Not many people—per- 
haps nobody—foresaw their dazzling future. Did he see 
the possibilities of his device in connection with this new 
development? Nobody knows. Anyway, at that time he 
had not even been granted his patent—after all these years. 
He was filled with a fury of broken dreams. He fretted 
and fumed and stormed as letters passed back and forth 
between him and the patent office. 

It is ironical that the means were at hand from the be- 
ginning for uniting pictures with sound. Yet the world 
had to wait for talking pictures until 1927-28, nearly 50 
years after Fritts had laid down the method and principle 
as clear as daylight, and about five years before his patent 
expired and became public property. 

Hopkinson died. Fritts’s support was thereby cut off 
at one stroke while he was at the height of his activity, 
after only a little time of real work. He had to let his 
assistants go. He had to give up his three rooms and move 
toa cheaper place. There were differences with the maga- 
zine, and soon he no longer had even this work to support 
him. 

Now he depended on the pittance that came in from 
his two books. 

After that time he was always on the move. From 
lodging-house to lodging-house. Back room, first flight up. 
Mind the stairs, it’s dark. Almost always he owed money 
for the room he had just left. Sometimes he was put out. 
Wherever he went he toted along a locked chest containing 
his papers, the most precious possession he had in the world. 
Once a landlady seized it for room rent. He must have 
been in a frenzy. Some unknown friend paid the landlady 
$25, and Fritts got his chest back again. The chest held 
all the old man’s dreams. Who knows what possibilities 
were in that chest, if he could only have carried them out! 

He became more and more crippled. At last, completely 
paralyzed from the waist down, he was a helpless, gray- 
bearded wreck, hardly able to move, living always among 
strangers, hounded for small sums of money he did not 
have, watching every mail for the arrival of the pitiful 
royalty checks that were gone as soon as received. 

Tragic portrait of a great inventor born too soon! If 
he had lived today Fritts would very likely be safe and 
secure and honored as a research man, and a brilliant one, 
in the laboratories of a big corporation. 

But he knew his own brilliance; he could evaluate his 
own work. He must have railed bitterly at fate for her 
shabby, cruel treatment of his gifts. 

And still he talked vaguely of some great future when 
he would come into his own—even up to the day when they 
carted him off to the hospital, a worn-out victim of dropsy, 
paralysis and pneumonia. 

He did not last long. 

There is nothing anybody can do about all this. But I 
wish old Fritts could drop in just once at a modern movie 
palace thronged with folk brought there by the universal 
appeal of the talkies. It would be good if he could know 
that something vast and permanent did come out of it all. 
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Prizes for Hobbies 


(From page 117) 


In mailing this literature the addressing of the en- 
velopes is all done by pen and ink, in a strong, firm script. 
This idea does much to offset the resistance which has 
developed against “mechanical” direct mail advertising, 
as it “personalizes” the piece to a degree. Then, after a 
sale of silver has been made, the usual record is kept of 
the purchases of each customer, which is always available 
to gift buyers desiring to know what would be appropriate 
for a particular person. 

While not directly related to silver merchandising, the 
way in which Mr. Carr establishes friendly relations with 
the students and graduates of the local high school is a 
valuable example to jewelers in communities offering the 
same possibilities. Each year, before graduation time, 
this jeweler obtains from the county superintendent of 
schools a list of the names and addresses of all the students 
in the dozen or more schools within his territory. 
Then when those who are to be graduated are announced 
in the various local newspapers, their names are checked 
on this list and samples of invitations to commencement 
ceremonies sent to each student. This year Mr. Carr 
obtained orders of 5100 invitations in this manner. But 
the best part of this idea is the fact that each graduate 
must visit the store at least twice, and more often three 
times, in getting his or her stationery. On the first visit 
the order is given. Generally the student must return 
again to leave the required deposit. Then the third visit 
is when the invitations are called for. Each set is at- 
tractively packaged, and the many boxes make an impos- 
ing array on a counter in the rear of the store. The hun- 
dreds of students who come to the store for this purpose 
often see something that attracts their attention, and 
many sales have been made through this splendid store 
traffic. 

“We try to take advantage of every opportunity to keep 
our name before our customers and prospective cus- 
tomers,” says Mr. Carr. If the fact that his December, 
1934, silverware business was the greatest of any Christ- 
mas in the history of the store is any indication, it 
would seem that the policy he has adopted is successful. 


Merchandise Market 





Distributing New Catalog 


Louis Sickles, 1015 Chestnut St., Philadelphia, Pa., is now distributing 
to retail jewelers only the new 1936 catalog featuring Cyma watches. 


M. A. Mead & Co. Introduces New Watch 


The introduction by M. A. Mead & Co., 35 Wacker Drive, Chicago, 
of the only and smallest Waltham American 21 jewel rectangular watch, 
Riverside grade, is of interest to retail jewelers. The watch comes in 2 
highly lapped 10K natural gold filled case and is also supplied in a 
variety of other gold filled and solid gold cases. 


“Westclox Week” 


Announced as “the major clock-selling event of the year,” national 
Westclox week, Sept. 14 to 21, will be supported by a nation-wide adver- 
tising campaign starting on “page one of the Saturday Evening Post, 
Sept. 15.” A 17-station NBC hook-up will tell the story on the air, while 
three farm papers will be used regularly during the month. Special win- 
dow displays in two sizes have been prepared for use by retailers during 
the aon and prizes totaling $500 are offered for the 44 best displays. 
Four types of stores are eligible as contestants: chain and department 
stores; jewelry stores; independent drug stores, and hardware stores. Re- 
quirements for the contest include putting in a Westclox display during 
the week of the promotion, and sending a photograph to the Western 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for September, 1935 


179 





Clock Co., La Salle, Ill., before Oct. 1. 
display material, or their own. 
may be obtained by ordering 12 Westclox in any assortment. 


Dealers may use either Westclox 
The special dealer helps and display aids 


New Soldering Block for Jewelers 


_J. Goebel & Co., manufacturers of jewelers’ melting room equipment, 
95 Bedford St., New York, is introducing to the trade a new soldering 
block called “Featherlite” which, it is said, marks an important improve- 
ment over the charcoal blocks heretofore in use for this purpose. 
‘Featherlite’ is made of a composition which heats more quickly than 
charcoal, is not consumed by the flame, will not spark or crack, and 
forms no ash. 


“Guest of Honor” Silverware 


“Guest of Honor” is the new pattern that the Holmes & Edwards 
Division of the International Silver Company will soon announce to the 
trade. The design itself is simple, distinctive and feminine. Beauty of 
on. cae detail and graceful piercings make it a design of rare 
oveliness. 





“Ads” More Truth Than Poetry, Says Ronson 


Art Metal Works, Inc., Newark, N. J., makers of Ronson lighters, 
announces that its September advertising campaign in leading national 
magazines has for its theme the heading “Always something NEW; for 
Her, for Him, for You!” and points out that this is indeed the fact. 
The campaign exploits a. new combination lighter, cigarette case and 
compact, for ladies; the ‘‘Penciliter,’”’ and many other new models of the 
line. The Ronson program of advertising began early in August, and 
will increase in intensity as the holiday season approaches. Many sales 
helps are offered free to Ronson dealers in connection with the company’s 
merchandising program. 

Also of interest is the new condensed fall catalog reproducing in full 
color popular Ronson numbers. This catalog will be off the press 
shortly and requests for copies should be addressed to Art Metal Works, 
Inc., Aronson Sq., Newark. 





Forstner Launches National Advertising Campaign 


This fall the Forstner Chain Corporation will again conduct a national 
advertising campaign featuring the new DUBL-LOCK key chain. Such 
important ‘publications as “Time,’”’ “Esquire” and the “New Yorker” 
will carry the story for several months to their large audiences. In the 
new key ring (Patent pending) a safety catch device prevents even a 
slight movement of the ring. A larger selection of patterns is included 
in _ line, available on attractively designed display cards or individual 
packets. 





Toastmaster Again Out in Front With Strikingly Unique Fall 
Announcement 


One of the most original and effective methods of introducing new 
merchandise and a sales campaign behind it was that employed by 
Kenneth C. Gifford, sales manager of the Domestic Appliance Depart- 
ment, Waters-Genter Division of the McGraw Electric Co., Minneapolis, 
Minn., in presenting the 1935-’36 Toastmaster to more t 500 dis- 
tributors in all parts of the United States. Letter praising the novelty 
of be idea are still pouring into the Minneapolis offices. The message 
clicked. 

Promptly at 10:00 o’clock on the morning of July 22nd a Western 
Union messenger delivered a giant Television-Telegram to all the jobbers 
throughout the nation. This message advised the jobber that between 
10:00 and 11:00 o’clock the next morning, Tuesday, July 23rd, two 
Western Union messengers would call to deliver the new Toastmaster 
Hospitality Tray, the new folding Hospitality Stand, the sales plan 
book and literature for the jobber’s salesmen. The telegram served as 
a flap on a personalized photograph showing the executives of Waters- 
Genter inspecting the packages to be delivered by Western Union. It 
also showed each one of their salesmen and again informed the jobber 
that these packages would be delivered the next morning. These Western 
Union messengers were carefully trained and ——a instructed so 
that they worked with the sureness and precision of a Navy gun crew. 
They unpacked the sales plan book and presented it to\ the executive 
of the jobbing concern, then they unpacked the Hospitality Folding 
Stand and set atop the new Hospitality Tray, the Toastmaster, the new 
Fostoria glassware and cutting block and knife. All of this merchandise 
was dusted off carefully and set in full view of the jobber. After this 
these uniformed representatives of the Toastmaster Company presented 
the jobber with complete sales portfolios for each one of his salesmen, 
outlining in detail the Toastmaster campaign for the Fall of 1935. “We 
have a new article for which we know there will be an unprecedented 
demand,” said Mr. Gifford, in making this announcement. “That th 
public prefers Toastmasters we know from the fact that sales this 
year are 62 per cent ahead of last year’s record-breaking performance.” 





Chicago friends were informed Aug. 19 of the death of 
Mrs. Selma Cecile Young, daughter of the late Otto Young, 
former Chicago jeweler. She died in Boston. Mrs. Young’s 
home was at the Sherry-Netherland Hotel in New York. She 
had been receiving treatment from time to time in a Boston 
hospital for the last year. She was an heiress to a large part 
of the very valuable estate left by her father. Mrs. Young was 
married the first time to Lawrence Heyworth of Chicago and 
later to Baron Joseph de Korwin of Austria. Both marriages 
ended in divorce. When Mrs. Young divorced the Baron in 
1921 she resumed her maiden name. She leaves three children, 
Otto Heyworth of Chicago, Gwendolyn Heyworth of Long 
Island and Stanley K. Young. The last named is the son of 
Mrs. Young and the Baron. He took his grandfather's name 
after his mother divorced the baron. 
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| MoLpep RING BOXES 


Exquisite! Everlasting! 
«Modestly Priced ! 








Boxes 
illustrated 


also 
available 


jor 
two 
rings. 


W OLFSHEIM & SACHS’ molded plastic ring 
boxes are the “tops” in the ring box field. Perfect 
for both display and give-away. "They open on a slant to insure 


perfect display angle. 


Six dazzling outside colors, including the ever popular white and 
black. Your choice of velvet and satin linings in a variety of effects. 
Chromium trim as illustrated if desired. 


They cannot fade. Washable. Unbreakable. They lend a touch of 
Originality and quality so helpful in the sale of fine jewelry today, 


with their lustre, color and graceful design. 
Write for samples and ae ae 


WOLFSHEIM & SACHS, INC. ® WEST #7 sr 


MANUFACTURERS OF JEWELRY BOXES, SHOWCASE TRAYS, WINDOW DISPLAYS, ETC. 


Visit our display at the Nationa) Credit Jewelers 


Convention in Chicago, Hotel Sherman, Sept. 9 to 12, 
booths No. 17, No. 18, No. 19. 
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A.N.R. J. A. Holds Great Cosine 


Record Bréaking Attendance, Excellent Exhibits and Instructive Ade 


dresses Features of 30th Keinsial Meeting. Held at Waldorf - Astoria 
Hotel, New York City— Banquet on Wednesday Night— Officers 


Elected and Resolutions Ma 


CoNvENTION Haut, Watvorr-Asroria 
D —With the election of officers and 


adoption of resolutions the 30th an- 
a) convention of the American Na- 


pnal Retail Jewelers’ Association came 


» to a close in New York City on Thurs- 


day afternoon Aug. 29, after one of the 
‘ost successful gatherings that has been 
held for years. Im attendance and 


ariety of exhibits it surpassed any 
previous convention and the fine pro- 
My 
Perem of addresses'and enjoyable social 


features received favorable comment on 
Jewelers from all sections’ of 


Were in attendance as were representa- 
tives of the trade from Honolulu, Porto 


| Rico, Australia and Amsterdam, Holland. 


Reports indicate that exhibitors did 
Considerable business and in fact the 


whole spirit of the convention was one of 


renewed optimism after the long depres- 
Sion from which the trade is slowly re- 
covering. The total official registration 


teached about 2,000 of which it is re- 
) ported that an excellent percentage were 


"4 - tetail jewelers. 


Officers’ Conference on Monday 
Afternoon 


At the meeting of officers on Monday 


ms that of the 10 per cent excise tax 


‘imposed on the manufacturers of fewelry. 


Phineas Peters, president of the Brook- 
lyn Retail Jewelers’ Association, who is 
chairman of the recently formed Jewel- 
ers’ Tax Committee, spoke on this ques-: 


‘tion, pointing out that retailers are ex- 


a tax of 10 per cent on a 


pected to pay a 


manufacturing overhead of 15 per cent 


of the cost of articles which the jeweler 
himself assembles into a finished product. 
A resolution protesting this practice was 


approved by the officers. 


William D, McNeil 
Reelected President 


Other subjects discussed included ways 
and means to increase membership and 


financial support of the A.N.R.J.A. One 
of the suggestions was that in states 


where dificulty is experienced in col- 
lecting $5 national dues that a quota 
set by the executive committee as a lump 


sum be paid by the state to the national, 
which sum should to be raised by means 


devised by the state organization. 
Arthur H. Dibbern, executive secre- 
tary of the California Retail Jewelers’ 


New Jersey Retai) Jewelers. 
put in the form Jf a motion 
mendation to the national 


session of several hours be. 
the programs of State c 2 
round-table discussions of 


lems, exclusively. 
adopted. 
_ Henry F. Stecher, a reg 
president, of the ANRIAy 
man at this meeting. 


tion was opened by at 
McNeil on Monday evening in 
Room. More than 500 people Ii 


his stimulating remarks in wele 
jewelers of the mation to the © 


President MeNeil’s Address 


a 


In his address Mr. mat 


briefly on trade events of the pi 
He said that “it is incumbent 
in this association to use ever 


to maint Were if 
ieduntey goa aon by the 


that really can only be done by c : 
action of retail jewelers peitcne : 
communities, working first th 
local groups, then their state a 
and the National.” __ 

He spoke 
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Codes. He spoke in criticism of the 
Silver Purchase Act of 1934, pointing oat 
that if the price of bar silver should be 
increased to $1.29 an ounce the “sterling 
silver business in the United States 
under existing conditions of the public’s 
income, would be practically eliminated 
by removing sterling silver from the 
reach of the’-vast majority of the public.” 
He announced a meeting especially ar- 
ranged between the representatives of 
the sterling manufacturers and retailers 
of sterling silver to take -place following 
the convention, at which points of mutual 
interest would be discussed. 

Mr. McNeil also referred to the prac- 
tice of the Internal Revenue collectors in 
connection with ‘the 10 per cent excise 
tax on the manufacture of jewelry. He 
said that the additional 15 per cent man- 
ufacturing overhead applied by the col- 
lectors to the business of retailers under 


this heading “is extremely unjust because ~ 


it is manifest that the manufacturer or 
wholesaler of the finished ring mount- 
ing, and the importer and wholesaler of 
the diamond has already charged for 
profit in the invoice which he rendered 
to the retailer.” 

In closing, Mr. McNeil referred to the 
program of consumer publicity to pro- 
mote interest in jewelry that the A.N.R.- 
J.A. is sponsoring. 


Address of Kenneth M. Goode 


The second speaker of the evening 
was Kenneth M. Goode, merchandising 
expert and marketing counsel. As an 
indication that business is picking up, 


Kenneth M. Goode 


Mr. Goode pointed out that current statis- 
tics show a 16 per cent increase so far 
in 1935 over business last year. Total 
retail volume for the year, he said, should 
run to about $32,000,000,000 which is 
$17,000,000,000 short of the 1929 “Pike’s 
Peak of Prosperity.” However, this is 
$4,000,000,000 over last year, he said, 
and $7,000,000,000 better than the 1933 
low. He said that the jewelry business 
of this year should reach at least $220,- 
000,000 total sales, a substantial increase 
over the $175,000,000 volume in 1933. 
Mr. Goode observed that “There is 
a vast public. reaction against a long 
period of poverty spending; a buying 


_ celebration is natural.” This, he said, 





should mean a real opportunity for a bet- 
ter jewelry business. 

In closing Mr. Goode listed several 
points to be remembered by his hearers: 
He said: 

“(1) Don’t compete with any- 
body. Let them compete with you. 
Remember, you're the jeweler! 

“(2) Customers count. Not sales. 
Any man or woman who comes into 
your store may stay for the next four 
years. -The quick way to increase 
turnover is to forget you are a store 
—and act as buying agent for your 
known customers. 


Officers Elected 


The following officers were elected 
on Thursday afternoon. It will be 
noted that all are re-elections except 
in two-instances. Alvin Magnon be- 
comes the new vice-president for the 
Southeastern Region and Arthur H. 
Dibbern, vice-president for the Pacific 
Coast: 


President, Witt1AM D. McNett. 


Vice - President for Northeastern 
Region, WiLson A. STREETER. 


Vice-President for Southeastern 
Region, Atvin MAGNON. 


Vice-President for Central Region, 
Henry F. STecHer. 

Vice - President for Northwestern 
Region, Witt1AM G. DrostTEN. 

Vice-President for Southwestern 
Region, Myron Everts. * 


Vice-President for Pacific Coast, 
ArTHUR H. DIBBERN. 


Secretary, CHARLES T. Evans. 
Treasurer, A. W. ANDERSON. 


“(3) The way to make manufac- 
turers give you exclusive lines is to 
make yourself an exclusive store. 
The jewelry store is one place, any- 
way, in this cut-rate world, where 
low prices are not highly regarded 
and shrewdly managed high prices 
are an asset, and 

“(4) Watch the net and the gross 
will take care of itself. Which is 
more than you can say for the 
other way round.” 

The evening’s activities were con- 
cluded with a buffet luncheon and danc- 
ing to Guy Lombardo’s Orchestra in the 
Astor Gallery. 


Tuesday Morning 


Tuesday morning, the session was 
opened at 10 A. M. by President Mc- 
Neil. Secretary Evans read the report 
of J. B. Silvan, Chairman of the Com- 
mittee on Cooperative Advertising, after 
which Chas. P. Coster of Rochester gave 
his address “Star Boarders.” Mr. Coster 
showed a number of charts to indicate 





the fallacy of hanging on to merchandise 
too long. To jewelers who say “my © 
stock is in pretty good shape; I have ™ 


very little old merchandise,” he says 


“quit kidding yourself.” “How could » 


it be in good shape when at least 60 per © 
cent of it was bought during the high- ~ 
priced era? Less than 40 per cent of © 


fa, 


ay 


ey. 


on 


Gharles P. Coster 


it was bought during the last few years, — 


and most of that has been sold.” 


Mr. Coster advised jewelers to analyze © 


their stocks and sales consistently and — 


regularly. He said that “when stock 


becomes three years old it just means 7 
a loss and this is perhaps true in other © 


lines that we carry in our stores.” 


Address of Harry P. Bridge, Jr. 


Next on the program was Harry P. § 


Bridge, Jr., of Philadelphia, who spoke © 


on “Plus Merchandise.” 


Mr. Bridge’s © 
talk contained many practical merchan- © 


dising ideas based on success promotions | 


put on by jewelers and merchants in 
other lines of business. 


He listed several — 


questions for each jeweler to ask himself, © 


among which were: 


“Have we ever made it a point to | 
obtain a batch of unusually interesting 7 
gems or jewelry and held a special show- © 


ing for the benefit of certain of our 
better customers? 

“Have we ever taken real merchan- 
dising advantage of the present popular- 
ity of unusual gems, such as the zircon, 
and called them to the attention of every 
possible prospect? 


~ “Have we ever delivered a talk on a 


the many fascinating phases of watches, 
jewelry or silver? 

“Have we ever held a real jewelry 
style opening? 

“Have we ever cooperated with local 
department stores in their style openings? 

“As cash jewelers have we ever offered 
dignified credit to those of our customers 
who find it necessary to buy that way? 
Have we done that much to please them, 
at the same ‘time giving our stores the 


greatest credit protection that such a ~ 


system. affords? 

“Have we ever really played up the 
skilled workmen in our repair depart- 
ments ? 
in our advertising along with pictures of 
their tools and an interesting story of 
the years spent in learning their work? 


Have we shown their pictures ~ 


vd 
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“Have we realized that no ‘customer 
» who buys silver in our store should ever 
" be allowed to go elsewhere to buy her 
' china?” 


Address of Miles E. Robertson 


Miles E. Robertson, General Man- 
ger of Oneida Ltd., had for his subject 
“The Jeweler’s Yardstick.’” He opened 
his talk with a discussion of controlled 
distribution. “Frankly” he said, “when 
we and other manufacturers adopted 
a policy of controlled distribution we 
once and for all cut the strings of the 
past and tied our hopes of future com- 
mercial success to the ability of the 
jewelry industry to survive no matter 
what conditions prevail. Therefore, our 
effort has been to analyze this industry; 
examine its strengths and weaknesses in 
relation to other industries, and then 
plan our policy accordingly.” He point- 
ed out what he considered to be “almost 
universal weaknesses” as at present exist- 
ing in the retail jewelry business, as fol- 
lows: (1) Not enough store traffic, (2) 
Too slow a turnover, (3) Too large an 
investment in unknown merchandise, (4) 
The reputation of ‘being high priced 
merchants. He then analyzed from the 
point of view of these products the mea- 
sures which must be adopted for their 
correction. 

“First and foremost, is quality,’ he 
said. “When once you have determined 
on the proper price level for your pur- 
chasing public, then you must demand 
quality at that price. Refuse all inferior 
and shoddy merchandise. Long paper 
profits on inferior merchandise usually 
result in inventories of dead stock. The 
jeweler, above all merchants, cannot 
afford to gamble as a result of high- 
pressure salesmanship. Slow turnover 
and thin store traffic prohibit such specu- 
lation. Quality cannot be coded, therefore 
on many lines of merchandise it is im- 
perative that you give serious heed to 
the reputation of the supplier, the length 
of time that that supplier has been in 
business. You have a reputation to 
maintain and it must not be allowed to 
suffer through the sale of inferior mer- 
chandise. Your final success will in no 
small measure be determined by the rigid 
quality standards which you establish 
for your shelf stocks.” 

The second principle was. described 
by Mr. Robertson as a knowledge of a 
design or style. .“Consumers, he said, 
are critical. They have been educated 
by the women’s magazines, by ¢ravel, 
and by the motion pictures to understand 
factors of style and design. The reason 
that the jewelers have lost some of their 
volume to such types of business as, de- 
partment stores and specialty shops is 
because merchants in these lines are es- 
sentially style-conscious— “They have 
found that the ordinary retail jewelry 
outlets are vulnerable and this has per- 
suaded them to enter the jewelry busi- 
ness.” 


Next the speaker pointed out the im-., 


portance of an attractive package. “In 
the jewelry industry,” he said, “more than 
50 per cent of the purchases are not 
anticipated but come about as a result 





of suggestion. This means that the mer- 
chandise itself must suggest its sale; 
in other words, it must awaken a desire 
for purchase.” 

The fourth principle he gave as “A 
known consumer name.” 

The fifth, “proper pricing,” and . the 
sixth, “the resale plan.” 

In closing, Mr. Robertson said, “I 
think controlled distribution has put to- 
gether a three-way partnership—manu- 
facturer—wholesaler—and retailer. Each 
one of us has serious responsibilities and 
a definite part to play in the. new pro- 
gram. Business success is not wrought 
by a miracle but rather comes as a result 
of applying commonsense principles to 
the day-by-day problems. Shoulder to 
shoulder, we can put our industry in the 
fore-rank of all industry.” 


Address of Howard L. Carpenter 


The last speaker of the morning ses- 
sion was Howard L. Carpenter of the 
Albert Walker Co., Providence, presi- 
dent of the National Wholesale Jewelers’ 


Howard L. Carpenter 


Association. Mr. Carpenter presented 
his address as “The Voice of One,” tak- 
ing his text from the Scriptures. 

“The manufacturer,” he said, “if he 
deals primarily with wholesalers, may 
be dealing a little secondarily with re- 
tailers, in which case it is a cinch that 
his two kinds of dealings. are not sep- 
arated by a proper differential. But he 
may be making goods not for wholesalers 
but for retailers direct, in which case you 
might be surprised and “regusted” to find 
that even then he has a side line—sell- 
ing to the consumer; the only difference 
between the two cases being that if he 
sells to you he can only cut your price 
one way, and if he sells to us he can 
cut ours two ways by selling you and 
also your customer. That is what I am 
calling bad business morals. 

“Some of the manufacturers make the 
mistake of assuming that because a de- 
partment store is large and imposing it 
is therefore deserving of the same prices 
they chargé the wholesaler, and which 
they do not and cannot give the regular 
retailer, thus imposing on the retail 
jeweler a practically insurmountable 
handicap. 

“They may also sell to the trunk job- 
ber whose overhead is little or nothing, 
or the so-called specialist who steals busi- 
ness away from the regular wholesaler 





» sie r 


by carrying one profitable line, asking 
your orders on the plea of old acquaint- — 

ance perhaps, and because they have only | 
one thing to sell you, thereby eliminating 
part of the business you owe to your 
regular jobbers on whom you depend 
for credit, general supply, support and 
accommodation. 

“Worst of all, some of them sell direct 
to those concerns who wrongly designate 
themselves industrial wholesalers, and 
are thus enabled to harass you with most — 
unfair and troublesome competition. No 


words ate needed from me to describe 


the injustice of such practices, 


Tuesday Afternoon 


William’ Gibson, of Cole & Young, 
instalment jewelers of Chicago, who is 
president of the National Association of 
Credit Jewelers, opened the Tuesday 
afternoon session with his familiar sub- 
ject, “Credit Selling in the Cash Stoves.” 
From his years of experience in this 
field, Mr. Gibson offered the delegates — 
many practical selling aids, useful in the 
credit jewelry business. 


Address of George j. Gruen 


The next speaker was George J. 
Gruen, treasurer of the Gruen Watch 
Co., who gave his impressions of “the 
credit picture in the retail jewelry store.” 
Mr. Gruen commented that the depres- 
sion record of the instalment type of 
business in the jewelry trade has shown 
up much better than the so-called “cash 
store.” With a graphic example he il- 
lustrated his reasons for making this 
statement. “To take fictitious figures,” 
he said, “what has been considered to be 
an ideal set-up for the cash store of 
$100,000 investment, is $10,000 in ac- 
counts receivable, $10,000 in fixtures and 
$80,000 in merchandise. On the other — 
hand, if we take a typical instalment — 
store of the same amount of investment 


Photo by Bachrach 


George J. Gruen 


it will be found that it has about $60,000 
in accounts, between $15,000 and 5 
in merchandise and with a substantially 
higher valuation in fixtures than the cash 
store. This at once reveals that t 
instalment jeweler turns his merchandise 
more rapidly than the cash jeweler, and 
does not suffer from serious depreciati 
of stocks which so many cash jewele: 
went through, for accounts of good credi 











stores depreciated very little in value.” 
The next speaker was George Engel- 
hard, publisher of the National Jeweler, 
whose topic was “The Jeweler’s Re- 
‘covery of the Jewelry Business.” 


Address of Charles A. Hammarstrom 


Charles A. Hammarstrom, Account Ex- 
ecutive of Kenyon & Eckhardt, Inc., ad- 
 vertising agency, spoke on “What Price 
Appeal?” Citing statistics indicating 

~ general business recovery, Mr. Hammar- 
strom commented that “This upward 
swing presents a vast opportunity to re- 
tail jewelers. Consider how vast this 
opportunity is. In 1929 jewelry sales 
- throughout the country were about $536,- 
' 000,000. In 1935 they were $175,000,000 ; 


Wilson A. Streeter 


Regional Vice-President and Convention 
Speaker 


in 1934 according to figures now being 
compiled by THe Jewevers’ CircuLar- 
’ Keystone, and about to be released, re- 
tail jewelry sales were about $201,000,- 
000. The jewelry trade is definitely on 
‘the upgrade. A vast, latent market is 
beckoning us in the midst of greatly im- 
proved business conditions. The retail 
jewelers should therefore undertake a 
three-year plan whose slogan should be, 
‘Double the sales of 1934.’ By 1938. the 
sales of the industry, in other words, 
- you goal, is $400,000,000.". He empha- 
sized the importance of the right kind 
of appeal to the consumer in order 
_ to reach this goal. Price appeal is worn 
out by over-use and will bring no new 
"Customers to the jeweler. He pointed 
_ Out that an entirely new market for jew- 
elry has been created by the shift in 
wealth which has been vastly accelerated 
‘in the depression period. All these 
_ people must be sold on the fundamental 
_ place of jewelry in their daily lives. 
“The competitive problem,” he said, 
“deals not with the jeweler on the next 
block but with other industries, such as 
the automobile, radio, interior decoration 
and other items and services which are 
obtaining an increasing share of the con- 
sumer’s dollar. In 1929 the retail jeweler 
teceived $1.09 out of every $100 spent by 
the consumer; in 1933 the retail jeweler 
- received only 70c out of each $100 spent 
by the consumer. These figures simply 
mean that other commodities are making 
sales that should be made by jewelry; 





that those commodities are attracting 
purchasing power that: properly belongs 
in the jewelry business.” 

Mr. Hammarstrom recommended an 
effective program of advertising that 
would increase store traffic and the pres- 
tige of the jeweler as a quality and style 
leader in his community. He suggested 
that the advertising be planned to ex- 
ploit specific buying events—Thanksgiv- 
ing, Christmas, Valentine’s Day, Easter, 
graduation, weddings. Speaking of the 
advantages of cooperative advertising he 
outlined a plan which was put to suc- 
cessful use by the leading Fifth Avenue 
futriers. “Three of them (Gunther, 
Jaeckel and Revillon Freres) decided to 
run a joint sale for one month. They 
advertised the sale over their joint sig- 
natures in the local papers. The public 
responded in an amazing way. I suggest 
that the six or eight jewelers of Main 
Street of the City of XYZ do likewise. 
I recommend it for the month of Febru- 
ary 1936. Such a cooperative sale would 
be an unusual thing both in your city and 
your trade. For once .you'll be able to 
meet: any competition. Instead of a five- 
inch advertisement you can run a 30-inch 
advertisement. This joint sale will in- 
crease your sales, will protect your share 
in the consumers’ dollar, keep the work- 
shops going longer, and will raise the 
public interest in jewelry.” 

Other recommendations in his address 
included various types of publicity effort 
and speciaiized direct-mail campaigns 
aimed at selected markets periodically 
throughout the year. 


Tuesday Evening . 
Address of Fred J. Cooper 


“Building Business Through Publicity” 
was the subject for the address of Fred 
J. Cooper, retail jeweler of Philadelphia. 
For ten years Mr. Cooper has been speak- 
ing before the public on the subject of the 
lore and romance of the articles sold in 
the jewelry store. He estimates that in 
the total of 264 lectures that he has 
given in this time he has appeared be- 
fore 27,000. His talk to the delegates in- 
cluded a brief history of how he has de- 
veloped his publicity work, interspersed 
with amusing anecdotes to illustrate some 
of the material which is used in these 
talks. Among his subjects are “The His- 
tory of Sterling Silver,” “The Romance 
of the Diamond,” “The Pearl,” “Time 
and Time-Keeping” and “The Antiquity 
of Jewelry.” Mr. Cooper stressed the 
importance of the jeweler knowing his 
merchandise thoroughly, from the point 
of view of tradition and the history of 
its. development, as well as in terms of 
the articles on the market today. “Cus- 
tomers,” he said, “often know more about 
our merchandise than the jewelers them- 
selves, and if the jeweler is to maintain 
the respect of his customers he must ap- 
pear in their eyes as an expert.” 

Mr. Cooper said that when he gives 
his talk on “The History of Sterling” 
he distributes’ among the audience 
cards bearing the old London silver 
marks, As these lectures are usually be- 
fore clubwomen, all are invited to bring 
to the lecture some of their family heir- 





loom silver. ‘These old pieces are all 
tagged, insured, and displayed during 


the talk. Members of the audience take ~ 


a special interest in having Mr. Cooper ~ 
comment upon their pieces. After his — 
lecture is over, the card showing the 
various old marks is always taken home. 


The card also lists the subjects on which — 


Mr. Cooper speaks, and has a small ad- 
vertisement of the store. However, he 
emphasized the importance of not com- 
mercializing such addresses. 

“Into the Emerald Mines of Colombia” — 
was the title of a dramatized presenta- 
tion by Mirabeau C. Towns and Rich- 
ard H. Van Esselstyn, gem importers and 
dealers of New York City. During the 
past summer these jewelers have been 
appearing before audiences at the lead- 


. Alfred Morell 
General Chairman of the Convention 


ing summer resorts of the East to speak 
on gems and jewelry in an effort to stir 
the public .interest in these subjects. 
Their talk included remarks on black 
opals, zircons, diamonds and emeralds, 
and’ was supplemented by interesting dis- 
plays of rough gem minerals and cut 
stones. Mr. Van Esselstyn opened his 
talk by requesting the audience to pre- 


tend they were at a smart summer resort | © 


and were comfortably ensconced in the 
drawing room to listen to this talk on 
gems. He then proceeded to build a 
fascinating picture of the passage of 
precious stones from the mine to the 
finished jewel, while Mr. Towns passed 
through the audience loose stones and ~ 
glass-covered cases containing gems. 


Address of Thomas }. Osborne 
The closing event of Tuesday evening’s 
program was the address and showing of 
pictures of new and old store fronts, by 
Thomas J. Osborne of the Pittsburgh 


Plate Glass Co. 


Speaking of the importance of attrac- 
tive store front and window display, 
in their psychological effect upon the 
consumer, Mr. Osborne said: “The jew- 
eler has always held the esteem of the 
community. The jeweler has been very 
much like a doctor and a lawyer. He is 
a man you can go to with every confi- 
dence, ask his advice and put trust in 
him, knowing that he is of the type that 
can be trusted. He has prestige. He 
must keep that prestige. Naturally he 
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must expect the prestige of his place of 
business to fall off somewhat if the ex- 
terior appearance is dilapidated, old- 
fashioned and unattractive. You prob- 
ably, yourselves, have had the experience 
of being in a strange city or town and 
in going out to make a purchase of some 
article, or buy yourself a dinner, you 
have passed several stores that you 
would like to go into but, seeing the 
unattractiveness of the store front, have 
passed on down the street and then you 
strike one that has an attractive store 
front and an inviting display in the win- 
dows and you stopped—your attention 
has been acquired. The display in the 
window satisfied you that here is a place 
where you can buy with absolute trust 
in the quality of the merchandise.” 

The slides which were thrown on the 
screen revealed how effectively a store 
may be remodeled by “putting up a new 
front” and were also particularly instruc- 
tive in demonstrating the value of care- 
fully planned store lighting. 


Wednesday Morning 
Address by Kenneth Whatmore 


Wednesday morning was devoted to 
an educational program about window 
display and store decoration. The speak- 
ers were Kenneth N. Whatmore, de- 
signer and director of sales of the In- 
ternational Silver Co., Meriden, Conn.; 
and Mrs. Polly Pettit, director of the 
New York School of Display, and former- 


Kenneth N. Whatmore 


ly display manager for Black, Starr & 
_ Frost-Gorham, Inc. 

Mr. Whatmore illustrated his address 
with numerous properties which demon- 
strated principles of merchandise ar- 
rangement and_= store decoration and 
lighting. “The stage of modern display,” 
he said, “consists of so much blank space. 
In the window it is framed by a store 
front and enclosed in plate glass. In- 
side, it is your entire store. This space, 
whether large or small, is the vital link 
‘to the manufacturer whose desire it is 
to sell his goods to the consumer. Here 
it ig that the consumer will actually see, 
in character, contour and color, those 
articles which we have spent so much 
money to tell about in printed advertis- 
ing.” 

Among the practical ideas in his ad- 





dress was the thought that often it is 
not necessary to put in entirely new 
fixtures to give the jewelry store a new 
atmosphere. Color—a coat of paint or 
lacquer, will brighten things up at very 
little expense. Mr. Whatmore suggested 
fresh, pale shades, particularly blues, 
greens, lavender, pinks, ivory and coral. 
He demonstrated the use of ordinary 
colored paper cut into squares, oblongs 
and circles arranged in different com- 


Paul Cherington, one of the Convention 
Speakers 


binations to brighten up showcases and 
counter displays. 

He laid particular stress on the im- 
portance of simplicity. “Never over- 
crowd your windows. One of the most 
effective windows that I have ever seen, 
and one of the best selling windows con- 
tained only one bottle of perfume.” As 
to the placing of merchandise he said, 
“Arrange it so that the customers across 
the counter can easily see the complete 
line on display. Do not attempt to over- 
crowd any case. It is far too confusing 
to the prospective buyer, and your selling 
will be much more effective if the- goods 
are made easy to look at.” 

The jewelers were especially interested 
in the principles of lighting which Mr. 
Whatmore demonstrated. He showed 
two small boxes in each of which was 
a piece of silver hollow ware. The in- 
terior of one was painted black; the 
other a light pastel blue; and in each 
was a 60 watt lamp. The light value in 
the box with the blue background showed 
up twice as effectively as that in the 
black box, and, as the speaker pointed 
out, the jeweler “could use half as much 
light in this case and still secure as 
much light as in the black one.” 

In conclusion, Mr. Whatmore read 
an article written by Bartley J. Doyle, 
vice-president of THE JEWELERS’ CiRCU- 
LAR-KEYSTONE, taken from ‘the August 
issue, and finished with the words, “The 
combination of courage and intelligence 
is unbeatable—be a merchandiser—a 
shop keeper—your job is like a mirror. 
It will hand you back just what you put 
into it.” 


Address by Mrs. Polly Pettit 


In her address, “Human Interest in 
Window Display,” Mrs. Pettit laid par- 
ticular emphasis on the unique relation 





of the jeweler to his community. “You 


jewelers are more than just merchants,” 
she asserted. “Your store is more than 
bricks and mortar. Your store con- 


tributes to the happiness and sentiment — 


of the most sacred occasions in life. Your 


store is part of the lives and hopes of — 
the people living in your community. It — 
is interwoven in its activities with the 
work and interests of your citizens. It © 


is part and parcel with mothers and 


children, of young men in loye, of hus- — 


bands and birthdays and weddings, of 
affection and loyalties, of home making 


ie 


and merry making. Warm human rela- Pi! 
tionships and emotions are inextricably 


bound up in the things you sell. You, 


yourself, should be sensitive to all the © 
interests of your community. The com- 


mon interests and the more personal, the 


Boy Scouts, and the forthcoming wed- 
ding, the activities of fraternal societies — 


and the newest baby, the women’s club e . 


and the next football] game, and so on 
through all the varying interests of any 
community. 2 

“Because of this intimate relationship 
of the jeweler with his customers, the 
front that the jewelry store presents 
through its windows to the public is ex- 


tremely important. Uninteresting win- ~ 


dows are as if the jeweler refuses to 


speak to his customers as they pass in 
the street. “A dull winddw gives noth- 
ing, just like dull people. A stimulating 
window gives—gives in terms of com- 
munity interests, human interests.” é 


presenting displays from the point of 
view of the layman. “You should never 


on the part of the passer-by, but should 


constantly stress the obvious merits 
merits which are more obscure.” 


a practical demonstration, setting up a 
sterling silver display complete with mer-— 
chandise and display accessories. 


R.R. Watch Inspectors Meet 


Watch inspectors, for the Baltimore and — 
Ohio Railroad, some from many 
away, held a meeting at the Hotel 
coln on Wednesday forenoon. W. } 
Donnelly, Baltimore, Md., superi it 
of time service at the B. & O., reported 


oy 


Mrs. Pettit completed her address with — 
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_ ing and that it was one of the best held 
in some time. Matters of importance 
' were discussed. ’ 


Wednesday Afternoon 


=. Paul T: Cherington, of Cherington, 
- Roper & Wood, distribution consultants, 
opened the Wednesday afternoon session 
with the challenging question “Is the Re- 
tail Jewelry Business Extinct?” Mr. 
Cherington quoted the Census of Ameri- 
can Business for 1933, which compared 
“net jewelry store sales of $175,000,000 to 
the $536,000,000 volume in 1929. This de- 
cline, he said, is probably a direct reflec- 
tion of social changes bringing about a 
shift in wealth as well as a huge shrink- 
age in buying power. He then cited other 
changes now in progress which he de- 
scribed as being distinctly favorable to 
the jewelry business. 


The Style Show 


One of the feature events of the con- 
vention was the style symposium in 
_ charge of Mrs. June Hamilton Rhodes of 
~ New York, during which addresses were 
‘delivered by Helen Cornelius, of Har- 
per’s Bazaar, on “Trends in Jewelry,” 
by Marian Taylor, of Vogue, on “The 
Position of the Jeweler in His Commu- 
nity Relative to Style Trends,’ and by 
Mrs. Rhodes on the latest fashion news 
“from London and Paris. 

Helen Cornelius told the assembled 
jewelers and their wives that modern 
fashion gives jewelers oportunity for 
sales to women, an oportunity to dis- 
play good jewelry to be worn in the right 
way. She pointed out that the rich Fall 
colors offer opportunity for jewelers to 
supply the proper colored stone jewelry 
accessories. Military, Oriental and Eng- 
lish touches, she said, are featured in 
the present jewelry trend, and, in fact, 
every influence is seen in the new 
jewelry. 

She declared that jewelers must be 
alert and know the fashion picture in 





order to convince the potential customer. 
“Tt is up to the jeweler,’ she declared, 
“to stand on his feet and make it known 
that he knows fashion jewelry and where 
it properly belongs in the costume en- 
semble. He should not copy others but 
should be the one to set the pace. There 
is a grand opportunity for him to do 
it this year.” 

Marian Taylor, of Vogue, declared that 
the position of the jeweler in his com- 
munity is too modest. He has a stand- 
ing in his community and if he is not 
being the leader he should be, she de- 
clared. Women, she said, must go to 
some one for their inspiration and a 
woman will trust her community jeweler 
because she knows he will deal fairly 
with her. It is necessary for the jeweler 
to make the sale of interest and to in- 
troduce new and novel features. He 
must project himself and make the per- 


son who is buying something from him 


feel that it is exciting and amusing to 
buy. Jewelers, she emphasized, should 
study and know fashion. Just because 
women still own the jewelry that their 
husbands bought for them is no reason 
for not having something new, she added. 

Mrs. Rhodes introduced the models and 
talked on the style trend in gowns, call- 
ing attention to the appropriateness of the 
jewelry displayed with the gowns. 

The models wore costumes for shop- 
ping, bridge luncheon, street afternoon 
costume, formal afternoon “cocktail hour,” 
dinner and evening. 

The jewelry was supplied by Marcus 
& Co., Oscar Heyman & Bros., and Black, 
Starr & Frost, Gorham, Inc. 


The Banquet 


On Wednesday evening the banquet 
was held with a reception at 7 p. m. and 
the dinner at 7.30. It broke all attend- 
ance records of the association. President 
McNeil, true to the association’s traditions, 
introduced those at the head table. 
Charles T. Evans, secretary, was pre- 
sented with a fine electric clock, the 





gift of A. Cohen & Sons Corp., New 
York, as an appreciation of his work in 
conection with the convention. Dancing 
followed the banquet. 


Thursday Morning 

The address of W. A. Kinsman, read 
by Alexander Vincent, secretary of the 
Sterling Silversmiths Guild, reviewed 
the recent price increases in silver bul- 
lion, recalling the advance “from an 
extreme low of 25c. an ounce to a little 
over 80c. an ounce, in a very short time, 
“No industry,” he said, “whatever it is, 
could view an advance like that in the 
price of its principal raw material with- 
out serious concern. When, on top of the 
advance that has already been made in 
the price of metal, we are threatened, 
through the New Deal policy, with a 
still further advance up to $1.29 an 
ounce, it will be understood why we 
have called upon the jewelers of the 
country for their cooperation in present- 
ing our problems to Washington. 

“The silver situation,’ he said, “is 
almost entirely political. Its backers are 
of two kinds—those with selfish interests 
who, in order to raise the price of an un- 
important fraction of total silver produc- 
tion, are willing to penalize every 
user of silver throughout the world 
and those who with no other desire 
than to inflate the currency, will use 
every peg which overvalues a medium of 
exchange. They are not interested in sil- 
ver primarily; they would back tin, cof- 
fee, or paper. They are silver enthusiasts 
only because the close-knit silver bloc in 
Congress is a powerful political ally to 
their main purpose of currency inflation.” 


Address of Wilson Streeter 


Wilson A. Streeter, speaking on legis- 
lation, as chairman of the Legislative 
Committee, reviewed the subjects of this 
nature in which the members are inter- 
ested — Stamping Laws and Quality 
Standards for Platinum, Gold, Silver and 
Platings thereof, the Retailing Whole- 
saler, the Auction Laws, Federal and 


Photo by Drucker & Baltes, New York 


It broke all attendance records of the association, 
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" State Taxations, Federal Trade Practices 
through the Federal Trade Commission, 
Fair Trade Practices through Congress 
and States, Smuggling, Tariffs, etc. 


Address by Edward H. Hufnagel 

An address on the “Horological Insti- 
tute of America” was given by Edward 
H. Hufnagel, Mt. Vernon, N. Y., former 
president of the A. N. R. J. A.,and of 
the Horological Institute of America. He 
said that for 15 years this Institute has 
functioned and built up a prestige which 
is recognized not only in this country but 
in foreign lands as well. He then out- 
lined the purposes for the formation of 
the Institute and pointed out that the 
program is one concerned with the edu- 
cational and scientific aspects of horology. 


Address by William G. McDougall 

William G. McDougall, New York, 
spoke on the “Watch Repairing Depart- 
ment, Its Importance in the Average 
Jewelry Store.’ Mr. McDougall pointed 
out that after five years of depression, 
the average retail jeweler finds the con- 
dition of his business much poorer, espe- 
cially regarding the selling of merchan- 
dise. “I firmly believe,” said Mr. Mc- 
Dougall, “that 75 per cent of the retail 
jewelers today have to depend upon the 
repairs to carry on their business. Inas- 
much as costume jewelry is worn largely 
by the present generation, it greatly re- 
duces the repairing of all kinds. 

“It, therefore, behooves us,” said Mr. 
McDougall, “to pay particular attention 
to every customer who comes to have 
his watch repaired. The average person 
does not bring his watch in to be re- 
paired unless it actually stops.” 

He said that retail jewelers should also 
concentrate upon the display of watch 
straps and -bracelets and show them near 
where watch repairs are taken in. Strict 
attention to the watch repairing business, 
he said, ‘in closing, will result in an 
increase of business bringing higher finan- 
cial returns. 

“Determination and Broadcasting 
Time” was the subject of an address 
by Capt. J. N. Hellweg, superintendent 
of the U. S. Naval Observatory at Wash- 
ington, D. C. His address appears on 
pages 62 and 63 of this issue. 


Thursday Afternoon 

Officers were elected, as noted on page 
2, and resolutions adopted on Thursday 
afternoon. 

Resolutions 

Resolutions favoring the publicity cam- 
paign, and on price maintenance, were 
adopted as were others against the un- 
fair competition of Army, Navy and 
Ship Service stores, etc., the industrial 
jobber and retailing wholesaler. An- 
other resolution favored the limiting of 
the number of sterling silverware and 
platedware patterns and one approved of 
the formation of new anniversary gift 
list for the 30th, 35th and 40th wedding 
anniversaries. A new birthstone list 
will be considered. A resolution on trade 


mark and quality standards was included 


as were others on taxation and watch 
smuggling. The work of the National 
Jewelers Mutual Fire Insurance Co. and 
the H.I.A. was commended. 





Exuisits HALL AT THE CONVENTION, Aug. 
28.—And now the exhibits . . . “We are 
taking orders, thank you,” says B. D. Wil- 
bur, in charge of the Oneida Ltd., booth, 
displaying all the new lines of Community 
and Tudor Plate. “It’s a great convention. 
Fifteen jewelers here from Texas, and 
Texas is 1500 miles away!” ... Toby 
Stern, presiding over the Jacques Kreisler 
Sales Corp., booth, says the jewelers are 
going for those Venetian compacts in six 
different gorgeous color combinations. 
They work like roll-top desks and are full 
of smart tricks. . . . Gemex Co., Inc., 
proudly displays the Style Book of Watch 
Bracelets, bond in real leather with heavy 
silk inside. Open it displays the latest 
Gemex numbers for men and women. 
Clarence Schriever, beaming, says, “It’s 
a jewel of a counter display,” and jewelers 
agree. . . Jack R. Diamond of Aisenstein- 
Woronock & Sons, Inc., is on deck with a 
display of very special numbers. Not 
even in our catalog, he whispered, that’s 
how new they are. . . . Jack Goldstein of 
A. Cohen & Sons Corp., busy introducing 


' “Ever Bright” Buckle and Belt Set, a spe- 


cial Cohen creation. “Some convention,” 
says Jack. “Are we a happy family!” 
. Samuel Sanders of L. Oppleman, Inc., 
is finding jewelers eager to learn how 
easy it is to sell binoculars, field glasses, 
telescopes, reading glasses. “They magnify 
profits,” says Mr. Sanders .. . and in the 
Henry Paulson & Co. booth ... well, there’s 
practically everything. . . . Henry Paul- 
son demonstrates the Time Micrometer 
which gives a watch a 24-hour rating in 
one minute. A new departure in watch 
diagnosis, says Mr. Paulson. . . . Sam 
Jacobs, writing orders for Norma Pencils 
in black, although he has blue, yellow and 
green colors, too. ... There is Henry A. 
Mintz, inventor, and factory representa- 
tive of the Franklin Sales Co. who stamps 
your name in gold on a billfold or any 
other flat surface. Even on fountain 
pens, he says, and he is selling the ma- 
chine that does the trick to retail jewel- 
ers ... and there in the corner is C. A. 
Jacobb with his gorgeous array of jewelry 
designs—his own, and some of his bright 
students’ work. .. . Percy Ball of the Wat- 
son Co., wreathed in smiles over this 
“wow” of a convention, is there to tell the 
world that the old Thomae line of beauti- 
ful toiletware and novelties is now being 
sold under the name of the Watson Co. 
.. Lawrence Binder of Lawrence Binder 
& Bros. Inc., takes pleasure and pride in 
explaining his fascinating chain-making 
machines. The wire goes in and the chain 
comes out, turned into links and soldered, 
all in one operation. .. . R. M. Kant of 
the Hamilton Watch Co. . enthuses: 
“Best A.N.R.J.A. convention I have ever 
attended.” Jewelers crowd around the 
Hamilton counter—not a pessimist on the 
floor, says Mr. Kant, descendant of the 
illustrious Emanuel. “Hip, hip, for the 
Hamilton Plan,” say the jewelers. . . 
Louis Parker of the Parker Watch Co., 
busy meeting old friends and making new 
ones, shows the new numbers of his line. 
Very happy over their reception. ... A. 
B. Bauer, in charge of the Silver Sentry 


‘ing any harm... . 





With the Excibaon 


Division of the Columbia Refining Co 
introduces this new discovery which 
“keeps silver bright and shining indef-_ 
initely without repolishing.” . . . S$. 
Mautner, Wolfsheim & Sachs, Inc., pro- 
claims the convention a huge success. 
Their revolving diamond display is go- 
ing over big; likewise the illuminated 
platform and background, new numbers 
of his concern. . . . S. K. Bradley, Wahl 
Pen Co., says a lot of people want to see — 
salesmen. Wahl’s first shot at jewelers’ — 
conventions, and tickled to death. ... 
Maurice J. Schless of Schless-Harwood 
Co., Inc., stands amazed at the spirit 
of optimism. “This spirit alone will carry 
us aan to a big holiday business,” he 
says. . - Thousands and thousands of — 
semi- prbcions stones in a sign 12 ft. long 
and one foot high make brilliant the en- 
trance to the booth of Walter Lampl. — 
Walter peeked out from the milling crowd — 
to say, “Just tell them we are sorry if 
we weren't able to take their order. We 
did the best we could.” . .. Wm. Ogush 
of Katz & Ogush, Inc., says “The greatest 
convention ever.” Besutiful custom-built _ 
watch cases made especially for Gruen, — 
Hamilton, Elgin and Waltham, grace his 
display while a 64.33 carat emerald 
flanked by other emeralds and large sap- 
phires sparkle in the center of the case. 
. Maurice Nathan of S. Nathan & Co., 
Inks explains to interested jewelers his 
instructive displays of rough gem mate- 
rials and the exhibit of replicas of famous 
diamonds. The newest Tru-Stone cuttings 
—checkerboard, emerald and seven-facet, 
in all colors are introduced in the Nathan — 
display of synthetics. ... A. D. Weinberg, 
Bristol Seamless Ring Co., selling only to 
jobbers, finds their customers’ customers 
fascinated with the new process of mak- 
ing faceted wedding rings. Beautiful 
planes, all metal, in platinum and gold, 
some of them chased, all hand-work. . ... 
Bulova Watch Co.—there is that mar- 
velous machine which takes the ma 
plate blank and in 30 seconds bores 38 
holes each of a different diameter and — 
depth, ready to receive all the little scre 
that hold the watch together. Genial 
Harry Henschel, presiding and explaining, 
with a corps of busy salesmen buzzi 
around. ... Bob Culver of the Elgin Na- 
tional Watch Co., stopped for breath to 
explain, “We are way, way behind on pro- 


ber. The jewelers are certainly in a buy~ 
ing mood, picking their lines for fall.” 5. 
I. Farber of S. W. Farber Inc., is showing 


-the beautiful chrome finished line of 


novelty items finished with colored, plast 
trim in a variety of colors. “Jewelers 
are turning more and more to the elec- 
trical appliance field,” he says. Farb 
Coffee Urn Server is ‘especially p 1 
It has an 8-in-one fuse, which means 
can let it burn out eight times without di 
At the I. Ol t 
Co., Inc., booth, Herbert Ollendorff te 
about those new imported clocks, his beau 
tiful line of Gotham and Elgin wate 
and about that special insurance po 
which goes with these watches protectin 
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year. ... “The biggest watch in 
world,” according to the Waltham 
tch Co., towers over those tiny 33% 
numbers below, displayed with some 
) other models of Waltham’s line. The 
¢ watch is a 10-in. diameter magnifica- 
tion says H. R. Williams, in charge... . 
‘estern Electric is on hand with a magic 
machine, a watch rate recorder, which 
makes every timepiece write its own auto- 
aph. You just: put the watch in the 

chine and in.15 or 30 seconds you have 
an infallible record of its rate perform- 














“mechanical genius of this device. 
‘Even temperature is being styled today. 
. . H. Altman of the Germanow-Simon 
Co. pridefully exhibits the “Tel-Tru” 
thermometer, in stream-lined cases, fin- 
d in a variety of colors, to suit the 
individual taste. And the Germanow- 
Simon baby with a sledgehammer is still 
whacking at that unbreakable watch 
crystal of theirs—no, it has stopped. We 
guess the jewelers are at last convinced 
won’t break and the infant is taking a 
‘well-earned rest. . . .. Hand-wrought 
“aluminum by the Wendell August Forge 
Inc., is a “natural” for the jeweler’s gift 
department, says Mrs. August, and ac- 
cording to this lady the jewelers recog- 
_ Rize it. Some of them report stock turns 
a from 7 to 12 times a year on the line, 
i¢ says. ... Here’s a clock 7 ft. high 
_ and every numeral thereon’ a smart, new 
telechron model. It’s the booth of L. 
‘Luria & Son with Nat Zuckerman telling 
about the virtues of Ronson Lighters, the 





and other things for the jewelry store. 
_,.. Larry Cohen sits in the booth of the 
Gold Recovery & Refining Corp. sur- 
rounded by shining examples of the new 
-  Rhodanizing process and says “They are 
; Imost all sold. If we had to fill orders 
t once we would have no display. Jewel- 
ers think our plan is just right and are 
“starting to offer ‘Rhodanization’ to their 
‘customers as a new feature of their re- 
pair department. Don’t have it re- 
eitbered, we tell them, Rhodanize.” .:. 
nd here’s a clock with no back, that is, 
t's all front. Modern Merchandising As- 
sociates present the “Twin Face.” It 
_- comes modernly cased by itself or with a 
pophy or a pen set mounted alongside. 
rolite, a tiny flash with the brilliance 
those used by surgeons in the operating 
toom now styled for consumer consump- 
tion in gold and silver plate is also offered 
the Associates. Just the thing for 
jewelers, says Samuel J. Baril. . Jewel- 
ers admiring, admiring histe. aw, im- 
' ported pérfume bottles of the Admiration 
Products Co., and L. Levine says the new 
dines of name! toiletware and crystal- 
faced clocks are getting their share of at- 
tention, too. “This is our first A.N.R.J.A. 
onvention, but not our last,”—Mr. Levine. 
. Thomas Burpee of the Chase Brass & 
Copper Co. points with pride at the su- 
irb, new “band” cigarette boxes, chrome 
“Copper and brass, and trimmed with 
d, green and white. The gift. depart- 
managers think the Chase marma- 
dé-and-jam jars will be just what the 
Il hostess will want. . . . Bill Morrison, 
R. Wood & Sons’ ad. manager says the 





ance, says C. H. Fetter, explaining the. 


Bruce Hunt line, Mix and Toastmasters - 










new matched sets of wedding and engage- 
ment rings are clicking out the orders to 
keep the Wood factory busy; and there 
are many other new styles, too—carved 
wedding rings and a special new, ladies’ 
stone ring line. And those beautiful 
Omgea Watches are a delight to the eye. 

. James Leys of Leys, Christie & 
Co. shows magnificent cultured pearls 
against the background of a beautiful 
booth decorated by Mrs. Polly Pettitt. 
Mr. Leys has strings of pearls all the 


way from $10 to $15,000. Jewelers, he 


says, are eager to learn about the selling 
possibilities of cultured pearls. Business 
is far better than he anticipated... . 
Edward L. Stern, Tavannes of America, 
Inc., enjoys meeting the jewelers who 
have been buying the line for years, but 
whom he has never met personally. The 
beautiful, new gents’ 17-jewel gold-filled 
strap watch is winning acclaim from re- 
tailers. . . . A. W. Anderson, National 
Jewelers Mutual Fire Insurance Co., still 
has the same fine. story to tell, which 
should be of interest to all retail jew- 
elers. . Harold R. Haerr, vice-presi- 
dent and general salesmanager of Gruen 
Watch Co., says the reaction to the 
gorgeous Gruen display has been beyond 
their fondest hopes in both sales and 
complimentary remarks. The debut of 
the new Curvex Watch introduced at a 
cocktail party on Wednesday afternoon 
in the Gruen suite with Count Alexis de 
Sakhonoffsky, the designer of the number, 
was one of the big moments of the con- 
vention. Curvex is going over big, says 
Mr. Haerr. . . . Kenneth Whatmore, of 
the International Silver Co., reports that 
there hasn’t been a single inquiry for 
low-priced merchandise during the whole 
of the convention. “Our better flatware 
has gone way:up in sales and the pop- 
ularity of our La Pierre toiletware line 
(which used to be the Watrous line) a 
quality product made in chrome, enamel, 
and sterling, proves this trend of quality. 

. Jewelers are simply wild over the 
new personalized, cravat chain of the 
Baer & Wilde Co. says H. Herman. “We 
have done a tremendously big business,” 
he says. It has been the biggest thing 
in the history of our organization, and 
the new combination of chain-and- 
buckle promises to be even better. .. . 
A. Sauer of A. Sauer & Co. says jewel- 
ers are receiving his new tubular leather 
watch straps with favor. They are all 
made by hand and come in a variety 
of models. “No tension on the wrist,” 
says Mr. Sauer, “and they are perspira- 


tion-proof. You don’t know you are 
wearing it unless you look at your 
watch.” .. .. Leonard Shinbaum, Idealite, 


Inc., reports that table lamps are be- 
coming more and more popular with 
jewelers. They make a bright, colorful 
spot in the store, and moderate price 
brings real traffic. A novel number is 
the combination lamp and .twin-faced 
clock, two candlestick effects under one 
shade, with a clock between. . . . My, 


‘my, who’s that, It’s Irene Rich, come to 


see that gorgeous new giant photograph 
that the Whiting & Davis Co, is dis- 
playing showing the famous actress car- 
rying its new Schiaparelli mesh bag, 
made in crusader mesh with the frame 











picture at the Astor 
Crusader.” ... Arthur L. Spilka of Dritz- 
Traum Co., Inc., promises a real renais- 
sance in rock-crystal cut glass, especially 
small articles. “The Czechs cannot make 
it fast enough,” he says. “Orders don’t 
worry us, but deliveries do.” You get 
a special mirror display piece to go with 
your order. Then there is. the Italian 
alabaster line for the gift department— 
book-ends and ashtrays. ... The W. C. 
Edge Jewelry Co., is copying its 14k. 
antique reproduction mesh and woven 
wide bracelets in a new line of gold- 
filled merchandise, says I. E. Kalisher. 
“We can hardly tell them apart our- 
selves,” he says. On the wall is a picture 
of Una Merkel, film star, wearing one 
of these numbers. She is just c-r-a-z-y 
about them, says Mr. Kalisher, and so 
are a lot of retail jewelers. ... E. L. 
Endman, Swartchild & Co., Inc.,—with 
everything for the shop and the store, 
plays the phonograph which repeats that 
splendid radio program sponsored by his 
firm, reminding the public to be sure to 
take watches to retail jewelers for regu- 
lar cleaning and examination. “It goes 
on a national hook-up of 120 stations in 
October,” he says. The test so far has 
caused many jewelers to write in about 
its benefits... . And there is Kenneth I. 
Van Cott, general manager of Marcus 


& Co., explaining the wonderful things 


that the New York Chapter of the Amer- 
ican Gem Society is doing. There is an 
interesting display of precious stones lent 
by Mirabeau C. Towns and a metals ex- 
hibit from Handy & Harman. “People 
are taking our literature right and left,” 
says Van. ...O. M. Goge, Ingersoll- 
Waterbury Co., reports the attendance 
fine, busy taking orders. A new sales 
help Ingersoll offers is the walnut dis- 
play placque which goes with each num- 
ber. Another feature—the new Yankee 
model, with a dust-proof case and a crys- 
tal that can’t come out. It fits under the 
bezel. ... And we mustn’t forget: THANK 
you, Gruen Watch Co. for our fresh, 
new copy of the Herald Tribune each 
morning, and thank you, too, Elgin Na- 
tional Watch Co. for the New York 
Times. We read them both avidly .. . 
and everybody is thanking Frank M. 
Gregory, chief house officer of the 
Waldorf-Astoria, for the splendid pro- 
tection which the jewelers received 
throughout the convention. .. . 

C. H. Martens of B. A. Ballou & Co., 
Inc., reports a definite swing to natural 
gold jewelry. “Jewelers are looking for 
fine merchandise and not for goods at 
low prices,” he said. “Our dog and 
horse jewelry is off to the races and we 
added the whippet to set the pace.” E. 
Glauber of E. Glauber Co. is: busy 
telling jewelers about those beautiful 
mirror displays. He whispered some 
figures representing recent orders taken 
by his jobbers which sounded like tele- 
phone numbers... . 
Plate Glass Co. is on deck with an at- 
tractive array of sample glass building 
material and a beautiful miniature store 
front. 


concealed. Whiting & Davis, incident-- 
ally, did the costumes for that big new 
Theatre—“The 


And the Pittsburgh. 























































































The Latest 
CNS OE 


Sensations 


Two most practical, useful and quick selling 








articles—a fountain pen and a pencil that 






every boy and girl will want and insist on 


enh $ ] 00 






having. 
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Made in two styles as illustrated 











4 ple Folhs/ SPECIAL DEALS 
at HERE'S THE | No. 42—1 Dozen—Total Cost $8.00 


SMECIRY Consists of % dozen of the two style 


pens packed in a 1 dozen box including 


iRK-D-CATOR 2 Mickey Mouse Display Cards as illus- 
ZFOUNTAIN PEN 
< trated. 


No. 43—2 Dozen—Total Cost $16.00 


Consists of 1 dozen of each style pen 
including a handsome 4 color display 
card 15 x 20 inches and 3 display cards 
as illustrated. A complete window dis- 
play can be made by flanking the large 
card on either side with one of the 
smaller cards, the third smaller card to 
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| MADE WITH SAME CARE AS HIGH PRICED PENS 
— gives equal satistaction. 
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; 7 be used inside on show case or counter. 
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PENCIL 
Retails 
For 


$2.32 Per Dozen 


















Each Mickey Mouse Pen is packed in PROPELS—REPELS—EXPELS 
an individual gift box which sets on a Complete with eraser 

four color display card as illustrated and extra leads 

above. This card 7x12 inches is sup- Comes mounted 1 dozen on a handsome 
plied free with all orders. four color lithographed display card. 





A display of this entirely new merchandise will sell 
itself and give you a substantial profit 


ASK YOUR JOBBER 


Exclusive Manufacturers 206 Hudson St.. NEW YORK 










INKOGRAPH CO., Inc. 
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Protecto-Panes are created for dealers to keep their display free from dirt and 
tarnish. They are made of Super-Cellophane mounted in frames that are 
easy to remove or replace. They improve the appearance of the Silverware. 
They are as good as glass without the breakage. And they are FREE. 


Now you can have close-up display—in your window and on your counter— 
without deterioration of chest linings or the silverware. 


See pages 26 and 27 for full description 


Ever ALERT to MEET the PROBLEMS 
of the RETAIL JEWELER 





